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Case Histories on Swan Soap and 
Ironrite Told to Marketing Men 


Detroit, June 21—Even the most 
thorough market research pro- 
gram can backfire if a single ele- 
ment in the program is overlooked, 
Ken Jones, director of research for 
Brooke, Smith, French & Dorrance, 
told the spring conference of the 
American Marketing Assn. here 
today. 

To illustrate the importance of 
not overlooking any factor, Mr. 
Jones related the story of Lever 
Bros.’ experience with Swan soap. 
Lever Bros. (and the agency) did 
a tremendous researching job on 
Swan before it was placed on the 
market, he said, and apparently 
it paid off—because after only 
two years on the market Swan) 
sales were about 40% of those 
enjoyed by Ivory. Ivory sales did 
not drop off, however—Swan’s 
entry into the field had merely 
increased sales of floating general 
purpose~ soaps by an additional 
40% 


e Swan had definitely broken in- 
to the floating soap market in a 
big way, Mr. Jones said, but when 
the introductory phase of the 
campaign was over and it became 
a matter of hard selling it was 
apparent that one important thing 
had been overlooked in the orig- 
inal market research, namely: 
was there a market for two major 
floating, general purpose soaps? 

The answer was no, Mr. Jones 
said. It would have cost Lever 
Bros. millions of dollars to dis- 
place any major portion of Ivory’s 
share of the market. But this fact 
was not discovered until a major 
expenditure already had been 
made to launch Swan. 


e As an example of how well 
market research and advertising 
can work together, Mr. Jones re- 
lated BSF&D’s experience with 
(Continued on Page 120) 


New York Life Opens 
110-City Drive for 
Accident Policies 


New York, June 21—A program 


offering accident and sickness in-| 


Ad Assn. of West Reviews Media 


surance policies for the first time 
was launched June 18 by New 
York Life Insurance Co. with 300- 
line ads in 160 newspapers in 110 
cities. Compton Advertising Inc. 
has the account. 

In announcing its entry into 
these related insurance fields for 
the first time, New York Life 
stressed that the entire merchan- 
dising program is being confined 
to its own agents. No brokerage 
business is being accepted. 

Purpose of the company’s en- 
trance into these insurance fields 
for the first time is to make avail- 
able a more complete program of 
voluntary insurance protection, 
AA was told. The company empha- 
sized that it is not trying to be- 
come an accident and sickness 
company, and that it is entering 
these fields merely as an extra 
service. 


s Insurance authorities, however, 
see in this a possible trend by old 
line companies which up to now 
have confined themselves to life 
insurance only. 

During July and August, New 
York Life will use 200-line ads 
one time in 400 to 500 newspapers 
to cover the territories of 5,000 
selected agents. 

No additional advertising on ac- 
cident and sickness insurance is 
planned thereafter for the re- 
mainder of this year, AA was told. 
Consideration, however, is being 
given to possible use of national 
magazines either later this year 
or early in 1952, but nothing defi- 
nite is likely to be developed on 
this for several months. 


Callers at Chas. Dallas Reach Agency 
Can Have Beer—If Boss Doesn't Object 


Newark, June 21—Chas. Dallas} 
Reach Co. has always been a! 
haven for callers. 
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A porter and a_ receptionist 
worked as a wonderful team to 
supply all the usual sient 


plus such unusual ones as cigarets, | 


freshening up service, and special- 
ly delivered glasses of ice water. 

Now that it is the agency for 
G. Krueger Brewing Co., it is of- 
fering a choice of ice water or a 
glass of Krueger beer. 


But it) 


Newspaper Advertising in 1950 


A “newspaper progress section,” 
as an advertising medium during the past year, begins on 
Page 33 of this issue and continues to Page 113. 

Included is the Bureau of Advertising’s report on the 
individual advertising expenditures of ali national news- 
paper advertisers investing $25,000 or more in the medium 
during the year. This detailed tabulation begins on Page 50. 


reviewing the newspaper 


Stories at 48th Annual Conclave 


Denver, June 20—This city, the 
largest U.S. market still without 
television, was spared the igno- 
miny of a talk on TV’s importance 
today, as the United Airlines strike 
prevented TV researcher C. E. 
Hooper from keeping a speaking 
date at the annual meeting of the 
Advertising Assn. of the West. 

As it turned out, other panel 
speakers on television at the 
AAW’s final ses- 
sion this after- 
noon had fewer 
claims to make 
for the medium 
than did spokes- 
men for other 
media at the 
meeting. 

AAW wound 
up its 48th an- 
nual gathering 
at the same ses- 
sion by adopting 
resolutions (1) 
strongly opposing 
a tax on adver- 
tising, as proposed by the staff of 
the Joint Congressional Committee 
on the Economic Report, and (2) 
supporting a joint congressional 
resolution calling for an investiga- 
tion of post office cost methods be- 
fore any postal increases are made. 


Arthur 
Portland, new senior 
v. p. of AAW. 


Earlier, top plaintiffs for the 
newspaper, radio and magazine 
media presented their cases, each 
with much politeness toward the 


WOMEN WIN—Mrs. Mildved May, Valley 


National Bank, Phoenix (left), is new 
v. p. of large of Ad Assn. of the West; 
Mrs. Gertrude Murphy, Long Advertising 
Service, Son Jose, is secretory-treasurer. 


other. Harold S. Barnes, director, 
Bureau of Advertising, American 
Newspaper Publishers Assn.; Wil- 
liam B. Ryan, president, Broadcast 
Advertising Bureau, and W. H. 
Mullen, director, Magazine Adver- 
tising Bureau, harmonized to the 
tune that all media should be used 
by advertisers. But each presented 
carefully rehearsed data calculated 
to take the edge off the others’ 
presentations. 
(Continued on Page 114) 


_ Last Minute News Flashes 


| 

Gets Wiedemann Brewing Account 

| Newport, Ky., June 22—Advertising of Geo. Wiedemann Brewing 

| Co., selling Wiedemann’s and Royal Amber beer in Ohio, Kentucky, 
| Indiana and West Virginia, has been placed with Tatham-Laird Inc., 


| Chicago, effective Sept. 1. Strauchen & McKim, Cincinnati, currently | 


| handles the account. 


Cream of Kentucky to Use 247 Newspapers 


New York, June 22—Schenley Distillers Corp. Monday will break 
its heaviest summer promotion schedule for Cream of Kentucky 
| whisky, designed to popularize “double-rich Kentucky collins.” It 
|will use variable space throughout the summer in 247 newspapers 
land outdoor locations in 31 cities. Federal] Advertising Agency has 


the account. 


doesn’t want to seduce anyone, so! 


principals of all the companies | 


whose representatives call on the 
agency got a letter this week, ex- 
plaining the policy, and wondering 
if any bosses had any objections to 
their employes being offered a 
glass of mild refreshment. 

Replies, Reach said, would be 
kept in strict confidence. 

It did not explain how it would 
go about not offering a glass of 
beer to Space Salesman A, whose 
boss didn’t want him to have one, 
while continuing to offer a similar 
glass to Salesman B, whose boss 
had no objections. But it did report 
that 40% of its callers, thus far, 


12 choose beer over water. 


Merit Clothing Co. Names Westheimer & Block 


Sr. Louis, June 22—Westheimer & Block, St. Louis, has been named 


by Merit Clothing Co., Mayfield, Ky., 


to handle advertising for the 


company’s Stylemart and Mayfield lines of men’s clothing. The initial 
appropriation is more than $200,000, most of which will be concentrated 


in national magazines. 


Fall Push Planned for Flor-Ever 


New York, June 22—What it terms “the biggest push in plastic 


floor history” will be launched by Delaware Floor Products 
week named a division of Congoleum-Nairn Inc.) 


(this 
for Flor-Ever 


vinylite plastic. Starting in September issues, full-color pages and 
half-pages will be used in American Home, Better Homes & Gardens, 


Good Housekeeping, House & Garden, House Beautiful, 


Living, Mc- 


Call’s and in business publications. In addition, TV spots will prob- 
ably be used in 20 cities. E. T. Howard Co. is the agency. 


(Additional News Flashes on Page 121) 


Lifshey Hits 


‘Phony’ Awards 
to Advertisers 


Cuicaco, June 21—Many of the 
awards, medals and certificates 
featured in merchandising and ad- 
vertising, “and paraded before the 
trade and the public as having 
been honestly deserved and legiti- 
mately won, are actually predicated 
upon the most false and unjustifi- 
able basis,” Earl Lifshey, managing 
editor of Retailing Daily, said here 
today. 

Speaking before the Industrial 
Designers’ Institute at the presen- 
tation of its first annual National 
IDI Design Award, Mr. Lifshey 
said: 

“All too often, behind their 
seemingly impressive front, is a 
deal between a gullible manufac- 
turer or his advertising hucksters 
and some self-seeking, completely 
unqualified promoter who profits 
handsomely not merely from the 
resultant publicity but frequently 
in much more tangible fashion. 


s “I am continually amazed,” he 
continued, “at the number of man- 
ufacturers who, presumably, con- 
sider integrity a vital part of their 
product but who, having received 
one of these phony awards, seem 
to have no hesitancy in playing it 
up in their advertising, as if it 
were perfectly legitimate and hon- 
estly earned. .. 

“The fault lies as much with the 
manufacturers who seek or accept 
those fools-gold medals as with 
those who keep giving them out. 
If these manufacturers only real- 
ized how the tide of opinion is be- 
ginning to turn against them, how 
retailers, now wise to their games 
of gimmicks, are beginning to 
laugh up their sleeves at such non- 
sense, they would think twice, and 
then discontinue it.” 

Mr. Lifshey warned his audience 
that if the standards of legitimate 
and ethical awards are permitted 
to be “chipped away by the chis- 
ler and gold-brick artists, the busi- 

(Continued on Page 117) 


TV Freeze to Stay 


Frozen for Present 


WASHINGTON, June 21—The Fed- 
eral Communications Commission 
announced officially today that the 
TV allocation situation is still too 
complex for even a partial lifting 
of the construction freeze. 

With over 700 comments filed 
on the pending plan to allocate 
upward of 52 channels for a new 
nationwide TV service, FCC said 
it would be unfair to go ahead 
with the partial thaw proposed 
March 22. 

Instead, FCC will have a hearing 
next Thursday on a motion of the 
Communications Bar Assn. chal- 
lenging its authority to adopt an 
over-all TV channel plan. 

Following this hearing, FCC 
plans to go ahead with a hearing 
on proposed assignments of chan- 
nels to 1,245 communities. 

The freeze has been on since 
Sept. 30, 1948. 
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Tea and Lemon Tie-Up for Summer 
Follows 11-Month Retail Buildup 


Denver, June 19—A tie-in mer- 
chandising program worked out 
by the Tea Bureau with California 
Fruit Growers Exchange to pro- 
mote tea and lemons, chiefly from 
the last week of July to the end of 
August, was described here today 


Ad Assn. of the West 


by James J. Booth, merchandising 
director of the Tea Bureau. He 
spoke before the Advertising Assn. 
of the West, which is holding its 
annual meeting here 

The story told by Mr. Booth of 
the bureau’s merchandising tie-up 
with Sunkist was, in fact, as im- 
pressive as other recent Tea Bu- 
reau stories have been. The al- 
most unprecedented thoroughness 
with which it selected Leo Bur- 
nett Co. as its agency some time 
ago (AA, Sept. 19, '49) is seen 
again in the way it has gone about 
getting grocers to agree to pro- 
mote tea and lemons a month from 
now 


s Mr. Booth explained first that 
p bureau discontinued its pre- 

ar $1,000,000 annual advertis- 
Ing effort when the war cut down 
tea imports. After the war, it 
Gould not, for several years, ob- 
fain funds from the producing 
. 


countries abroad to renew the ad 


program 
Eventually, devaluation of the 
British pound helped revive tea 


advertising in a roundabout way. 
Although it put a big dent in the 
tea producers’ dollar assets, it 
permitted U. S. tea companies to 
save l¢ a pound-on their costs. 
The latter then agreed to tax 
themselves that amount to put in- 
to the over-all ad kitty. (Since tea 
is seldom sold in packages of a 
pound or more, they couldn't 
easily figure out how to cut their 
prices and pass the saving along 
to consumers, Mr. Booth said.) 


@ By the time funds could permit 
a $1,600,000 promotion program, 
Mr. Booth continued, Tea Bureau 
executives had learned what was, 
for them, a new type of promotion 
This was related product adver- 
tising, and had been learned out 
of sheer necessity, he said. 

The first tie-in was with Na- 
tional Biscuit Co. This tea and 
crackers tie-in lasted two years 
and during that time, Mr. Booth 
told the AAW members, 3,000 
salesmen built displays featuring 
tea in the U. S. grocery stores. 

“We handle no tea physically,” 
he said, “so we didn’t know how 
successful this was. But National 
Biscuit Co. said it had been the 
most successful such tie-in in its 


experience.” 

Last September, he continued, 
ea Bureau executives approached 
Russell Z. Eller, Sunkist advertis- 
ing manager, to work out a tie-in 
with lemons, “the most closely re- 
lated product to tea.” The ar- 
rangement then made provided 
that each in its national adver- 
tising feature the other’s product 
prominently—“but pretty ads in 
magazines were not enough.” 


e@ It was necessary, Mr. Booth 
said, to get down to “a local basis.” 
To do this, Tea Bureau merchan- 
dising men visited key interests 
in 42 markets; they met with the 
tea packers to explain the pro- 
gram; they met with packers’) 
salesmen who call on the grocery 
trade; they explained the pro- 
gram to retail grocer associations; 
they explained it to local restau- | 
rant associations (tea, he said, is! 
the most profitable food restau-| 
rants sell), and in company with 
Sunkist men they called on chain 
grocery buyers. By the latter 
method, Mr. Booth pointed out, the 
tea salesman would get to meet 
the produce man, whom he other- 
wise would not normally see, and 
the Sunkist salesman could meet 
the groceries buyer. 

The summer promotion package 
consists of three “phases.” First, 
to continue all summer, Mr. Booth 
said, is use of a large poster for 
overwire or window, and use of 
a smaller, die-cut shelf poster. 
Second is a publicity drive for Na- 
tional Iced Tea Week, July 13 to 
20 (AA, June 18). Grocers are 
asked to advertise all tea brands 


'WHO MUST KNOW 
-WHAT’S GOING ON 


DO YOU KNOW ALL THAT YOU SHOULD KNOW ABOUT 
YOUR COMPANY, YOUR INDUSTRY, YOUR COMPETITION? 
One way to find out is to read the press! Impossible? Of course. You simply 

haven't got the time! HERES WHERE WE COME IN! We read ALL the papers 
nationally while you're getting the highlights from your local paper. 


WE READ ALL THE DAILY AND MORE THAN 6000 WEEKLY 
ENGLISH LANGUAGE NEWSPAPERS—THAT’S GOING SOME! 


These are rough times! They're fast! Something new is constantly coming up - 


unexpectedly. Policies INSIDE are almost forced to keep up with the 


pace set OUTSIDE . 


. It's tough to keep up. 


DO YOU KNOW -that we serve commerce, industry, the professions, 


government, individuals? 


DO YOU KNOW- that we have been seasoned by 65 years of uninterrupted 
service--under the same ownership and management? 


DO YOU KNOW-that we work efficiently, professionally, quietly, 


confidentially? 


Hove us tell you more about this service —how it can help you. 
It's thorough; it’s quick, and it costs little. 


CONSOLIDATED 


431 SOUTH DEARBORN STREET, DEPT. 7, CHICAGO 5, ILLINOIS 


PRESS Vi ee ey a 
CLIPPING BUREAUS | 
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PRESIDENT-ELECT—J. Neil Reagan 


they carry during the week. Third 
is the tie-up with Sunkist lemons 
in August, featuring posters. A 
die-cut paper mockup glass, to 
stick (with Mystik tape) on 
shelves or walls, will also be used 
in the stores. 

Sunkist, Mr. Booth said, has 
ordered 50,000 large posters and 
30,000 of the smaller ones, and 
altogether 150,000 large posters, 
122,000 small ones, and 500,000 
mockup glasses have been ordered. 
Tea company salesmen have had 
special sales brochures and cal- 
endar checkpads to help convince 
grocers that they should really 
use the displays and run tie-in 
advertising at the proper times. 


ein addition, Mr. Booth said, 
The Saturday Evening Post had 
offered to help put the promotion 
over with grocers and had agreed 
to distribute a pamphlet de- 
signed by the bureau. (Mr. Booth 
said he has a deathly fear of re- 


(second from 

wood, who was elecied president of the Advertising Assn. of the West last week, 

was on hand for the Denver Post's rooftop cocktail party Sunday afternoon. With 

him here are (from left): Charles W. Collier, San Francisco, who was renamed ex- 

ecutive vice-president of AAW; Palmer Hoyt, editor and publisher of the Post; 

and Grover Kinney, president of Advertising Distributors Service, Denver. Mr. Kinney 
was convention chairman and is outgoing senior v.p. of AAW. 


left), McCann-Erickson, Holly- 


print ads of the “As advertised in” 
variety.) Further, 20,000 ice trucks 
will carry a tie-in poster by coop- 
eration with the National Assn. of 
Ice Industries, he said. 

In an unusually candid conclu- 
sion, Mr. Booth said that the mer- 
chandising has now been com- 
pleted but whether it will be a 
success in selling tea, he confessed 
he doesn’t know. 

He isn’t bothered whether it 
will or not, however, for “we be- 
lieve success is a journey and not 
a destination.” 

Mr. Eller, who introduced Mr. 
Booth, commented that he believes 
such related product campaigns 
are one of the best means avail- 
able to advertisers today to “ex- 
tend their budgets.” 


WNAO Is Now 10,000 Watts 

Station WNAO, Raleigh, N. C., 
has increased its daytime power to 
10,000 watts. The station also is 
now operating on a 24-hour sched- 
ule. 


Clean, Sharp Headline 


@ SOLID BLACK, NO TOUCHUP! 
@ PRINTS WON'T SMEAR or SMUDGE! 
@ NO WAITING FOR YOUR PROOFS! 
@ ELIMINATES COSTLY OPAQUING! 
@ FAST, EASY OPERATION! 
@ TWELVE TYPE FACES AVAIL- 

ABLE, EACH IN TWO SIZES! 


Hundreds in profitable use 
by: Manufacturers . . . Print- 
ers . Advertising Agencies 
. Lithographers Letter 
Shops Newspapers TV 
Stations . . . Silk Screen Shops 
P Department Stores 
Wholesalers Insurance 
Companies . . . Publications 


Wile 
for 16-page brochure, illustra- 
ting and explaining the uses 
and operation of the Multi- 
Use HEADLINER . and 
name of nearest. distributor. 


Reproduction at 


& YOUR FINGERTIPS 


Milly ysppypeg 


the first 


low cost 


photo composing 
machine 
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WALLPAPER! 


HOUSEHOLD FAMILIES ARE QUICK TO REFURNISH—76% OWN THEIR HOMES! 


They don’t hesitate over major purchases . . . furniture, floor coverings, appliances 
--. not when 3 out of 4 are home owners! 

For them, home is the center of all activities—eating, planning, improving, 
entertaining—that’s how it is in the Household market, small cities and towns 
under 25,000. 

And that's how it is in Household... home from cover to cover... furnishings, 
food, gardening, child care. 

Your product in Household hits home three ways: it’s backed by home editorial, 
read by home families—in the home towns of America! 


HOUSEHOLD HITS HO 


HOUSEHOLD nayciv, 


Capper Publications, Inc. 
Topeka, Kansas 
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Klein's Appoints Schram 

Klein's Sporting Goods, Chica- 
£0, has appointed Schram Co., 
Chicago, as its agency 


DVERTISERS 
AGENTS © CLIENTS | 


The continuous hazards of LIBEL, Invasion 
of Privacy, Plagiarism, Piracy and Viola- 
tion of Copyright — ali are EFFECTIVELY 
INSURED by our UNIQUE cover which takes 
the sting out of these claims — and its 
cost is almost nominal! 


WRITE FOR DETAILS ane 


EMPLOYERS REINSURANCE 


RATES 


CORPORATION 


nsufance Eachange 


Kansas City Mo 


Servel's Electric 
Refrigerators Bow 
in Teaser Campaign 


EVANSVILLE, IND., June 21—Ser- 
'vel Inc., which ran into some 
trouble last December in New 
York because of defective gas re- 
frigerators (AA, Dec. 4), will an- 
nounce a new line of electric re- 
frigerators in that city next week. 

The company, through Batten, 
| Barton, Durstine & Osborn, has 
been running a teaser campaign 
|}in New York dailies this week. I- 
lustrated with George Price car- 
toons, the teasers advise New 
Yorkers: “Don’t buy any refriger- 
ator till you see next week's an- 


nouncement.” 


unnamed product as “the only 
really new electric refrigerator 
since the invention of the auto- 
matic.” 

All New York dailies will carry 
full pages beginning Monday 
(June 25) identifying Servel as 
the advertiser and pushing the 
new electric product. The same 
papers will carry 1,600-line in- 
sertions the week of July 9 and 
1,600-line insertions the week of 
July 23. A similar campaign was 
staged earlier this month in Boise, 
Ida., and Salt Lake City. 


@ The new Servel machine will 
be introduced on a market-by- 
market basis in various cities, all 
through newspaper ads. The elec- 


| tric refrigerator is the first fac- 
Copy describes the|tory-built job of its kind turned 


out by Servel. The company pre- 
viously made gas and kerosene 
refrigerators which could be con- 
verted to electricity with the in- 
stallation of an electrical element. 
Last December, the New York 
health department, because of 
deaths caused by carbon monoxide 
from defective gas refrigerators, 
instructed 360 field inspectors to 
check those appliances when they 
visited a home “for any reason.” 
Servel manufactured 400,000 gas 
refrigerators in use in New York 
at that time. 


FC4B Elects Harry Frier V. P. 
Harry W. Frier, account execu- 
tive of Foote, Cone & Belding, 
New York, has been elected a vice- 
president of the agency. 


aye new transmitting 


CBS Affiliate 910 KC 


Mrs. M. E. Megargee 
President 


George D. Coleman 
General Manager 


1000 Watts Day 


Secranton’s strictly a radio town—no television stations in 
Wilkes-Barre or Scranton. It’s strictly WGBI's town too... 
with consistently phenomenal Hoopers like these to prove it: 
Mornings 61.1, Afternoons 53.6, Evenings 71.6! 

Seranton— Wilkes-Barre and its 674,000 Pennsylvanians 
are too important for any advertiser to overlook. Include them 
next time you're making plans... along with the one station 


that sells them morning, noon and night! 


(Figures from Hooper Radio Audience Index: March-April 1951) 


500 Watts Night 


what’s happened to radio in 


RANTO 


WILKES- 
BARRE = 


makes it bigger, better, more profitable 
than ever in the Nation’s 21°’ Market! Sssesssosens 


JOHN 
BLAIR 


& COMPANY 


NATIONAL REPRESENTATIVES 
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Book and Other 
Papers Join in 
Hiking Prices 


New York, June 21—Higher 
prices and rumors of higher prices 
continue as the major interest in 
the local paper market. 

Kimberly-Clark Corp. has an- 
nounced higher prices on book 
papers effective July 1. This in- 
cludes an advance of $6 a ton on 
all publication rol! grades and $8 
to $10 a ton on sheet grades. 

Other mills are expected to an- 
nounce similar increases shortly. 
Up to press time, however, AA was 
unable to confirm other specific 
price advances by U. S. mills pro- 
ducing book stock. 

Advances, announced and antic- 
|ipated, are being made in ac- 
cordance with Office of Price Sta- 
bilization regulations which allow 
mills to file price revisions based 
on higher costs (AA, June 11). 

@ In the newsprint market during 
the week, Powell River Co., ma- 
jor Pacific Coast producer, in- 
creased its price $6 a ton, effec- 
tive July 1, which makes its new 
price $115 a ton at Vancouver and 
$116 a ton in New York. It will 
be remembered that last October 
Powell River raised its price from 
$99 to $109 a ton. 

Bowater Paper Co. also has 
notified customers that it is in- 
creasing its contract price $10 a 
ton July 1, which will make the 
price here $116 a ton. Virtually all 
major Canadian producers are now 
| quoting contract newsprint at this 
level. 

U. S. production of newsprint in 
May totalled 96,420 tons, highest 
for any single month on record, 
representing an 8.3% increase over 
May, 1950. The previous high, 94,- 
015 tons, was set in March. 


e Canadian production in May hit 
485,723 tons, making North 
American output for the month 
582,143 tons, a new alltime high. 


more than in the comparable pe- 
riod of 1950. 

The American Newspaper Pub- 
lishers Assn. is conducting a study 
,into the economics of newsprint 
| production and will shortly invite 
| Canadian and U. S. producers to 
| meet for the purpose of discussing 
| the present and future supply and 
| the resources needed for increased 
production. 


Holcombe Parkes Directs 
K&E Public Relations 


Holcombe Parkes, formerly ex- 
ecutive vice-president of the Apex 
Film Corp., New York and Los 
Angeles, has joined Benton & 
Bowles, New York, as vice-presi- 
dent and director of public rela- 
tions. He succeeds Charles F. Gan- 
non, who went into business for 
himself. 

From 1945 to 1949, Mr. Parkes 
was vice-president in charge of 
| public relations for the National 
| Assn. of Manufacturers and pre- 
viously was associate director of 
public relations for the Assn. of 
American Railroads. Both are cli- 
ents of Benton & Bowles. 
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| he taught meto “~ 
Say it with 
LOWERS-BY-WIRE 


I buzzed Miss Marlin that the bottom had dropped out. Ace Products—a big boy on our books—was 


showing at the Trade Fair in Seattle. Production bugs would keep me burning the midnight oil here. 


With a quick grin, George, the shoe-shine boy pipes up, “Why don’t you wire flowers? 
My brother who works in a flower store is always delivering flowers to big-shots”. 


Quick as a phone call I wired flowers to the customer's booth. 


The dollar I gave George wasn’t nearly as valuable as the tip he gave me: 


If you want to say it with a smile . . . say it with Flowers-By-Wire. 


FLORISTS’ TELEGRAPH DELIVERY ASSOCIATION 
Headquarters: Detroit, Michigan 


FLOWERS ARE BEAUTIFUL BUSINESS BUILDERS 


On opening days + on anniversaries + on special events + asa “thank you” for the 


order + on almost any business occasion + for those at home when you're away 


You can wire flowers to anywhere... from anywhere... more than 15,000 F.T. D. 


Look for the fomous F.T.D. Mercury Emblem. and Interflora Member Shops at your service! 
It identifies the right shops! 
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Brophy Tells 
3 Ad ‘Duties’ 
in Mobilization 


DENVER, June 19—Thomas 
D'Arcy Brophy, chairman of Ken- 
yon & Eckhardt and president of 


American Heritage Foundation, 
presented a thorough, forceful an- 
alysis here yesterday of the essen- 
tial role of advertising in a mobi- 
lized economy. 

Speaking at the opening session 
of the annual meeting of the Ad- 
vertising Assn. of the West, Mr. 
Brophy said there are three areas 
in which advertising must play a 
vital role—three essential and im- 
mediate jobs which can only be 
done by advertising. ‘ 


Covering Catholic Schools, Churches, Cenvents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 


Published bi-monthly at 20 West Putnom Ave., Greenwich, Conn. 


The first, he declared, is to move 
goods fast enough, economically 
enough and in large enough quan- 
tities to keep our economy pros- 


Ad Assn. of the West 


perous. The second responsibility is 
to enlist the public’s help in many 
voluntary activities that are im- 
portant to a successful defense 
program. The third—and greatest 
—challenge is to strengthen the 
vitality of democracy by selling 
and demonstrating the virtues of 
our way of life both abroad and 
at home. 


es “We are in the business of sell- 
ing,” Mr. Brophy pointed out, “and 
centuries ago the Romans used the 


phrase caveat emptor, ‘let the buy- 
er beware’. That old caution is his- 
torical and instinctive, and even in 
normal times, when the need for 
salesmanship is granted, the public 
hangs onto its suspicion of the 
seller and the advertiser. In war- 
time, then, we feel that advertising 
is even more suspect, and we 
strive, sometimes a bit frantically, 
to justify 
function in the eyes of the people.” 

This is unfortunate, he pointed 
out, because production has grown 
enormously in the past decade and 
will gain much more in the future, 
and advertising is the counterpart 
in mass distribution of the ma- 
chine in mass production. In a 
mobilized economy, advertising 
must carry an extra burden, that 
of trying to shift consumption from 


“They spend the most 


where the most is spent” 


82% 


Copyright 1950, 
The New Yorker Magazine, Inc. 


of THE NEW yorker’s circulation is concentrated in the 41 city-trading areas 


where most of the retail dollars are spent. Top stores in those rich areas have 


proved (by checking charge accounts) that New yoRKER subscribers are top spenders. 


They are perfect prospects for all luxuries, in- 


cluding travel. They go to the best places in 
the best stvle... which explains why THE NEw 
YORKER carries more over-all travel, hotel, and 
resort advertising than any other magazine. 


They spend the most where the most is spent. 


THE 


NEW YORKER 


No. 25 WEST 43n0 STREET 


NEW YORK, 18, N. Y; 


SELLS THE PEOPLE 
OTHER PEOPLE FOLLOW 


our business and our} 


pa. Sa 
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scarce items to those in ready sup- 
ply. 


e “American distribution is a 
delicately balanced mechanism, 
enormously successful, and unique 
among the economies of the 
world,” he said. “Advertising is an 
integral part, perhaps the key part, 
in this mechanism.” 

Discussing the need for helping 
public service causes, Mr. Brophy 
said that, once again, advertising 
must be called on for hundreds of 
millions of dollars of space and 
time, and great amounts of per- 
sonal sacrifice, to help build a de- 
fense against an overwhelming 
menace. 

Even more important, he said, 
is the need to sell and, particularly, 
| to give evidence by demonstration 

that we subscribe to democracy. 
| Through the Voice of America, he 
| said, we are already using adver- 
tising techniques abroad and have 
| proof of their success, although we 
| have not yet sold ourselves well 
| enough abroad. And many Ameri- 
lcan export advertisers, he said, 
are running excellent copy in their 
product ads to tell the American 
story and counteract Russian prop- 
aganda. 


@ The greatest challenge at home, 
he observed, is to make Americans 
|understand their heritage and 
| know they must work to support 
| it. He expressed regret that per- 
| haps the U. S. must “have a crisis 
every 90 days to impress upon our 
| people that we are engaged in a 
deadly serious struggle.” 
| The tour of the Freedom Train 
and materials prepared by the Ad- 
vertising Council and American 
| Heritage Foundation are excellent, 
jhe declared, but they are not 
| enough. Advertisers must demon- 
| strate the advantages of America. 
The recent action by Sinclair Oil 
| Corp. in offering its research fa- 
cilities to independent inventors 
i accorded high praise by Mr. 
| 


Brophy, who called the plan “com- 
pletely in the American tradition 
of helping people help themselves” 
|}and “typically American in that 
it is both idealistic and practical. 
“We have in the great service 
organizations of this country,” he 
| added, “in Rotary and Kiwanis, in 
the fraternal orders, in the veteran 
organizations, the greatest aggre- 
gation of personal salesmen any 
country ever had. In our advertis- 
ing clubs and organizations we 
have an enormous reservoir of ad- 
vertising know-how. Let us apply 
these great forces to the task of 
arousing the nation to the funda- 
mentals of citizenship... 
“Advertising cannot do _ this 
alone, and no one claims that it 
can, but advertising can supply the 
| ideas, the materials and the lead- 
| ership to enable people to pitch 
in and do the job.” 
| Adamo Names Charles Moore 
Charles Moore, sales manager 
| of the southern California division 
'of Adamo Co., Los Angeles carpet 
manufacturer, has been named na- 
| tional sales manager of the com- 
pany. 


| Hottmann Names Miss Hodges 
| Doris Hodges, formerly of 
| WPIX, New York, has been ap- 
|pointed to handle radio-TV ac- 
counts for Kurt Hoffmann Asso- 
ciates, public relations counsel. 


Build Volume 
at LOWER 
SALES COST 


Door-to-door Selling—bet- 
ter known as DIRECT 
SELLING — is building 
giont volume quickly for 
many manufacturers it 
moy be your answer to 
present doy complex soles 
problems. Direct Selling is 
fully explained in fascinat- 
ing booklet—moailed FREE. 
Please write on your let- 
terhead 
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PLEASE...NOT BURIED ALIVE! 


Shall this be written on the tombstone— 


RADIO 
1920-1951 


THE OPERATION WAS A SUCCESS 
BUT THE PATIENT DIED 


Perhaps. Yet the curious fact apparent at this writing is that the 
patient is not dead at all. Virile in its youth, grown wiser in its maturity, 
the 31-year-old giant is being buried alive! 

Those of us who have watched the industry through the years have 
seen the infant mature, until today, radio is herculean in its power 
alike to serve the public interest and to move mountains of American- 
built products. 

How odd, then, that there are those today who are frenzied as flies in 
a mirrored box in their zeal to bury radio while it yet lives. How odd that 
a mass hysteria reminiscent of bank runs of the thirties should grip 
advertising people, a caste which has, until now, believed itself insulated 
against such emotional contagion. 

The trade press headlines “Radio's Fight for Survival.” Great net- 
works slice radio rates. Rumor flies that radio is doomed. The infection, 
until these last months shielded from the public by the skin and flesh of 
sober judgment, has broken through, a blood red rash across the face of 
the industry in New York and other major advertising centers. 


Witch-hunt Atmosphere 


And we who must view from afar are startled by the witch-hunt 
atmosphere of those who would track down a great industry and cast it 
in the grave that its last breath might be smothered by the very ones who 
fathered it. Little wonder that the competition stands by, slyly smiling, 
and now and then kicking a shoeful of dirt graveward. 

Perhaps one quiet voice can do little to halt the surge of emotional 
thoughtlessness. Even so we would speak out. Even so we would call 
attention to the facts. 

At WSM—and we venture to say at other large stations throughout 
America—there is no wild retreat. There is no slashing of rates unaffected 
by network operations. There are no convulsive midnight conferences. 


At WSM there is business as usual. And as usual, business is good. 
Business, in fact, has never been so good as it is right now in 1951. Station 
income is up. We have more people on our payroll than ever before. 
Advertisers on WSM still clamor for certain programs . . . and one show 
has a waiting list of four sponsors standing in line to take the program 
in case it should become available. 

Each week we originate 17 network shows from our Nashville studios. 
Each week people come from all over America to see our shows pro- 
duced—in fact, more than 300,000 people will see WSM live originations 
as they go on the air this year. 

Talent cutback? Not at WSM where we have more than 200 big name 
entertainers on our payroll. Radio dying? Not at this station where 


national magazines send writers down year after year to do the WSM 
story. The latest such story, by the way, appears in Collier's this summer. 


WSM type radio with emphasis on live productions to satisfy the 
tastes of a regional audience continues to pay off just as it has for 25 years. 
For instance, take the case of a work clothes manufacturer who, two 
years ago, made WSM his only advertising medium for reaching the 
Central South. During the past 12 months, with a single half-hour show 
per week, sales have increased 21 per cent—this, mind you, for a company 
which had been selling hard in this same market for the past 85 years! 


° 
Big Bad Bug-a-boo 

Here's an excerpt from a report from a large food manufacturer: 
“With one WSM program per week, the area covered by this advertising 
has shown the greatest sales increase in our history.” This, from a com- 
pany which, in other markets, is using newspaper, outdoor and the Big 
Bad Bug-a-boo, television.* 
Over the last three years, a paint manufacturer with just one WSM 
program per week has concentrated on expanding his distribution. 
The result—he has increased his dealership in the Central South by 
82 per cent! 
A Southern flour miller has such firm faith in WSM advertising that 

he has concentrated more than half his total advertising budget on this 
one station during the last six years. The formula has paid off with (1) a 
sales area expanded to 18 states (2) production increased from 160,000 
units in 1945 to 410,000 units in 1950. 
The advertising manager of one of the country’s largest shoe manu- 
facturers—a company using television, national magazines and news- 
papers—reported to his own board of directors recently that his WSM 
advertising of the past two years has been the ‘most satisfying advertising 
experience of my career.” Little wonder—actual statistics show that the 
area covered by his WSM program has shown a 96 per cent increase 
saleswise this past vear. 
If you like, we'll furnish names of these companies and more details. 
More success stories, too. 
But the point we would like to make is that the WSM kind of radio is 


alive, and growing as never before in our 25 years. 


It is true that WSM is one of America’s big stations, operating with 
the power of a 50,000 watt Clear Channel voice to reach a vast area. Still 
we are but a part of a great industry. We would not speak for other 
broadcasters. 

If there are those who say their network or their radio station is sick 
and must be given the emergency stimulant found in rate cuts we may 
disagree. We may feel that they are victims of the contagion of defeatism. 
But in the final analysis, it is for these broadcasters to make their own 
decision about their own future. 

We speak only for WSM. We say only this—Radio at WSM is here 
to stay because of the simple and obvious fact that never before has it 
sold so much merchandise or served so many people. Radio Station WSM 
with its operation geared to the needs of a region continues to be the 
only single medium which takes an advertiser's message to 74 million 
people in the Central South. —WSM, Inc., Broadcasting Service of the 
National Life & Accident Insurance Co., Nashville. 


* Incidentally, we don't sell television short, either. We think enough of this new medium 
to invest WSM-TV money in a 200-mile micro-wave relay system to bring network shows 
from the nearest cable-connection point in Louisville, Kentucky 
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Zola Associates Moves 

FE. William Zola Associates, Chi- 
cago public relations consultant, 
has moved its offices from 69 E. 
Cedar St. to 203 N. Wabash Ave 


VENERABLE FIRMS 
Should Publish Their History 


Many ‘old concerns deplore lack of 
historical records for anniversary ad 


vertising, public relations, publicity 
etc I can bring yours up to date 


p . i Wott . 


Leo P. Bott. Jr.. 64 E. Jackson, Chicago y 


Buyers Keep Their Order Blanks Fairly 
Well Hidden at Summer Furniture Mart 


Cuicaco, June 21—While the 
summer International Home Fur- 
nishings Market here this week is 
drawing a fair attendance, buyers, 
mindful of excessive inventories 
they left at home, are shopping 


, cautiously and buying fill-ins and 


line sweeteners for the most part. 
Buyer resistance was predicted 
for the show, after scare buying 


in the January market had pre- 
pared retailers for shortages that 
never developed. Deaf ears are 
now turned to warnings of short- 
ages, although cutbacks are prob- 
ably due in white goods, appli- 
ances and chrome furniture. 

A look at radio-TV showrooms 
yesterday found salesmen busy 
watching the Braves take the 


Cubs, and if there were customers, 
they were equally engrossed in the 
contest. 


e Furniture manufacturers scaled 
down their expectations to the re- 
alities of the slow paced market, 
relinquishing hope that new lines 
and designs would stimulate over- 
stocked retailers. Although most 
of them felt that traffic was good, 
those who would look you straight 
in the eye while describing their 
sales would say, somewhat like 
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Henry W. Wales, president of 
Consider H. Willett Inc., Louis- 


ville: “Plenty of buyers—no or- 
ders.” 
Mr. Wales said there was too 


much specialized buying in this 
market, but he expected a pickup 
in late summer and fali when re- 
tailers would order merchandise 
shopped at this show. 

Charles G. Morrow, merchan- 
dising and advertising manager of 
the furniture division, Mengel Co., 
Louisville, said his company’s 
sales for this market were about 
on par with the 48 and °49 sum- 
mer markets. Although selling is 
slow, Mr. Morrow said it is a 
general feature of the summer 
market, and he expects now-shop- 
ping retailers to order after they 
have returned home to review 
their inventories 


e The January market was the 
best in Mengel’s history, according 
to Mr. Morrow—so good in fact 
that the company still has a back- 
log of orders from that time to 
fill, he said. Therefore the caution 
at this time does not mean over- 
loaded warehouses. 

Buying at this market has been 
for replacement and experimen- 
tation with new design, Mr. Mor- 
row told AA. In his opinion, it is 
not price resistance that keeps the 
market slow, but high retail in- 
ventories 

Buyers of floor coverings held 
their breaths and checkbooks after 
several manufacturers had an- 
nounced price cuts at market 
opening, putting price levels 742% 
to 10% below March. They 
awaited word from the only major 
holdout, Mohawk Carpet Mills, 
which late yesterday surprised ev- 
eryone by announcing their price 
line would hold. A spokesman for 
Mohawk told AA that the com- 
pany decided its prices were com- 
petitive. With the settlement of 
the price picture, floor covering 
buying picked up today, but there 
is still no runaway. Blends are 
receiving more attention than wool 
carpeting because of their lower 
price, and buying emphasis is on 
bolstering unbalanced lines, rath- 
er than buying in quantity. 


Art Directors Elect Myers 

Lloyd B. Myers, vice-president 
and manager of the San Francisco 
office of Holst & Cummings & 
Myers, has been elected president 
of the Art Directors Club of San 
Francisco. Other officers elected 
are: Tom Collard, Batten, Barton, 
Durstine & Osborn, Ist vice-presi- 
dent; Val MacDonald, H. Liebes 
& Co., 2nd vice-president; Alberta 
Rudolph, Honig-Cooper Co., secre- 
tary, and Walter T. Warde, Foster 
& Kleiser, treasurer. 


Appoint Draznin Associates 

J. N. Draznin Associates, Chi- 
cago, has been appointed to han- 
dle the accounts of the Florida and 
California Information Bureaus, 
travel agents selling tours and 
reservations. A four-month cam- 
paign in daily and Sunday news- 
papers has been scheduled in 
seven midwestern cities. 


Kellogg Names Rochester V. P. 

L. E. Rochester, advertising 
manager of Kellogg Co. of Canada, 
London, Ont., has been promoted 
to vice-president in charge of ad- 
vertising. 


Money in Dixi 

THE SOUTH IS GOING MODERN 
with a bang! The wise boys are push- 
ing blue — into this market, and 
cashing in. SOUTHERN FARMER 
reaches the ‘‘cream of the crop”’ in 
the Southland at a lower cost-per- 
thousand than any other farm publi- 
cation. Get the facts and figures today. 
They’re exciting if you’re looking for 
ad-action. Send your letterhead. 


SOUTHERN FARMER 
737 N. Michigan Ave., Chicago 11, lll. 
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It takes more power to get started than to keep a-goin’. 
That's why most automobiles have first, second and third gears. 


Women are not comparable to automobiles in most respects, but 
getting them started buying requires more power than just keeping 
them going. That in a nut-shell is why certain magazines, whose 
circulation is concentrated among young “just-started” married women, 
should be the front line of your selling. Modern Romances is not 

only one of these mag.izines, it actually provides you with America’s 
youngest married-woman audience. 


Getting women started on your product requires special concentration— 
and Modern Romances gives you that concentrated effort on the women 
who have just started in business as purchasing agents for their families. 


Use Modern Romances to increase your volume today and to 
insure it in the years to come. 


america’s youngest married-woman audience 
% modern romances 


OELL PUBLISHING CO., INC., 261 FIFTH AVENUE, NEW YORK 16, N.Y, 
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for Prophets 


Barsypoay who attempts a prediction about 


television has to jump aside quick, before his 
prophecy catches up and passes him. 

Make your guess as wild as you want to. 
Household equipment with built-in sets? A stove 
manufacturer’s already done it. 

The fellows who once hoped there might be 
some 5 million sets by January 1, 1951, are still 
explaining why there were nearly 11 million. 
The jokers who prophesied that nighttime tele- 
vision might start going places 
in another couple of years are 
now outside looking wistfully in. 

So we aren’t risking our reputation by pre- 
dicting that daytime television will be a solid 
sellout a year from today... and that once again 
there will be some sad advertisers who didn’t 
read the tea leaves right. But we ought to tell 
you that the daytime schedule is filling up fast, 
and that six of the country’s seven biggest adver- 
tisers of low-unit-cost products are already in. 

So you'll do well to look now at the growing 
audience, the modest cost, the walloping impact, 


of CBS daytime television. 


CBS TELEVISION 
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Advertising Budgets Must Go Up 


Although it is still our conviction that many goods and services 
will be in short supply later this year, as the government defense 
projects take a deeper and sharper bite into the civilian economy, 
ang that, therefore, sales ought to be relatively easy to make, it is 
névertheless important to realize that, over the long pull, larger ad- 
veftising and sales budgets are going to be required to move mer- 
chandise. 

Tn a relatively short time, assuming that all-out war is avoided, 
military pipelines will be filled, and more and more of the enormous 
productive capacity of America will be available for purely civilian 
g@0ds and services 

These goods and services will not sell themselves, as has already 
been amply demonstrated this year by the softness of many segments 
ofthe consumer market. 

It is axiomatic that as production capacity of any civilization in- 
er@ases, and as, therefore, a wider range and variety of goods and 
s@fvices become available to more and more people, salesmanship 
takes on greatly increased stature. 

Tt does not require salesmanship to induce hungry people to ac- 
quire food, nor shelterless people to acquire shelter. These are things 
they cannot get along without; they are essential for sustaining life. 

But a high standard of living, by definition, means that goods and 
s@€Pvices not essential to the sustenance of life are available to the 
people. These are things people can get along without, if they are so 
minded; at least, life can be sustained without them. And these are 
things which must be sold, for the very reason that they are not 
absolutely essential to the maintenance of life and health. 

We are going to have the capacity to produce more and more of 
these high standard of living items for more and more people as 
time goes on. All of these things will have to be sold, and since there 
will be more of them, the competition will be greater than it has 
ever been before. 

Costs have gone up, the size of the market has increased, the com- 
petition will be more severe. Everything points to an era in which 
salesmanship— including advertising—will be the key to the economy. 

Business management must be made to realize that it will un- 
doubtedly take greater sales and advertising effort to move merchan- 
dise in satisfactory quantities than ever before. They must be alerted 
to the facts that, on the average, over-all sales costs are likely to in- 
crease, and that because the job will be bigger than ever, it will take 
bigger efforts and more manpower than ever before. 


Is There Too Much Fussing and Feuding? 

Recently it has been impossible to escape the impression that, 
despite generally good business, the knives are out again in the media 
field, and that we are in for a period in which every medium is 
going to do its darndest to prove that other media don’t make sense 
for the advertising buyer. 

We are all for individual media and groups of media blowing their 
respective horns loud and long. But we like them better, and think 
they make more sense, when they investigate, explore and publicize 
their own special virtues without spending too much time and effort 
trying to prove that the other fellow is peddling a sack of second- 
rate prunes 

Media selling has improved enormously in stature and in effective- 
ness in the past decade or two, to the immense benefit of both 
buyers and sellers. It can improve still further, if it does not get 
sidetracked in competitive fussing and feuding. 


—Cluett, Peabody & Co 


“Oh, it wasn't so bod—‘Sanforized’ shirt, you know.’ 


What They're Saying 


Long Letters Pull Best 
| On Fortune we keep testing one, 
two and three-page letters against 
| the four-page letters each time we 
|have a Fortune mailing. The in- 
evitable result is that the longest 
letter sells the most subscriptions, 
|in spite of the fact that we re- 
ceive four or five indignant let- 
| ters on executive stationery asking 
us if we are so stupid as to believe 
that they have time to read a let- 
| ter that long. 
| While on the subject of multi- 
| page letters, we feel we normally 
do better using one side of the 
sheet, but we are now testing to 
| see whether, with the public be- 
| coming increasingly aware of the 
| paper shortage, we can't use both 
| sides equally effectively as we did 
| during the war. 

As far as the use of a circular 
with a letter is concerned, we find 
that with products as well known 
as ours, depersonalizing the appeal 
to the extent whic!. a circular in- 
evitably does, hurts rather than 
helps returns. And the same thing 
happens if we make the appearance 


that of a 
| tion... 
| On Life, recent tests of color vs. 
white envelopes showed that tan 
outpulled all others and we'll 
| probably mail quite a few tan en- 
velopes until the attention-getting 
'value has worn off and we find 
| white again pulls better. 

Results of tests on third class 
vs. first class vs. air mail postage 
| vary not only with the product but 


| 


of our letter differ too much from | 
personal communica- | 


plaud his advertising program in 
the presence of his sales force, or 
let him reproduce a current ad- 
vertisement or two in his annual 
report or his house organ, and he 
is said to be merchandising his ad- 
vertising. 

Let an advertiser provide win- 
counter displays for his 
dealers, employ a bevy of comely 
his product at 
corners, redesign 


dow or 
babes to sample 
busy street 


ery 
age with a sentimental reminder 
of the suitability of his product 
for Mother's Day, or head a locai 
charity campaign, and he is said 
to be a whiz at merchandising. 

Merchandising! What is it? 

After a decade or so of desultory 
observation we have come to the 
conclusion that “merchandising” 
is the word to use when you want 
a profoundly impressive definition 
of some phase of trading, traffick- 
ing, advertising, selling, sampling, 
promoting, displaying, packaging, 
or designing...and that there can 
be no comprehensible definition 
of “merchandising” itself... 

We pass this along to modern 
lexicographers for what it may be 
worth. We suspect, however, that 
they may be withholding a sensible 
definition until that time when the 
advertising experts stop draining 
the word of its original meaning— 
which, says Webster, is “trading”— 
and start using it in a way that 


| will be definable. 


also with the type of prospect. | 


Outgoing air mail for us has only 
| justified the cost when there was 
a real reason for haste, such as the 
last letter we send out before a 
subscription is due to drop. 


—Francis DeWitt Pratt, Time Inc., 
in a talk before the Hundred Million 
Club, New York. 


Merchandising 

Let an advertiser send reprints 
of his advertising program to his 
jobbers and dealers, let him ap- 


Meanwhile, “merchandising” has | 


the paradoxical distinction of be- 
ing at least one currently popular 
word which all American business 
men can understand, even though 
none can define it... 

But what’s in a word? As an 
economic force, merchandising is 
something else again. Its practice 
has probably contributed more to 
the growth and effectiveness of 
all forms of advertising than any 
other single factor, definable or in- 
definable, in the field of selling. 

—York Trade Compositor, April 


issue. Published by York Composi- 
tion Co., York, Pa. 


1 
his 
; ° | 
product, offer premiums with ev-| 
purchase, encircle his pack- | 


Advertising Age, June 25, 1951 
pretences — . 
| Rough Proofs 


Father’s Day was a big success 
Father enjoyed it immensely, even 
though he knows he will get the 
bad news, fully and completely 
itemized, on July 1. 


Golf equipment manufacturers 
ought to be pleased to see all that 
power lawn mower advertising. A 
suburban home owner can now cut 
the grass and still have enough 
energy to get out to the club for 
eighteen holes 


° 

Farming is manufacturing, Suc- 

cessful Farming points out, and 

| maybe now its readers will be con- 

| sidered good membership pros- 

pects for the National Assn. of 
Manufacturers. 


* 

“What's Louisville got,” inquires 
| station WAVE, “besides the Ken- 
tucky Derby?” 

What more does it need? 


“She’s popular—she’s an honor 
grad—she reads Quick!” 
And she may even be engaged. 


0 


Henry Mayers says the Voice of 
| America should be separated from 
jthe State Department, but it’s 

probably too optimistic to expect 
a bureaucrat to give up voluntari- 
ly either payrolls or power 


- 

Advertisers have been comment- 
ing so favorably on Jim Woolf's 
article, “Is the customer simple- 
minded?” that it’s just possible 
of them suspected that he 


| 


some 
| Was. 


° 

“Don't claim more than you can 

get believed,” says John Caples, 

| who has learned from long exper- 

| ience that it’s just as important to 
| be plausible as truthful. 


| 7 

| The purchase of the Star-Times 
|by the St. Post-Dispatch 
| won't affect the ownership of Sta- 
| tion KMOX, AA reports. This 
| ought to be quite a relief to the 
| Columbia Broadcasting System. 


Louis 


* 

Chicago Transferads will print 

“a smile a day” on the back of 

streetcar transfers, along with an 

ad. If you don’t like the joke, you 
won't have to buy the product. 


. 
In spite of the rise of television, 
| refrigerators continue to be the 
| best sellers in the home appliance 
field, a dealers’ association reports. 

For most people, eating and 
drinking are still pretty good en- 
tertainment. 

. 

Charm points out that women 
who work can afford to spend 
;more. Of course it’s understood 
| that women who have men work- 
ing for them can also afford to 
spend more. 


* 

Bruce Edwards and Andy Pafko, 
who exchanged National League 
uniforms June 16, each hit a home 
run in their first games for the 
Cubs and Dodgers. 

Welcome, stranger! 
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In the first 5 months of 1951 


THE INQUIRER PUBLISHED 
19,269,864 LINES 
OF ADVERTISING 


| This is a lead of 2,406,018 lines over the second paper 


—and is the largest volume for this period ever published 


| by any Philadelphia newspaper. 
| 


In Philadelphia, The Inquirer is FIRST 


———e 


in National — Retail — Classified 


| and Total Advertising 


Source: Media Records 


—— eg 


a 
PA 


Now in its 18th 


Consecutive Year of Total 
| Advertising Leadership | . ‘ “ 
Poem Che Philadelphia Prguirer 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representotives: RO3ERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 * 1127 Wilshire Boulevord, Los Angeles, Michigan 0578 
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Jergens Plans Dentocillin 
Drive in Canadian Media 


=" Andrew Jergens Co. Ltd., Perth, 
Ont., Canadian outlet for Jergens 
products, will introduce Dentocil- 
lin tooth powder in a consumer 
drive next month, using magazines, 
weekend papers and dailies from 
coast to coast. Full-page ads also 
are scheduled in two drug pub- 
lications. Plans call for regular 
copy throughout the remainder of 
the year. 


WOMEN’S 
GROUP 


News Bulletins 
Greet Lunchers 


in Manhattan 


New York, June 20—An un- 
usual promotion plan has been de- 
veloped by William Jameson & 
Son, Seagram-Distillers division, 
in cooperation with the New York 
Herald-Tribune, as the result of 
which luncheon customers of lead- 
ing midtown restaurants, bars and 
hotels have been getting the news 
in the form of “Mid-day Head- 
lines.” 

Several thousand copies of a 
bulletin printed on yellow paper, 
suggesting the urgency of a tele- 
gram, are being distributed by 
boys each morning. The news is 
prepared by the Herald-Tribune 
before 10 a.m., rushed to the 
printer and run off at high speed. 


The bundles are then sped to the 


restaurants and bars which have 
arranged for the service, delivery 
being completed by 11:30. 


A. C. Ebbeson, advertising man- 
ager of William Jameson & Co., 
said that the reaction has been 
extremely favorable, and that it 
is planned to continue the distribu- 
tion on a five-day-a-week basis. 
The plug for the Jameson brand, 
Gallagher & Burton's, appears at 
the top of the bulletin and at the 
bottom. 


Congoleum Signs Kate Smith 


Congoleum-Nairn Inc., Kearny, 
N. J., has signed to sponsor alter- 
nate weeks of the Kate Smith tele- 
vision show over the National 
Broadcasting Co. network from 8 
to 9 p.m. Wednesdays (opposite 
Godfrey), beginning Sept. 19 
NBC-TV comedians, variety acts 
and Hollywood stars will appear 
on the program. 


Pontiac Motors Shifts Bates 


Carl L. Bates, assistant general 
service manager of the Pontiac, 
Mich., plant of Pontiac Motor Di- 
vision, General Motors Corp., has 
been named assistant Cincinnati 
zone manager of the division. 


HORMEL CARAVAN—George A. Hormel 

& Co., Austin, Minn., sends a troupe of 

60 girls across the country for local 

broadcasts of its “Music with the Hormel 

Girls” show (NBC) in this caravan of 

white Chevrolets—all serviced en route 
by authorized Chevrolet dealers. 


Vincent Joins Campbell-Ewald 
Kenneth T. Vincent, formerly 
with Cunningham & Walsh, has 
| been appointed to the plans board 
|of the New York and Detroit of- 
| fices of Campbell-Ewald Co., with 
headquarters in New York. 


In Northern California 
MORE PEOPLE LISTEN — more often —to KNBC 
than to any other radio station 


KNBC’s 50,000 watt Non-Directional transmitter 
reaches all the markets of Northern California... 


KNBC has the biggest and most loyal audience in 
the San Francisco-Oakland Metropolitan Market — the 
seventh largest, fastest-growing major market in America. 


And as a plus, KNBC penetrates all the rich, fast-growing markets 
throughout Northern California. pLus maRKETS like Stockton- 
Modesto, Ukiah-Mendocino, Napa-Santa Rosa, Santa Cruz-Monterey, 
Sacramento, San Jose-Santa Clara, and Eureka-Humboldt County. 


ONLY KNBC ean reach all these markets — in one, big 
economical package. KNBC sales reps will show you how... 


KNBC delivers MORE PEOPLE (in one pack- 
age!)—at LESS COST per thousand —than any 
other advertising medium in Northern California. 


50,000 Watts — 680 K.C. 


PLUS-Market Case History 
Ukiah-Mendocino County 
®@ Population — 40,596, an increase of 45.7% 
from 1940 to 1950 


® Effective Buying Income’ — $49,178,000, an 
increase of 180.9% 


® Retail Sales* — $36,056,000, up 219.6% 


® KNBC Audience —week.after week, over 
4/5 of the radio families in this market 
listen regularly to KNBC 


*Soles Monogement's 195) Survey of Buying Power 


Northern California's NO. 1 Advertising Medium 


San Francisco Represented by NBC Spot Sales 


| tive 


Advertising Age, June 25, 1951 


Fair Trade Loses 
Again in Minnesota 
High Court Ruling 


St. Paut, June 19—The first 
state supreme court decision to fol- 
low the lead of the U. S. Supreme 
Court with reference to fair trade 
has been handed down by the 
supreme court of Minnesota. 

In a decision which may have 
widespread repercussions in other 
states, the tribunal has reversed a 
district court ruling in a case in- 
volving Snyder’s Drug Stores Inc. 
and Calvert and Seagram. 

The distillers started action in 
county district court in Minne- 
apolis to prevent the drug and 
liquor retailer from advertising 
and selling Seagram and Calvert 
products below prices established 
in agreements with other Minne- 
sota retailers. 

In upsetting the trial court 
ruling, the state supreme court 
said a section of the state fair 
trade law is invalid and inopera- 
“insofar as it purports to 
authorize the enforcement of mini- 
mum fair trade resale prices 
against any person who is not a 
party to the contract by which 
such prices are set.” This is almost 
the identical reasoning which the 
U. S. Supreme Court used in its 
decision invalidating a_ similar 


| section of the Miller-Tydings Act. 


es Four brands are fair traded in 
Minnesota: Seagram, Calvert, 
Hunter and Paul Jones. 

The effects of the court decision 
may be minimized by a law passed 
by the 1951 legislature which is 
scheduled to go into effect July 1 
It permits distributors to submit 
fair retail price minimums to the 
state liquor control commissioner 
for approval and enforcement. 
However, the suggested retail 
prices now under consideration are 
too high to get approval from the 
Office of Price Stabilization. 

Minnesota also has an unfair 
trade practices act which prohibits 
the sale of merchandise at less 
than 8% above cost, but there cur- 
rently is some doubt as to the 
effectiveness of this law, because 
a recent court opinion has held 
that the 8% markup requirement 
can be applied as an average for 
an entire store, rather than as a 
minimum for each individual item 


‘Argosy’ Appoints Two 
Jefferson E. Aldrich, formerly 
advertising account executive for 
The Saturday Evening Post, has 
been named western advertising 
manager of Argosy and will head 
the magazine’s Chicago sales staff. 
Robert Moriarty, formerly of Es- 
quire, has been named manager of 
Argosy’s “Stop-to Shop” section. 


Wite-Wall Cleaner Promoted 


Cecil H. Jarrett Co., Newton, 
N. C., is promoting its Wite-Wall 
white sidewall tire cleaner with 
one-minute TV announcements in 
major cities, and with ads in four 
business papers. E. J. Presser & 
Co., Charlotte, N. C., is the agency. 


What do Artists read? 


AMERICAN ARTIST 
345 Hudson Street, New York 14, N. Y. 
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Tests Prove Nighttime 


Visibility Better With 
“Scotchlite” Sheeting 


Drivers Can Recognize 
Reflectorized Surfaces 
At Greater Distances 


Cuicaco, ILL.— Motwois*s are able to 
see and recognize reflectorized signs and 
vehicles long before non-reflective sur- 
faces become visible, according to a 
report released here today. 

The study covered driver reactions to 
all types of surfaces under actual night- 
time driving conditions. 


Add beauty to the finest illustration 
with “Scotchlite” Reflective Sheeting 


SIGNS LIKE THIS ONE—called by many, “the 


Directed by the industrial research 
institute of a large Midwestern college, 
the tests showed that reflectorized sur- 
faces were visible under all conditions 
of opposing headlights. More than 500 
individual tests were conducted under 
all types of driving conditions. 

“SCOTCHLITE” Reflective Sheet- 
ing is a product of The Minnesota 
Mining & Mfg. Company and is used in 
all 48 states for traffic warning signs 
and for outdoor advertising. 


because of this sensational work . . 


IN THE EVENT OF AN 
ENEMY ATTACK ON NEW YORK CITY 


| THIS HIGHWAY 
| WILL BE CLOSED 


TO ALL TRAFFIC EXCEPT 


CIVIL DEFENSE é MILITARY VEHICLES 


8Y OnoER 
NEW YORK STATE CIVIL DEFENSE COMM. 


READY FOR ANY ATTACK? If your state has critical industries, thoroughfares, your 
Civil Defense officials will be interested in this sign. Alert eastern defense units selected 
“SCOTCHLITE” Reflective Sheeting for these installations—recognizing that dependable day- 
and-night visibility is of prime importance, that electrical illumination might fail under attack 
conditions. 


HOTEL 
& ‘COMMODORE 
_—OMAMAS HEWEST” COCETAN LOUSEE 
set caer 


THIS HOTEL SIGN sells accommodations a 
dusk when late-driving motorists are loc 
for a place to spend the night. Ordinary 

can't be seen during these hours when they Bre 
needed most. 


BANKS find attention-getting valve in reflec- 


. after two years, torized signs. “SCOTCHLITE” Sheeting gives 


most beautiful in Boston’’— get more interest when 
made with “SCOTCHLITE” Sheeting . . . the 
miracle reflectorizing that keeps the message before 
the public 24-hours-a-day. 

Here’s what Charles R. Gow, Jr., prominent 
Massachusetts chain restaurant operator has to 
say about his beautiful sign pictured above .. . 

“Many new customers come to my restaurant 


it looks like new—and continues to bring enthusi- 
astic comments from both old and new customers.” 

Ask your local sign shop to explain how easy and 
inexpensive it is to produce beautiful, full-color 
signs like this. You'll be pleased when you learn 
how your outdoor advertising messages can become 
“SIGNS OF SUCCESS” . when made with 
“SCOTCHLITE” Sheeting. 


this overhanging sign around-the-clock visibility. 


18 hours 24 hours 


“THE E SIGN OF SUCCESS” gives you the largest number of lookers 
over the longest period of time—at the lowest cost per looker! Com- 
re results and you'll see why signs made with 


pare costs, com 


7 12 hours 
wany (6AM—6 PM) (6 AM—Midnight) (6 AM—6 AM) e | 
eg 196,500 213,500 SUCCESS SHEETING : 
__ Cost Per 7¢ lo¢ a 6 , ee 


THE SUCCESSFUL MEDIUM used by successful 
advertisers—all over the country, in all kinds 
of businesses. Write to Dept. AA61, 3M Co., St. 


AN OUTSTANDING SIGN produced through 
simple, effective handling of company nome 
and product. Any trademark, logotype or slo- 
gon takes on new selling power when mode 


“SCOTCHLITE” Sheeting are truly “SIGNS OF SUCCESS”. Paul 6, Minn. for name of your nearest supplier. with “SCOTCHLTE” Sheeting 
Made in U.S. A. by MINNESOTA MINING & MFG. CO., St Paul 6, Minn., also makers of * ‘Seotch” Brand Preassure-sensitive Tapes, 
“Seotch” Sound Recording Tape, “Underseal" Rubberized Coating, “‘Safet -Waik” Non-slip Surfacing, “3M” Abrasives, “3M” Adhesives ie 
General Export: Minn. Mining & Mfg. Co., International Division, 270 Park Avenue, New York 17, N. Y. In Canada: Canadian Minnesota Turn the page . for more news about 
Mining & Mfg. Co., Ltd., London, Canada. 


“SCOTCHLITE” Reflective Sheeting.) 
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Outdoor 


New Production Method 
Makes Multi-Color Signs 
Faster, At Less Cost 


Sr. Paut, Minn.—Vivid, transpar- 
ent colors can now be applied directly to 
“SCOTCHLITE” Reflective Sheeting 
to give outdoor advertisers full-color 
reflectorized signs at lower cost than 
ever before. 

These colors are easily silk-screened, 
sprayed or brushed right on the reflec- 
tive material. A wide range of brilliant 


| Advertisers Use 
= ‘“Scotchlite” Sheeting to Create 
Full-Color “Signs of Success” 


colors is now available. Any subject or 
trademark is easy to reproduce in its 


true colors. 


Advertisers are now reproducing all 


ty of copy and emblems in natural 
colors that gleam brilliantly at night 
when touched by headlight beams. 
Using no electric power or any kind of 
mechanism, these signs require no costly 
upkeep or maintenance. 

Many prominent national advertisers 
now specify this powerful new medium 
to assure readership of their outdoor 
signs by the complete day and night 


highway audience. —easy to produce. 


“THE BEER THAT MADE MILWAUKEE 
FAMOUS" is pictured in full color “SCOTCH- 
LITE” Sheeting. Signs like these are economical 


M)  INGREASED SAFETY is an important by-prod- 
a uctiof the truck-side advertising program 

: 

. 

| 


carfied out by this great firm. Reflectorized 
emblems protect trucks from rear end collisions, 
Pramote good public relations. 


CLUB EMBLEMS, PREMIUMS, novelties have 
greater advertising value, are much more apt 
to be put in actual use on vehicles, when made 
with the reflectorized material that “shines at 
night.” 


Your outdoor advertising carries greater prestige, 
sells harder, when you choose the brilliant reflec- 
torized “SIGN OF SUCCESS”. You'll deliver your 
advertising message with greater selling IMPACT 
all around the clock—because “SCOTCHLITE” 
Reflective Sheeting doesn’t stop selling at sunset. 
It leaps into full color brilliance when touched by 
headlight beams . . . puts on a command perform- 
ance for every passing car! No other outdoor sign 
can match this 24-hour, all-weather performance! 


STOP SIGNS and other troffic warnings are 
many times more effective when made with 
“SCOTCHLITE” Reflective Sheeting. Visible for 
thousands of feet, they give motorists extra 
protection. 


same shape, same color as during daylight hours. 


For more news about “SCOTCHLITE™ 
Reflectwe Sheeting see preceding page. 


Illustration shows how “SCOTCHLITE” Reflective Sheeting can be used to give maximum nighttime brilliance. 


Greater Prestige, Taste Appeal, 
with Signs of “Scotchlite” Sheeting ! 


NATIONALLY KNOWN TRADEMARKS are faithfully reproduced 
in their natural colors. At night, these famous names reflect the 


Made in U.S. A. by MINNESOTA MINING & MFG. CO., St. Paul 6, Minn., also makers of “Scotch” Brand Pressure-sensitive ‘I apes, “Scotch” 
Sound Recording ‘Tape, “Underseal” Rubberized Coating, ““Safety-Walk" No - 


n-slip Surfacing, ““3M" Abrasives, “33 
Mining & Mfg. Co., International Division, 270 Park Avenue, New York 17, N.Y. In Canada: Canadian Minnesota Mining & Mfg. Co., Ltd., London, Can. 


SAME SIGN AT NIGHT gets “center-of-the- 
stage” attention as headlight beams touch off 
on appealing display of color that can be seen 
for half a mile. 


“THE SIGN OF SUCCESS” gets a “best-buy” 
rating from advertisers, too. /t delivers the largest 
number of viewers over the longest period of time— 
at the lowest cost per viewer! 

You can add nighttime effectiveness to your out- 
door advertising, place-of-purchase signs, truck and 
bus markings with brilliant, colorful “SCOTCH- 
LITE” Sheeting. Ask your local sign plant for com- 
plete information—or write today to Dept. AA61, 
Minnesota Mining & Mfg. Co., St. Paul 6, Minn. 


NEW SMOOTH-SURFACED reflective sheeting 
looks and feels like baked enamel. Easy to clean, 
it retains its fresh sparkling appearance for years. 


Adhesives. General Export: Minn 
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Hoernlein Joins Trojan 

Henry Hoernlein, formerly ad- 
vertising and sales promotion 
supervisor of Sweden Freezer Mfg. 
Co., Seattle, has joined the pro- 
duction staff of Trojan Lithograph 
Co., Renton, Wash. David A. Bal- 
lard, Mr. Hoernlein’s assistant at 
Sweden, succeeds him. 


McDermott Opens Own Firm 
Andy McDermott has resigned 
as sales manager of Horace N. 
Stovin & Co., Toronto radio sales 
representative, to open Radio & 
Television Sales Inc. at 10 Ade- 


laide St. E., Toronto. Initial clients 
of Mr. McDermott’s representative 
company will be Station CKVL, 
the bilingual Verdun- Montreal sta- 
tion, and the French Associates 
Group network. 


Cleveland Marketers Elect 
Charles Farran, vice-president of 
Griswold-Eshleman Co., has been 
elected president of the Industrial 
Marketers of Cleveland. Other of- 
ficers elected are: Kenneth L. Ede, 
vice-president of Fuller & Smith & 
Ross, and Lloyd H. Weber, regional 
manager of New Equipment Digest, 


vice-presidents; and W. S. Leech, 
vice-president of G. M. Basford 
Co., reelected secretary-treasurer. 


KTLA Buys 26 Films for TV 


Station KTLA, Los Angeles, has 
purchased television rights for 26 
motion pictures produced by Lip- 
pert Productions for theatrical re- 
lease during 1946-1950. According 
to the station, the films are the 
first American pictures made since 
1946 to be released for telecasting 
under a special agreement with 
James C. Petrillo and the Ameri- 
can Federation of Musicians. 


Commodore Names Dunham 
Harrison M. Dunham, formerly 
general manager of Station KTTV, 
Los Angeles, has been named di- 
rector of television of Commodore 
Productions, Hollywood. 


STREAMERS © DISPLAYS © FOLDERS 
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CARL GORR PRINTING CO. 
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COOLER—This simulated ice-coke, encas- 
ing Hamm's preferred beer, is being used | 
by Theo. Hamm Brewing Co., St. Paul, in 
an intensive summer campaign to attract 
the hot and thirsty. Campbell-Mithun is 
Hamm's agency. 


How Girl Fridays 
Operate Shown by 
‘Secretary’ Survey 


PiTTsBURGH, June 20—Pity the 
misguided girl who thinks being 
a secretary is a good way to snare 
a husband. 

Statisticians say the figures don’t 
necessarily add up that way. More 
than half of this country’s secre- 
taries—52.8%, to be exact—are 
single. Some 30.6% are married; 
11.9%, divorced, and 4.7% wid- 
owed. 

These data are based on a sur- 
vey made by National Market 
Analysis for The Secretary, offi- 
cial publication of the National 
Secretaries Assn. Returns came 
in from 38.7% of 10,000 profes- 
sional secretaries surveyed. 


@ Using these findings, the asso- 
ciation constructed an “average 
American executive secretary.” 
She is 36 years old, has worked 
for her present employer eight 
years, earns $255 per month, gets 
2.1 weeks vacation per year, and 
preferably by car 
or train. 
; Miss Average Secretary spends 
‘ almost as much money a year in 
beauty salons as she does in shoe 
stores. Her biggest yearly cloth- 
ing expenditure is $236.52 for suits 
and dresses; her smallest is $28.26 
for hats. 

She is a prudent miss when it 
comes to taking care of the pay 
envelope. Secretarial savings and 
investments look like this: savings 
in local banks, 51%; governmen: 
bonds, 47.2%; insurance, 28.8%; 
stocks, 18.2%, and real estate, 6%. 


e By categories these executive 
secretaries work for: industrial 
companies (39.3%); profession- 
al men (16.2%); government 
(17.7%); retailers (12.3%); mis- 
cellaneous (14.5%). 

She is a good contact for the 
office supply salesman. The sur- 
vey reports that the “average 
yearly expenditure for office 
equipment and supplies per sec- 
retary is $3,199." More often than 
not she is the person who recom- 
mends the brand or, in many 
cases, buys these supplies. 


Paul Lyness Joins Curtis 


Paul Lyness, formerly head of 
the research division of the jour- 
nalism school of the University of 
lowa, has joined Curtis Publishing 
Co. as an executive in the develop- 
ment division of the research de- 
partment. 


Gilbert Takes Over KSTV 
Galen O. Gilbert, general mana- 
ger of Station KGER, Long Beach, 
Cal., is taking a one year leave of 
‘ absence to act as manager of Sta- 
tion KSTV, Stephensville, Tex., 
of which is he owner. 


Takes Over ‘Motels & Courts’ 

American Motel Magazine has 
taken over Motels & Courts, there- 
by increasing its paid circulation 
by 2,800, the publisher, C. A. Pat- 
terson, has announced. 


EASY ON THE PRESS... 


EASY ON THE BE Sis-q. 


INTERNATIONAL 


TICONDEROGA 


Easier on the budget, too! When you choose from Ticonderoga Text’s seven 
watermarked colors plus Cream and Brite White, production costs go down. 
Available with laid or wove surface, deckle or plain edge, with envelopes to match. For your next letterpress 


or offset or gravure book jacket, program, menu, announcement or broc! specify 
Ticonderoga Text or Ticonderoga Text, Coverweight. 
Ge INTERNATIONAL PAPERS 
for printing and converting 
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Broadcast Ad Bureau 
Preparing Primer on 
Radio's Sales Story 


New York, June 19—Broadcast 
Advertising Bureau has started 
work on the compilation of its 
basic presentation to sell radio as 
an advertising medium. Intended 
to give the A, B, Cs of radio's 
sales story, the pitch will be based 
on available data collected from 
aS many sources as possible. 

Dick Dorrance has been hired 
to develop the presentation. For- 
mer agency man Dorrance re- 
cently was named publicity direc- 
tor of Mutual, from where he will 
double for his special assignment 
with BAB 

Information will be collected 
from the four major AM networks 
and from all leading research 
services dealing with radio, Wil- 
liam B. Ryan, president of BAB, 
reports. 

The bureau now is preparing a 
summary of its first three months 
of activity as an independent op- 
eration and its plans for the fu- 
ture. Also due to be published soon 
are three bulletins, covering tests 
of radio versus newspapers, made 
by the Advertising Research Bu- 
reau. Results, not hitherto widely 
circulated, of 51 such studies— 
c@Mprising returns from equal 
amounts spent in radio and news- 
paper three main merchan- 
di 


categories, will be included. 


BBDO Takes Berle Time 


wo Batten, Barton, Durstine 
& Osborn clients will fill the Texas 
C@’s time spot on NBC-TV during 
t 13 weeks Milton Berle will be 
onivacation. Curtis Circulation Co 
wilh air a new edition of “Meet 
t Press” from 8 to 8:30 p.m., 
EDT. The last half hour will be 
t n over by Minnesota Mining 


ll THEY Stand For It? 


8 consumers of your pro- 
duc€ receive substitutions in pro- 
ducfor package made necessary by 
mat@rials scarcity? Some of our 
elieBts have found that a different, 
som@times cheaper ingredient, ma- 
terial or part is even more popular 
tha what has been employed, It is 
@asy to find out, 

National Family Opinioncan tell 
you quickly anything you want to 
know about American families -- 
what they want, prefer, need and 
buy. 

National Family Opinion is com- 
posed of 30,000 cooperating families 
distributed throughout the nation, 
Included inthis total are special pa- 
nels selected for locale of residence, 
age of homemaker, size of family, 
annual income of head of house, and 
other special characteristics, 
National Family Opinion is success-~ 
fully conducting product tests and 
package tests for a wide variety of 
manufacturers, packers and distri- 
butors of all kinds of commodities, 
Let us tell you how little it will cost 
you to guide your designing, manu- 
facturing, and distributing opera- 
tions with up-to-date, accurate facts 
about your consumer market, 


nv cRromat 


CANA Ray 
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1621 CANTON STREET 
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New York Chicago 
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& Mfg. Co. for “Juvenile Jury.” 
The latter, a package developed by 
Jack Barry and WOR, will also be 
carried on WOR-TV, New York. 


RCA Promotes Miss Reiley 

Julie A. Reiley, an assistant in 
the division for a year and a half, 
has been named advertising coor- 
dinator of RCA Victor's custom 
record sales division. She will con- 
tinue to work under the supervi- 
sion of Bennett S. Rosner, adver- 
tising manager of the division, in 
New York. 


Ewen Joins Instructional Arts 
Douglas H. Ewen, formerly man- 
ager of advertising research of 
Kaiser-Frazer Corp. and Packard 
Motor Car Co., has joined the edi- 
torial and contact department of 
Instructional Arts Inc., Detroit. 


Gould Opens in Washington 

Gould, Gleiss & Benn, Chicago 
marketing consultant, has opened 
an office in the Albee Bidg., 
Washington. Other offices of the 
company are in Chicago, Atlanta, 
Detroit and Houston. 


Hughes Joins General Motors 

James F. Hughes, formerly in 
the Chicago office of Carl Byoir 
& Associates, has joined the Chi- 
cago regional staff of the public 
relations department of General 
Motors Corp. 


Pillsbury Elects Morton 

Rogers C. B. Morton, president 
of Ballard & Ballard, Louisville 
flour miller, has been elected a 
corporate vice-president of Pills- 
bury Mills Inc. Ballard & Ballard 
merged with Pillsbury last April. 
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Rexall Signs Peggy Lee 

Rexall Drug Co., Los Angeles, 
has signed “The Peggy Lee Show’ 
as its summer replacement for 
“Amos ‘n’ Andy,” on GBS. The 
program will be heard from 4:30 
to 5 p.m., PDT. Batten, Barton, 
Durstine & Osborn is the agency. 


Hatters Appoint Bingham 

The Hat Research Foundation of 
Canada has appointed John 
McKenney Bingham Ltd., Toronto, 
to handle its advertising and pub- 
licity. 


While openly announced network radio rate cuts are 
picking the silver out of a radio station’s pocket, 
don’t overlook the hand that’s reaching for the 


folding money. 


What do we mean? Just this: an open cut, visible 
on the rate card, in a radio station’s rate is either 
fair or unfair depending on the actual value an 
advertiser gets for each advertising dollar spent. 
But a much more serious threat to any radio sta- 
tion is the kind of cut that goes right into the 


heart of a station’s national spot business. 


The revenue that the radio stations get from 
national spot is greater than the revenue received 
from any network — or of any two networks 
combined. This is the money which, in large 
part, has built the superb technical facilities, 
strong local programming, effective public 
service, Which have made individual radio sta- 
tions great and which have made radio a great 


advertising medium. 


When we call radio a great advertising medium, we 
mean all radio — individual stations doing their 
job and national networks (which are merely 
composites of individual stations) doing their 


job too, 


Anything which pulls the legs out from under good 
‘audio stations can’t help but drop the whole 
radio medium squarely on its spine. Advertisers 


and agencies who rely on radio should view this 


with the same alarm as a football coach who sees 
his star ball-carrier forced to leave the field. 


National spot revenue, to a station, frequently 
means the difference between strong, healthy 
operation and weakened operation. This, we 
feel, is important to any radio advertiser; for it 
affects the value of a proven and essential adver- 
tising medium. The networks are now jeopard- 
izing the station’s national spot revenue by 
selling a sort of counterfeit spot radio over their 
chain facilities. The advertiser pays full rate 
for this but, as we shall see, he gets a bogus 
product in return. The station, meanwhile, gets 
only half the normal return from national spot. 
It is this fact which constitutes the threat to 
station revenue, with its resulting unfortunate 


consequences for station and advertiser alike. 


As an advertiser, vou can easily ask “why tell me 
about this I can still buy spot. In some ways I 
‘an buy it easier. What's all this to me?” It’s a 


good question and a fair question. 


We don’t expect advertisers to fight the stations’ 
battles for them. The stations themselves will 
have to meet this threat to their existence — and 
they will. But we do believe that advertisers 
and their agencies should know about it. Even 
though this far more penetrating kind of rate 
cut has been covered up by the widely publicized 
network rate controversy, advertiser and agency 
alike can easily recognize it and grant it its 
proper importance. The following facts may 
help to define it: 
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Advertising Age, June 25, 1951 


Ad Council Films 
Wilson TV Report 
for Fourth of July 


New York, June 19—The Ad- 
vertising Council has arranged for 
a special TV report to the people 
by Charles E. Wilson, the nation’s 
defense mobilization chief. 

Dealing with mobilization and 
inflation, the report is in the form 
of an interview, with John Ed- 


wards, Washington newscaster, 
asking the questions. 

The 14-minute film was shipped 
last week to the country’s 107 TV} 
stations. The council has suggested | 
that local stations show the Wil-. 
son message at least once during 
the day and once at night before 
July 4. 

In releasing the film, T. S. Rep- 
plier, president of the council, de- 
scribed it as a “vital, timely inter- 
view, not a speech, not a rehash of 


political and contains no special, advertising, promotion and pub- 
pleadings for administration poli-  licity for the launching of the new 
cies.” Schiaparelli doll. Promotion will 
If the experimental film is fa- >€ through publicity and point of 
vorably received by stations, the sale. No national advertising is 
council plans to release a series of planned for the present. 
free films on a regular schedule as 
a part of its service. Sugar Joins Burns W. Lee 
C. B. Sugar, formerly with Good 
| Humor Co. of California and Rex- 


Ettanbee Doll Names Hicks all Drug Co., has been named 


Effanbee Doll Co., a subsidiary, manager of the radio and tele- 


of Noma Electric Corp., New York,' vision department of Burns W. Lee 


has appointed Lawrence Boles Associates, Los Angeles public re- 


old statements. It is strictly non-' Hicks Inc., New York, to handle’ lations concern. 


& When a radio station carries a commercial 
program from a network, the station is 
paid about 36 cents on the dollar. (Many 
get far less.) When the station carries na- 
tional spot, it is paid about 72 cents out of 
the dollar. 


~& ‘Therefore, if the network successfully in- 
vades the national spot field, in any of 
several forms, disguised or undisguised, 
the station’s income from national spot is 
cut in half! 


Call it a Pyramid plan. Call it a Tandem plan. 
Call it what vou will. It still boils down to a 
scheme for selling national spot announce- 
ments. These have traditionally been left to in- 


dividual stations as a primary source of revenue. 


Some of the network raids on this essential station 
business don’t even bother to hocus pocus the 
operation with a fancy name. They just sell 
minute announcements on the network. Period. 


The advertiser who buys this service from the net- 
work is actually missing out on most of the sell- 
ing advantages that make spot the forceful 
medium it is. He loses spot’s complete market 
flexibility. He has to use the particular network 
station in a market, even though another station 
is basically stronger or can offer better time 
periods. He can’t take his choice of early morn- 
ing in one market, midday in another, or supper- 
time in another — depending on listening habits 
in each particular area. He writes off — because 


the network can’t provide it — the persuasive 


Radio’s Lifeline 


salesmanship of the local personality who knows 
best how to talk to and sell his own neighbors. 
The advertiser who talks from a faraway net- 
work headquarters loses the close support of 
brokers, distributors, and dealers. These men on 
the firing line, who do so much to move the 
advertiser's product, aren’t usually on a “first 
name” basis with the network microphone may- 
be a thousand miles away. 


Even if an advertiser could afford to substitute the 
watered down network product for genuine 
spot radio, he should, we feel, remember that 
when a network weakens a station — by siphon- 
ing off station revenue or by shaving the quality 
of network service — the network weakens 
itself in turn. This helps nobody. 


Radio, on any level, is made up of individual, inde- 
pendently owned radio stations. No network 
can ignore this fact. No network can chew off 
its own limbs and still survive. 


The stations know the problem. Many of them are 
working their hardest to solve it. They neither 
ask nor expect you as advertiser and agency to 
fight the battle for them. Right now it is enough 
that vou know the issues. 


* * * 


This message, the second in a series, was pre- 


pared as a service to good radio. 


EDWARD PETRY & CO., INC. 


NEW YORK CHICAGO DETROIT DALLAS 


LOS ANGELES ST. LOUIS SAN FRANCISCO 


THE HOUSE OF SEVEN GABLES 
SALEM, MASSACHUSETTS 


tradition 


This fine, sturdy old house, 
weatherbeaten and rambling, on 
Turner Street in Salem, Massachu- 
setts, has gathered about itself many 
of the traditions of Hawthorne’s 
famous story. The house was ac- 
tually visited by Hawthorne when 
it was occupied by a cousin. 

Built about 1668, it shows strong 
medieval influence in the second 
story overhang and the huge chim- 
neys. The traditions which cluster 


about it have made it an important 
American landmark. 

The tradition of fine photoen- 
graving which has inspired Jahn 
and Ollier for over fifty years of 
exacting experience, is one of the 
most important assurances of the 
very finest quality and workman- 
ship in modern printing plates. 


JAHN 
& 
OLLIER 


ENGRAVING COMPANY 


CHICAGO'S LARGEST , 
FINE PHOTOENGRAVING PLANT 


‘ 


Color Process, Zincs, Halftones, 


Offset Reproductions 


817 West Washington Boulevard 
Chicago 7, Illinois 


call MOnroe 6-7080 
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girl in 
lives 


Only one kind of 


oop 


x 
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SHE LOVES TO READ ABOUT LOVE 
... but “romance” to her covers many other 
emotions...the fun of being young and able 
to go on a buying spree with ready money... 
the “romance” of satisfying her desires and 
her family’s for new and better things... the 
“romance” of being economically on the climb! 


eRe 


NOEs es ek” Bees OS tke oe 


HABITS OF LOYALTY START HERE 
...No one has to tell you that the more romantic you 
make your advertising, your package design or the prod- 
uct itself, the surer its appeal to the young. The readers 
of the romance magazines are the young...the choices 
they make now become a loyal habit for the rest of their 
buying lives. 
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the world 
on romance 


magazine speaks her language 


; : : 
| q 
= 
i as 
HER FAMILY IS HER LIFE 
...She’s the one who keeps millions 
of American families “going con- 3 
cerns.” No one knows better than i 
the romance magazines how to feed 
the dreams and desires she will trans- q 
fer to the purchase of products to \ 
om make a family’s dreams come true. t 
& 
A _ 
eS. 
v 3 
* 
ar 
: : re ~*~. ' ‘ fs ‘ 
Who is she? She's probably married to one of your workers. She’s. | What does she buy? If your product is food, she needs it for families oe 
young. Eager. Active. She’s the kind of woman who finds “romance” growing by leaps and.bounds. Cosmetics? Drugs? Clothing? Electrical ‘3 
‘] “ . . : ° ‘ . 9 at 9 r ‘) 
in nearly everything touching her life. Love. Marriage. A baby’s cry. equipment? Home furnishings? For these and many other classifica- ie 
f A visit from Mom or Dad. Owning a car or a washing machine as good tions she holds in her purse more than 60% of all the urban buying # 
as the neighbor’s. Thrilled to death by her family’s approval, “Gosh, power in the nation. 1 
if Mom, you sure feed us swell.” For 30 years we've been information headquarters about this great market...the 
‘ An incurable romantic? Yes! She /ives on romance. The key to 14 million women with heads full of romance and pockets full of cash. Up-to-date, 
reaching her is in how SHE thinks... what SHE reads...14 million of 1951 facts are “hot.” If you're a national advertiser or agency, you can have them = 
her that wage-earner pay scales have made the richest girls inthe world. _i™ terms of your own product and your own customers. They're yours for the asking. % 
, . TRUE STORY WOMEN’S GROUP — Macfadden Publications, Inc., 205 East : 
What does she read? Every sound piece of reader research shows —_— 42nd St., New York 17. Offices in Boston, Chicago, San Francisco. fe 


how little other magazines tap this big market, how the romance maga- : 
' zines are her No. | choice, and often her only choice. She reads them 
because they're the one kind she feels at home with. They—and they } 
+ iz alone—speak her language. On her level. In her own terms. In her ae 
i world and her hopes. 
3 True Story found this common touchstone years ago...and today : 
within this market delivers 842 million readers every month through ' 


the family of 6 sister magazines... TRUE STORY WOMEN’S 4 5 
GROUP. ..the largest and most loyal young, married, wage-earner OTniptg Vu ; 


circulation available to advertisers. 


|| REACHES YOUR BIG ROMANTIC “READY MONEY” MARKET 
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1,000,000 
ELKS 
BUYING 
AN IDEA! 


Every month, in over 1580 communities, more than 1,000,000 
men turn to The Elks Magazine in which they take a proud, 
proprietary interest. When your message— institutional or 
product-selling — appears in The Elks, you reach one of 
America’s most selective male mass markets. 51.9% of all 
Elks are business owners . . . 11.6% are professional men... 
and many more hold high office in local, state and national 
governments. At surprisingly low cost, The Elks delivers this 
nationwide audience of men , 

who think, act and lead. 


, 


. THE . ; \ 


; 


; 
: 
; | 
MAGAZINE | 
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WTCN Study Shows 
‘TV Town’ Steps Up 
Video Buying Rate 


MINNEAPOLIS, June 19—Although 
rural residents apparently lagged 
behind urban dwellers in buying 
television sets initially, they now 
are buying receivers at a faster 
rate than city people, according to 
a study of “TV Town,” made by 
Station WTCN. 

TV Town is New Richmond, 
Wis., a small town 45 miles from 
WTCN’'s transmitter, with a popu- 
lation of 3,042 at the time of the 
1950 census. 

Two surveys were made by the 
Minneapolis station—one in Feb- 
ruary, 1950, and the other in Feb- 
ruary this year. Every home in the 
area was checked on both occa- 
sions. 


@ In 1950, 10.6% of the 731 New 
Richmond residents had a TV set, 
while 3.77% of the 530 farm homes 
with telephones had video re- 
ceivers. This year, 40.6% of the 
785 New Richmond residences had 
TV sets and 21.8% of the 535 farm 
homes with telephones had tele- 
vision. 

Thus the rate of increase in ur- 
ban homes was 383%, while the 
rate of increase in telephone farm 
homes was 578% in the past year. 

The total peak audience (fig- 
ured on the basis of 4.6 viewers 
per set) in the entire urban and 
rural area in 1950, including tav- 
erns and other public places (fig- 
ured on a basis of ten viewers 
each), was 560. The corresponding 
1951 figure was 2,195. 

Copies of the complete report 
are available from the station. 


LAKE 
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MICHIGAN 
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S WSBT ss ane noms 


You get a big coverage bonus — and a rich one—with WSBT. In 
: addition to the half-million people in the eight-county South Bend- 
: Mishawaka trading area, there are a million more mp in the 
primary area. This extra million spend nearly a bil ion dollars a 

year for retail purchases~—in addition to the half-billion —_ in 
? the trading area alone. That’s bonus coverage of bonus spending! 

WSBT delivers bonus listenership, too. Every CBS show on 

WSBT enjoys a Hooper that’s higher than the network average. 
For bonus coverage, bonus listenership, bonus sales, it’s WSBT— 
the bonus buy! 
PAUL MH. RAYMER COMPANY «+ NATIONAL REPRESENTATIVE 


BONUS BUY! 


Advertising Age, June 


A call to jury duty prevented Frank Braucher, president of the 
Magazine Advertising Bureau, from leaving New York to submit 
the judges’ report on the club achievement awards at the closing ses- 
sion of the AFA in St. Louis. The iob was handled by Deputy Elon 
Borton, who was chairman of the session... 

The train that was derailed in Indiana on Sunday held up the ar- 
rival of a couple of AFA convention-goers. Allan Preyer, board 
chairman of Morse International, completed his trip via bus to Indi- 
anapolis and plane from there to St. Louis. E. J. Hughes, Chicago 
manager of Newsweek, also experienced the wreck without injury. . . 

Hearst Corp. President Richard E. Berlin now has a son to keep 
his three daughters company ... Stephen P. Glennon, ad manager at 
Popular Science Monthly, has ieft with his wife for a tour of Europe 
... Phyllis MacEachern, production assistant on Cecil & Presbrey’s 
Tintair account, was married to Joe! Gross, formerly associated 
with Bob Dixon’s “Chuck Wagon” TV show, on June 22. The couple 
will live in Washington. .. Joseph M. Allen, vice-president in charge 
of public relations for Bristol-Myers Co., will direct the radio, tele- 
vision and film committee for this fall’s united Red Feather cam- 
paigns... 

P. L. Jackson, editor and publisher of the Journal, Portland, Ore., 
and Mrs. Esma P. Ransom of Portland were married on June 11. 
They went to New York for an ANPA board meeting and are re- 
turning to the Northwest through Canada There was no an- 
nouncement of the marriage of Benedict Gimble Jr., president of 
WIP, Philadelphia, to Jessie Kane, his former secretary, until they 
were honeymooning in Florida. . . 


CITIZEN AWARD—Public service awards to distinguished University of Chicago 

alumni went to these Chicagoans at the alumni assembly June 9. Left to right: Ed- 

mund K. Eichengreen of Rollins Burdick Hunter Co.; Louis S. Berlin, co-owner of 

Webb-linn Printing Co. and founder of The Sentinel; and Earle Ludgin, president of 

Earle Ludgin & Co. Presenting a citation to Mr. Ludgin is Arthur C. Baer, president 
of the university's Alumni Foundation. 


Irving Stimpson, partner of Frederick E. Baker & Associates, 
Seattle agency, has been elected commander of Seattle Post No. 1 
of the American Legion...And Fred Geibel, publisher of Marine 
Digest, received the top award for news reporting in the annual 
competition for Seattle maritime editorial prizes 

Jim Baker, president of Jim Baker Associates, Milwaukee, has 
been elected a member of the board of Stark Wetzel & Co., Indi- 
anapolis meat packer ... French Eason, manager of the Chicago of- 
fice of Fletcher D. Richards Inc., was the only adman among 15 
winners of service awards presented by Northwestern University 
in the centennial alumni program, which was an event of gradua- 
tion week... 

Calvin B. Houck, president of Houck & Co., Roanoke, Va., agen- 
cy, has been elected to the board of trustees of Duke University. He 
has just completed a term as president of the university's alumni as- 
sociation. . . 

At the last meeting of the Chicago Business Papers Assn., held 
to honor the association's past presidents, 13 of whom were present, 
the oldest was E. J. Baker, publisher of Farm Implement News, who 
will be 90 on his next birthday... 

Alan Weekes, a director of the J. Walter Thompson Australian Co., 
is visiting the New York office for a few weeks.. .Also visiting 
from overseas are I. Finzi of Teheran and Cicero Leuenroth of 
Rio de Janeiro. Both are associates of National Export Advertising 
Service. . .Peter Schaal, advertising and publicity director of Flor- 
ida’s Silver Springs, gave a beer party recently for alumni of Gamma 
Alpha Chi and Alpha Delta Sigma, professional ad fraternities for 
women and men... 

On the Presbyterian church’s Laymen’s Sunday this winter, 
John H. Platt, v.p. of Kraft Foods Co., Chicago, made a talk on 
“A Christian View of the Four Freedoms” from the pulpit of his 
church, and the talk has now been printed in an attractive little 
booklet. . . 

National Sales Executives named Mobilization Director Charles 
E. Wilson recipient of the 1951 Business Statesman of the Year 
award. ..Anderson F. Hewitt, president of Hewitt, Ogilvy, Benson 
& Mather, is serving as chairman of the advertising and publishing 
solicitation committee for the 1951 New York city-wide cerebral 
palsy campaign. . . 

William H. Weintraub v. p. David Karr received the Order of the 
Star of Solidarity, Italy’s highest civilian decoration, for his role 
in the organization and delivery of the Friendship Train... 

Mrs. Eleanor Halderman, director of home economics for Olmsted 
& Foley, Minneapolis agency, is the new chairman of the Twin 
City chapter of Home Economics in Business. The Twin City group 
includes representatives from 44 companies and is third largest 
HEIB chapter in the country... 
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do) Lowest cost per delivered 
reader of any farm magazine 


@ In magazines the basic rate is the page rate—fractional pages 
are usually charged for in relation to the proportion of the page 
occupied. FARM JOURNAL does have the lowest rate per page per 
thousand in the rural magazine field. 


In some rural magazines a two-column advertisement is a half- 
page advertisement. In FARM JOURNAL two columns is two-thirds 
of a page. And still, when it comes to the cost per delivered 
reader, FARM JOURNAL’s rate is lower. 


Here’s why: 


Two-thirds page advertisements deliver two-thirds as many 
readers as a page, half-pages only half as many as a page. The 
point is well covered in the Starch “Tested Copy” Bulletin of 
July, 1949—a study of 28 identical two-column advertisements 
reader-checked in 2 women’s service magazines, one a three- 
column, the other a four-column magazine. The two-thirds page 
advertisements out-produced the half-page advertisements in the 
per cent “noting” and “reading™ in the same proportion as 
two-thirds is bigger than one-half. An interesting booklet on 
the subject is available on request. 


That is why fractional page advertisers who key their adver- 
tisements and buy on results find FARM JOURNAL has the lowest 
cost per delivered reader of any farm magazine. 


FARM JOURNAL DOES WHAT 
NO OTHER MAGAZINE CAN DC 


Here’s what 


FARM JOURNAL 


alone gives 


READERS - ADVERTISERS 
¢ RETAILERS 


1. The only farm magazine printed 
on news magazine presses 


2. Only Farm Journal contains The 
Farmer's Wife — THE complete 
women’s service magazine written 
expressly for rural homemakers 


« Most merchandisable magazine 
in Rural America 
4. First choice of the people 
of Rural America 


5. Preferred by County Agents and 
Home Demonstration Agents 


6. Largest on-the-farm circulation 
of any farm publication 

7. The magazine farm families 
depend upon 

8. Largest selling magazine among 
the millions of families who live 
beyond TV 


9. The only national farm magazine 
reader-checked every issue by Starch 
Advertisement Readership Service 


©) Lowest cost per delivered reader 
of any farm magazine 


11. First with advertisers who count 
results 


12. Covers more subjects of interest 
to everyone on the farm 


13. Greatest circulation of any 
magazine in Rural America 


14. Covers more of the best farms 


15. Greatest coverage where most of 
your best retailers operate 

16. Largest on-location, in-the-field, 
full time editorial staff 


NO WONDER FARM JOURNAL 
IS THE LARGEST SELLING 
MAGAZINE OF ALL WHERE 


CONSUMERS OF AMERICA LIVE! 


A VERY IMPORTANT HALF OF THE 
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Rilco Promotes Masterman 
Charles W. Masterman, in the 
advertising department of Rilco 
Laminated Products Inc., St. Paul 
manufacturer of wood products for 
farm and commercial use, has been 
named advertising manager. 


Names Chubet Sales, Ad Head 

John P. Chubet, vice-president 
of Hightstown Rug Co., Hights- 
town, N. J., manufacturer of Ax- 
minster rugs, has been named sales 
and advertising manager of the 


| company. 


INDUSTRY 


Cevers an industry where a brilliant record 


in developing new products through research 
' has brought an increasing alertness and need 
for new materials, packages and equipment 


Also Publishers of Beauty Fashion 


Irwin Shaw's ‘Troubled Air’ Tackles Problem 
of Individual Rights vs. Communism in Radio 


New York, June 19—When the 
agency account executive came to 
Clement Archer and told him to 
fire people accused of Communist 
leanings from the cast, the college 
professor turned radio director 
asked for two weeks of grace. 

Thus is started the chain of 
events which crushes Archer, a 
kindly, intelligent man with a live- 
ly respect for differences of opin- 
ion even in political matters, be- 
tween two extremes: the Commu- 
nists on one hand and those who 
run rough shod over individual 


|rights in an effort to fight Com- 


munism. 

This timely topic is the theme 
of Irwin Shaw’s new novel, “The 
Troubled Air’ (Random House, 
$3.75). The story concerns itself 
with Archer's one-man investiga- 
tion of the charges. 


@ It is quite simple for him to find 


the source of the accusations, The 
marked five—the brilliant erratic 
composer, the Negro comic, the 
sardonic leading man, the sultry 
leading lady and the aging charac- 
ter actress—had been labeled Com- 
munists by “Blueprint”...“a_bel- 
ligerent little magazine, financed 
mysteriously, dedicated to expos- 
ing radical activities in the radio 
and movie industries.” 

How all of these people and the 
sponsor, agency president, account 
executive and Archer—the hero of 
the book, if there is one—react to 
this problem will make very inter- 
esting reading for persons in the 
industry. 


s It is quite clear that Mr. Shaw 
has followed closely such develop- 
ments as General Foods’ dismissal 
of Jean Muir from the “Henry Ald- 
rich” cast, Columbia Broadcast-| 
ing System's firing of a young) 


Copyright 19451 


REDBOOK MAGAZINE, 


The *- Jaycee” Story | 


--- the kind of 


THE VITAL YEARS 


| 


fresh cital editorial feature that is 


attracting millions of alert 


, Vw ~ 
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Adults 


THE 
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to Redbook every month | 


VITAL MARKET 


REDBOOK’s editorial policy has one 
prime objective: to make REDBOOK re- 
quired reading for millions of Young 
Adults. Hal Lehrman’s “Men at Work” 
in the July issue. is an enthusiastic re- 
port of the work being done by Junior 
Chambers of Commerce. It is a typical 
REDBOOK article because it gives Young 
\dult readers an opportunity to see them- 
selves in action. Like all REDBOOK fea- 
tures and stories. “Men at Work” was 
selected for its special importance and 
interest to Young Adults. 

The success of this policy can best be 
seen in REDBOOK’s steadily rising cireu- 
lation (already well over 2 million) 


stand-sales up 15 straight quarters over 


230 


PARK AVENUE, 


corresponding quarters of previous years. 

RepBoOK’s Young Adult readers rep- 
resent your most vital market because the 
years from 18 to 35 are building years 
vears for marriage. raising families, fur- 
nishing homes, buying the thousands of 
products that Young Adults need as they 
startout on their own: automobiles, retrig- 
erators. foods. beverages. TV and radio 
sets... things they're usually buying for 
the first time... brand preferences they're 
establishing for many years to come. 

No matter what media you are now us- 
ing, your list will be stronger when you 
include the one mass magazine that con- 
centrates on your best customers — Young 
Adults. That magazine is REDBOOK. 


NEW YORK 17. N. 


Y. 
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clerk who refused to sign a loyalty 
statement, and the manned switch- 
boards when alleged fellow travel- 
ers appear on television. 

However, it should be empha- 
sized that “The Troubled Air” is 
not one of the books featuring 
characters or situations taken 
ready-made from life. “Blueprint,” 
of course, is clearly a carbon copy 
of “Counterattack,” publisher of 
“Red Channels”—a book the radio 
unions charge has long since been 
used as a blacklist for hiring radio 
and TV performers. 


e Archer's defeuse of individual 
liberties would have been an easier 
one—and Mr. Shaw might have 
made a stronger case for the out- 
numbered “liberal”—if he had 
been given a different cast of 
characters with which to work. 

As it is, he must defend such 
persons as a self-centered Negro, 
whose only passion is a bitterness 
toward white people, and a musi- 
cian, who is married to a Com- 
munist and is as unlikable as he is 
talented. 

To make matters more difficult, 
he must battle against a harried 
account executive, who does what 
he can to alleviate matters, but 
quite naturally prefers to keep 
earning $18,000 a year. 


@ One of the main villains of the 
piece is the agency president, who 
explains: 

“I'm going to say something ug- 
ly, and I hope you don’t hold it 
against me. We can’t afford it... 
Radio, as you two gentlemen know, 
is not at the moment in a strong 
position. In fact, it is not putting 
it too vigorously to say that the 
medium is fighing for its life. A 
new form of entertainment, tele- 
vision, is gaining enormous mo- 
mentum, capturing our clients and 
our audience; the economic situ- 
ation of the country is uncertain 
and advertisers are retrenching 
everywhere—the old days when 
we could do anything and get away 
with everything are gone, perhaps 
forever. We are teetering on the 
edge of the cliff, gentlemen—and it 
might take only the slightest push 
to send us off into space.” 


@ The agency president, a man 
who whispers to make sure his 
listeners give him rapt attention, 
also summarizes the unhappy state 
of being a performer: 

“Actors, radio actors especially, 
are members of that class. They 
are like the old gladiators in the 
Roman Circus. If they please the 
public and the emperor by their 
performance, they are spared when 
the sword is at their throat. 
Thumbs up ...But if they, for any 
reason whatsoever, displease the 
public and the emperor—thumbs 
down.” 

The sponsor, head of a drug com- 
pany, is a mellower man, but he 
must be practical. He explains: 

“You [the administration] strap- 
ped business onto the operating ta- 


| ble and there’s no way of our stop- 


ping it if some butcher gets into 
the operating room with a knife in 
his hand. Well, the meddlers’re 
now telling me I can’t advertise 
my product in a certain way. If I 
fight ‘em, what happens? They 
boycott me, they get columnists 
to denounce me, they threaten my 
customers. The function of adver- 
tising is to sell your product. What 
sort of business man would I be 
if every dollar I spent for adver- 
tising lost me two dollars in trade? 
You're worried about five people 
I'm trying to protect $5,000.” 


Ware Names Harold Short 


Harold H. Short Jr., formerly 
with Edgell & Associates, has been 
named eastern advertising repre- 
sentative of American Fertilizer & 
Allied Chemicals, County Agent & 
Vo-Ag Teacher and Farm Chemi- 
cals Handbook, published by Ware 
Bros. Co., Philadelphia. 
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SHORT COPY sells television sets 
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“Outdoor advertising provides the strong brand-identification so essential 


to us in this fast-growing television industry.” 


ee 


CHaRLes J. Nespirtr 
Advertising Manager 


Ads 
THE HALLICRAFTERS CO 


One of a series of advertisements promoting a better under- 


; a ma 2. 

ii standing and appreciation of Outdoor Advertising — sponsored by 
4 v 

| The Standard Group 
' OF OUTDOOR ADVERTISING COMPANIES 

{ : JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 

serving one-fifth WALKER & COMPANY * WHITMIER & FERRIS CO., INC. * ROCHESTER POSTER ADVERTISING CO., INC. 

{ of the nation’s RICHMOND POSTER ADVERTISING CO. * £. A. ECKERT ADVERTISING CO. * PORTER POSTER SERVICE 

SLAYTON & COMPANY * THE HARRY H. PACKER COMPANY ° BORK POSTER SERVICE 

f consumers . . . SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. * C. E. STEVENS CO. 


STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22, NEW YORK 
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Stevens Joins Wadsworth 
David Stevens, formerly 
west representative for a_ silver 
manufacturer, has joined Wads- 
worth Watch Case Co., Dayton, 
Ky., as field sales supervisor. 


mid- 


Maunders Joins Katz Agency 
Don Maunders, formerly on the 
sales staff of Station WCAR, Pon- 
tiac, Mich., has joined the publica- 
tion sales staff of the Detroit of- 
fice of Katz Agency. 


WOMEN’S 
GROUP 


‘Somnolent’ Space Buyers No Match for 
Alert Radio-TV Agency People: Pellegrin 


New York, June 21—The radio 
industry, occupied with  intra- 
mural battles, is at least partially 
responsible for “its unsatisfactory 
state of affairs,” Frank E. Pelle- 
grin, vice-president of H-R Rep- 
resentatives, said this week. 

Speaking before the Broadcast 
Music Ince. clinic, he charged: 

“It is always easy to blame the 
other fellow for an unsatisfactory 
state of affairs. No doubt the ra- 
dio industry itself, immersed in its 
intra-mural scraps of network vs. 
network vs. spot, and station vs. 
station, has failed to do the best 
job of selling the medium.” 

Mr. Pellegrin also lamented the 
fact that radio, with ample “evi- 
dence of audience, listenership and 
results,” has kept its rates low 
while “newspapers and magazines 
...in the face of dwindling read- 
ership and lack of measurement 
data and a relatively poorer score 


in comparative tests” have stead- 
ily increased their charges. 


e “But perhaps the advertisers 
and agencies themselves are also 
partly to blame,” he said. “We be- 
lieve the radio departments of 
agencies are in general far sharper 
than space-media departments. 
Personnel of radio departments is 
generally younger, more scien- 
tifically trained, more able, willing 
and eager to prove a point each 
step of the way with meticulous 
research. 

“By comparison (and with cer- 
tain exceptions, of course) per- 
sonnel of space-media departments 
is complacently somnolent with 
Audit Bureau of Circulations re- 
ports, and content to play house 
with layouts and artwork and the 
hocus-pocus of headlines and trick 
typography. 

“Some day soon there is bound 


to be a Madison Ave. blow-off 
that may well be heard ‘round the 
world. Radio departments of agen- 
cies now control far too small a 
portion of total ad budgets. If the 
bright young men and women o 
these departments will ask the 
pointed questions they should: ask 
of their opposite numbers in the 
space departments, a general re- 
alignment of national advertising 
budgets is well-nigh inevitable.” 


Ocoma Plugs Blood Donations 

Ocoma Foods Co., Omaha, spon- 
sored a blood raising campaign for 
the Douglas (Nebr.) County chap- 
ter of the American Red Cross. 
Ocoma chicken dinners’ were 
served to donors, and, with co- 
operation from newspapers and 
radio and television stations, do- 
nations almost doubled during the 
three-day drive. 


Stations Name Young 

Adam Young Inc., New York, 
has been named to_ represent 
KOAT, Albuquerque; KTRC, San- 
ta Fe, and KRSN, Los Alamos. 


in newspapers... with Reilly Plastictypes 


Can a soft drink sell hard in newspapers . . . a prod- 
uct that depends on taste and thirst-appeal? It can... 
when you reproduce with Reilly Plastictypes®. 

All the tempting details come through clean and 


clear .. 


. brand name, bottle and label are sharply 


defined . . . headline and copy are never fuzzy nor 
smeared. Yes, you always get flawless reproduction 


for plenty of sales power 


... when you entrust your 


wares (whatever they are) to Reilly Plastictypes. 
What makes a Reilly Plastictype better? Exclusive 


aps 


Re 


ily 


Electrotype Company 
Creators of Better Plates 
for Better Printing 


Vinylite molding for greater tonal value . . . unique 
Reilly Duramatrix for full depth retention. Routing 
depth guaranteed at 55 thousandths of an inch... 
the greater experience and skill of teams of Reilly 
specialists on every step in production. 

Who says Reilly Plastictypes are better? Over 350 
national newspaper advertisers who use over one 
million of them a year, and your experience-seasoned 
Reilly representative. Ask to see the proof in his 
tearsheets or use the handy coupon below. 


REILLY PLASTICTYPES 


Reilly Electrotype Co., 305 E. 45th St., New York 17, N. Y. 


Show me why your Plastictypes will give me 
better reproduction in newspapers. 


AA‘6 


NAME 
305 EAST 45th STREET, NEW YORK 17, N. ¥. company = 
MUrray Hill 6-6350 ieee 
NEW HAVEN + CmICARO - + DETROIT - LOS ANGELES ~ SAN FRANCISCO on zome__ stave 
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Sales Executives 
Issue New Guide 


: to Helpful Films 


New York, June 20—“A Guide 
to Films and Their Uses by Sales 
Executives” is the title of an audio- 
visual sales bible just released for 
distribution by the National Sales 
Executives. The 45-page, $3 hand- 
book cites the experiences of 69 
companies in 45 industries with 
170 different films. 

The guide “represents a digest 
of 20,000 films to select outstand- 
ing ones used to implement all 
phases of the sales manager’s job.” 
Organized as a reference handbook 
rather than as a textbook, the 
guide lists the responsibilities or 
job requirements of sales man- 
agers. Under each heading are ex- 
planations of the ways in which 
different companies have used 
films to solve problems under this 
heading, together with suggestions 
on how this experience might be 
utilized 

“In this way,” says the fore- 
word, “you can start with your 
problem and find comparable ex- 
perience to guide or suggest ideas 
to you for film usage.” 


es Chapters tell how audio visual 
aids help to “Develop a Sales Su- 
pervisory Staff,” “Develop a Dis- 
tribution Organization,” “Help 
Make the Sale,” “Maintain Satis- 
factory Volume at a Profit,” “In- 
crease Product Utilization,” and 
“Improve Trade Relations.” 

Four additional chapters are in- 
cluded to help sales managers 
planning to use films. These list 
syndicate films on sales subjects 
that are available through rental 
or purchase; suggestions on how to 
conduct a sales meeting with the 
use of films; suggestions on get- 
ting a film produced: and a bibli- 
ography of available audio-visual 
materials (books and manuals). 


Columbia Stations Okay 
Radio Rate Reductions 

Columbia Broadcasting System’s 
general radio rate cuts, announced 
for July 1, “have met with 100% 
acceptance from the network’s ra- 
dio affiliates,” Herbert V. Aker- 
berg, vice-president in charge of 
station relations, has announced. 
Acceptance came well ahead of 
the July 1 deadline. 

The first network to yield to 
advertiser demand for lower ra- 
dio time costs, CBS on April 12 
announced a proposed general rate 
cut—for afternoon and evening 
time—ranging from 10% to 15%. 
An earlier attempt by NBC to 
lower network rates failed due to 
opposition from affiliates. Since 
Columbia’s move, however, all the 
other major networks have an- 
nounced similar cuts 


Changes to Denman & Baker 

Denman & Betteridge, Detroit 
agency, has changed its name to 
Denman & Baker. William I. Den- 
man remains president of the or- 
ganization, and Ernest W. Baker 
and George M. Black have been 
elected vice-presidents. 


‘Parents’’ Appoints Kalmar 

George O. Kaimar, formerly as- 
sociate art director of the publi- 
|eations branch of the State De- 
| partment’s International News & 
| Press Service, has been named 
| art editor of Parents’ Magazine. 


yy Specialists on 


SALES PORTFOLIOS 


> 


SERVICE BINDERY co. 


INC 
2241 S. WABASH AVENUE 
CHICAGO 16 


CAlumet 5-3224 
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Educators Split 
on Need for TV 
Teaching Channels 


New York, June 19—American 
educational institutions and sys- 
tems are sharply divided on the 
question of reserving non-com- 
mercial television channels for 
colleges, universities and public 
school systems, according to an 
independent survey released by 
Allen B. DuMont Laboratories. 

The survey found that 47% of 
the responding educators said they 
would be willing to cooperate with 
commercially operated stations 
rather than operate their own sta- 
tions. Forty-seven, or 41%, of the 
respondents reported they in- 
tended to apply for telecasting 
licenses. 

Fifty-four per cent of the educa- 
tors said they favored “exclusive 
educational station licensing on a 
non-commercial basis.” But, ac- 
cording to the report, answers to 
subsequent questions revealed that 
a substantial number of these ed- 
ucators have no plans for, or in- 
tentions to make use of, such facil- 
ities if they become available. 


e “Of further significance,” ac- 
cording to the DuMont survey re- 
port, “is the fact that of the 47 
who expressed intention to file 
applications, 35 were institutions 
and public school systems which 
must rely upon appropriations of 
public funds.” 


Kingsbury Gets WLW PR Post 

Gilbert W. Kingsbury, Washing- 
ton correspondent for Station 
WLW, Cincinnati, and administra- 
tive assistant to Sen. Earle C. 
Clements (D., Ky.), has been 
named public relations director of 
Stations WLW and WLW-T, ef- 
fective July 2. 


ABC Adds Two Stations 

KATY, San Luis Obispo, Cal., 
and WNXT, Portsmouth, O., have 
signed affiliation contracts with 
the radio network of American 
Broadcasting Co. 


‘TV Guide’ Names Segal 

A. Jay Segal, formerly account 
executive with H. C. Morris & 
Co., has been appointed sales pro- 
motion director for TV Guide, 
New York. 


FALPACO 
COATED 
BLANKS 


are the answer 
to your 1952 
Calendar Problems 


It makes no difference whether 
your calendar is to be run offset, 
letterpress, or screen process, the 
Falulah Paper Company has special 
coatings for each process, at no 
extra cost. 

Outstanding advantages are maxi- 
mum flatness, less tendency to curl, 
blue-white, smooth, level coating. 
They assure finest reproduction 
qualities. 


Specify 
Palpaco Coated Blanks 
Distributed by 


Authorized Paper Merchants 
from Coast to Coast 


FALULAH 


PAPER COMPANY 

NEW YORK OFFICE « 500 FIFTH AVENUE 
NEW YORK 18, N. Y. 

MILLS—FITCHBURG, MASS. 


Standard Sets Summer Show 


Standard Oil Co. of Indiana will 
sponsor the “Standard Oil Short 
Story Playhouse,” from July 5 to 
Aug. 23, as a summer replacement 
for its “Wayne King Show”. The 
telecast will be seen live over nine 
midwestern NBC stations on 
Thursdays, 9:30-10 p.m., CDT, 
and by kinescope over Station 
WFBM-TV, Indianapolis, 6:30-7 
p. m., CST, Saturdays. The “Wayne 
King Show” will open its third 
season under Standard sponsor- 
ship in the fall. McCann-Erickson, 
Chicago, is the agency. 


KNX Promotes Jolliffe 


Richard Jolliffe, assistant sales- 
service manager of Station KNX, 
Los Angeles, and the Columbia 
Pacific Network, has been pro- 
moted to manager of the depart- 
|ment, succeeding Robert Perez, 
| who has resigned. 


| Kane Shifts Charles Cooper 


Charles Cooper, account execu- 
tive of Kane Advertising, Bloom- 
ington, Ill., has been transferred 
from Des Moines to the agency's 
home office. 


| Radio Independents Set Drive 


Burroughs Names Jim Bright 
Burroughs Mfg. Corp., Los An- 


NFAA Names Holland Agency 
The Assn. of Independent Met- William F. Holland Agency has 
ropolitan Stations will launch a 
summer campaign designed to tel! 
how independents in major mar- 
kets can offer savings to spot ad- 
vertisers. The drive will spotlight 
individual station achievements 
which are duplicated across the 
country by other members of the 
association. 


Campbell-Mithun Names Three 

E. Williams Burke, formerly 
with Hixson & Jorgensen, Los An- 
geles, has joined the art depart- 
ment of Campbell-Mithun. Baker 
Ostrin, formerly with Ruthrauff & 
Ryan, has joined the Minneapolis 
agency’s copy staff, and Joseph 
Campbell, formerly manager of the 
Louisville office of LeVally Inc., 
has been named to the account 
staff. 


‘21’ Names Sterling Lord 
Sterling Lord, formerly an as- 
sociate editor of True, has been 
named editor of “21,” the new mag- 
azine for young men launched by 
Parents’ Institute, publisher of 
Parents’ Magazine, and scheduled 
for a June 29 newsstand debut. 


geles, has appointed Jim Bright been named the Cincinnati mem- 
sales manager for its Burrite line ber of the National Federation of 
Advertising Agencies. 


of plastic housewares. 


WASHINGTON, OREGON, IDAHO AND UTAH 


-ppcipit BORN 


<8 
ih 


OUR GUIDE 


TO FARM BUYING 
FOR THIS YEAR IN 


How does your product stand among form buyers in the billion doller Pacific 


‘ 
THE BILLION DOLLAR 
FARM QUAD MARKET 


1951 SURVEY COMPARES BUYING 
INTENTIONS WITH ACTUAL BUYING! 


For two years in succession the Farm Quad re- 
search department has checked with farm residents 
cooperating in their annual consumer buying inten- 
tions survey to determine just how eccurete farmer 
buying intentions statements are. The results of the 
check—reported in the 1951 edition of ‘What's Being 
Bought” —reveal that in 1949 and in 1950 farm resi- 
dents of the rich Pacific Northwest farm market actually 
bought more then their buying intentions indicated 
they would buy. 


Northwest form market? 

Are you in line to get your full shore of soles this year from the prosperous form 

id of Washing Oregon, Idaho and Utch who earned a $1.44 last yeor to 
every dollar earned by the average U. S. former? 

The Pacific Northwest Farm Qued’s consumer survey, mode among form residents, 
will give you the facts you need to bring more sales in their rich four-state farm morket. 
it's @ bigger ond better survey than ever ond it's yours for the writing. This is the 28th 
edition of the Farm Quod’s annvol form buying intentions survey ond provides timely, 
helpful information on whet formers plon to buy—gives brands and amounts for more 
thon 145 products ranging from form equipment to foods. A special section compares 

Here's o study, in its 28th consecutive year of publication, which you con use as o 
reol guide to the high-profit, big-buying form morket of Washington, Oregon, ideho ond 
Utoh. Write to the advertising monager todey ond reserve your copy of “What's Being 
Bought in 1951.” If more convenient ask your neorest Western Associoted Form Poper 
representotive to secure o copy of this survey for you. 


ADVERTISING REPRESENTATIVES 
Western Associoted Form Papers, Chicago, New York, Son Francisco 


GENERAL OFFICES: Spokane, Washington 
STATE OFFICES: Seattle, Portland, Boise, Salt Lake City 
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With its well-kept private homes, its beautiful public parks and many 
manufacturing companies, Rochester is like many other prosperous Ameri- 


| What happens when [H]i3 | 
hits Rochester? 


can cities. And in respect to LIFE, Rochester is also like city after city 
across the nation. Nearly 4 out of 5 people in Rochester read LIFE.* 


a ee we 


@ 
I Rochester, LIFE is read by 326,690 people—by found that, in the course of 13 issues, LIFE’s audi- 
far the largest audience of any magazine in this city. ence grows to include 62,600,000 different Ameri- 
It's no wonder that LIFE’s impact on Rochester cans. In short, more than half the people in the 3 From A Study of the Accumulative Audience of LIFE 
, . ie , +s : by Alfred Politz Research, Inc. This s eas 
reaches far and wide . . . affecting a famous religious nation aged 10 and over.* ny Alfred Polits Ressarch, inc. Thi study messuses 
wr lel , If flecti | ili the number of people over age 10 who read a single 
eader and champion golfer . . . effecting the selling ; ~_ ssue of LIFE. (23.95 vreale s 
: : ii ms ae ‘ 6 Because so many people are influenced by LIFE’s issue of LIFE (23,950,000) and reveals how thi 
and buying of men’s wear and electrical appliances. hie pi 4 ; : acca . audience accumulates—as occasional readers are 
P TY: . . a ¥ > y ¢ > » * 
; 5 | a IFE] ; graphic picture-anc pwort reporting, advertisers in added to regular readers—to a total of 62,600,000 
ye In city after city across the nation, LIFE has the vest more dollars-for-selling in LIFE than in any different people, in thirteen issues. 
; same kind of impact. And there’s good reason why . . . other magazine, more than for time on any radio 
A recent and highly significant research study or television network, 


Community leaders feel the effect 


omer > 


/ KAmeH. OTTAWA 


5 - ~*~ hes 


President Thomas J. Hargrave of the world-renowned Fastman Superintendent of Schools James M. Spinning: “LIFE’s ed- Banker Raymond N. Ball, President of Lincoln Rochester Trust 


Kodak Company: “Pictorial interpretation gives life to words, ucation issue (Oct. 16, 1950) was the most notable event in the Co.: “LIFE’s graphie pictorial coverage and its editorial com- 
Words and pictures tell the whole story. LIFE skillfully history of public education. It was required reading for my ment make it the magazine for the entire family.” LIFE reaches 
combines these two mediums in giving us the world news.” principals.” 71° of high school graduates are LIFE readers.* more than half of all Americans who are aged 10 and over.* 


js woes Re oe ee 
; pee Tae Teter (go ae oe) “Ome fe: Me oda 
; pics ee if ee . oe a > — || Fs ae a a Ae 
4 ‘on ie a oe ae No Ae Se | es ees tae ce = ia ae 
a 4 | ce oe (or ppb ee ee ee RS a se er ey A Pek eageeenls a 
ae 2 ee ee ee eee te ha, Be Sel i aes aie 
i eee eet ee a ie a a ee. 7 
‘ : f Nace eS ch: 
im ’ e . 
. — v ko , HDS tS—~S 7 
; TA ‘* eer 
A UK . ay i 1.7%" - ‘. we : j ’ . . — E . 
? 3 : _ ry . : ¢ ae “ , . * ; _ Et = 7 . 
cr? i a Peo. PSR a ‘ee. a SY: My j | 
s : : ‘ . ‘ >* > 4 ~ 
rhe he ” Si oie! Of 83 : er i we Ate (ae 
? + ey " - e s >» a i ~ 
aan : ) 2, & vee > . aw re, 4! , hy 4 
: +* er. ie ha ae, eo Pap a E 4 . | oe 
ae ne ak a Se . , » al Py ' ; nis my —— a 
: a Lia cus 4 ‘A - ae) . s& . i Os - Ge (A ye aoe hed 
bias 7 at Y ; 7 . . ~ aS 4 ot) 7 
Y 5, yh eemeae BA SL We aR eee pe. bie 2 $3 . mY: Re TX Nf 
. i, ‘s ree aa . —.., A : + “e: - AZ ale 
5” > thease 1 fs ee. 46. ’ a / ~ \ ‘ 4 > y 
ae ey stan f Tae at ats FS ieee Ms Ne ee 7, Aree ; 
S a eae oS £ as) ae. ay Bi = : r Z 
$ ¥ : a a ES s *"«@ ' yf, - A j 
ae, eee a : We ee / ad tok! fete 5: » es ‘ ‘oe ; : 
» ce i ~ ic FS a } a ee “4a { 2 a P= : + it o Nr 
th aS i) oe — eee | Weed , a B. avy S fi x ) = - ri ae, ya ; 
" 1 | 0 (an eee a |“ tS) 33 ee | Wd ae. 5 a oa 
; i} be aa * lees . Si “So . 6a, : . - C oe > Ww == a 
a) ae A | oer > 7 “he > 7 Ss t e o* § ; on <a ‘ 
A Sl a 4 af oft - 4 SAY vat ans >t a8! 45 , ; 
= : ae.) “felts $ iE Pp Pas >: a iiher See al (re 4! J ~* . >) 4 ° mee 
; ge | Comam | | gah ee a ae < wa LF. She oe 5 
ce - jw 7 3 ? ehh Tg lide te TE tyes La Ve N i ed * 
: ee 3 em Poe - DERE & "ae ~ il ad = > 32h ae ; ~~ “* + r = 
es m= ae a a ieee { ' rl + i. eee / i Res tee ; 
; ll i a, a NGI oo iin <a ithe i panel ee 
; ~onai ae 5 get 2 NS ‘ . ee yet ea Fie. ; - ot ny "Wes 7 
: 3 See oy anes 4 ree ees Fe :. oe ae tn’ be a Ba oh oS ee et ‘ i 
| | saan * aye , “os Sips et 3 G* B ti 
. . Lee a ee A, : « vw A ee oe = mate R j . 
ea _- iad mee ON . ‘— i 4a pee : . d i a a 
~~ ah . ah ST sae a PA oa ae 
‘ an iO Ome my on ‘ d ; % jaa. Sr ee Ao \* Gare iT 
s 44 demi FN es gl pees oO ee. >» “} -4 8 Lens : os ' se say Sa id Bet = . 
. . aarp Meas a» See . ie of me ier oe Sees aed ‘3 mot ie 
hee a Pia os be 8 4 a —— + ’ = : - Se 7s & + 
J a : af Rid | ee Kine eps | 7 gu de wa say a ‘ ee ea 
: in Bieba F eee ro re sad Seve 19 r f ‘ «fee ae 
es a. ie. <E et: ( Saltese a hia’ eee Baie i 0 24 a Ay ol? + r, >, Spat ht 
, a Ness a oan ee ee a Se te be p , Ast 
oH Ss =| 06lUG hae ee eae Ae ar) ne eZ oe ; r me - . yy 
| ‘® -L o>. Qi Ty Peoaee. & 
; : sate > i * ao Pe PLM) ee ' : ! at ‘ = aa | ' 
ee a : i Lie ) : 
= eae ee om | Lag ais Pe ee ae “3 Gell | } Por Wey tae 3 
> = ae em tas " ee ae ot oe ae * a ay. oe”? i = Bee 4 b < ~ a; 4 a ~ ’ ea ‘ Loe i 
‘ ot oe chee ah oa ma aa ee ~~ ele te ay es " " ae ; 
igs ae Seto) C Bee a = Sar oa fa oe cee ‘ : 
(oe. i 7 ae. @ bY gee aM Sy ae erates ; ; ct a = ‘ ~ oe celle 
Gy @ak = ' _ toon — Sem ae 
— i ~~ “sy ee 4 : tp * anaes ' 
| " : fp ag ea eal — hi -. 4 ae Zs ; when 
oe 4 “ ~ x yr so tie s Ae ; —— ee ae agers oats =“ = en ~ x 
— : — ies . — == ; = : ; 
pS hi _— theta “¥ ; 8 ae te "64 eee ve " » ——— = 
-~ rs ! * oo a he rr e ents =r 
— “ . — ta’ — be 23 ~~ - ngs re - ~— 
_ i & msn 5 Se eer at = ace ae ~ . ’ ee , : 
$ i . SS Aaa ils OO eS ee tenes . “ 
+ = ak i ae | eR EE TS . na ATER SL meg co: eae i ae be ‘ a A ( 
+ ee ; Re ae a Cee ve LT A AC . : eae weal oes 4 ' 
— rie os 2 ny ee rn bap Se a inlet pe ic : ——- ——* a é . i 
‘A is ae fee gg pe mcg <—— a8 @ 
2 aoe Se Ls eemainalit’ 2 * . waprrarhs + = ig 7 Peers ents wpa, = : 
ae . : pa Ste sy — 4 
x : | : eee : ee a , 
% 3 a 
e , 
: 
e 
oe | 
ss i : 
a | 
m : 
oe 
é %.. , 
a i aes ' Tre a o : 
y ane . sae an t ee ot 2 iw! oa —s ¢ SO ODS oe 2% 
F< ; oka . ee Von : ee Lia <<] ee , moe eat ri . ; 
: eae a r ay. s a ae | reg 
oe, ij oe a ‘ ene ery oS f _ ae : . 4 te al i 4 : ¢ ; a 
7 a & a ere * > 3 ae oP et 3 . | Do | es 
uae ae Pics eee til : fl ‘ : fs > Ss ag ._ mii... ? 
; : See eo Se els Fame er ; ‘7.49 =e en a ‘x mi, 
+ : =. pe ae Bi et a un ; % ni po EB he 4 . ‘ it : 5 are tL i : ee P s a x 4 i 
+ i ee ¥ bps fe i Looe’ oe aa j * > “ee = ; i , re 
t : a ‘eran ee eae . ; a ; ‘ oF a4 ed eogerker ss a, , a ae 
we ae ee ‘ee a i : ? oa Ta ; - Ae y : ¥ 
x Pet ee ; po ae 5 ees = “ : ; oe aia f ; a 
: ae. ~ pe ee A ae ET 2 o> ~/ , | 
Rr 5 4 ae ROT Se. | aa* a oe Hr Re er - os , 3 -~. " ; 
<r ee % : De Ran Oa. 4 . Py Sitesi . ae 2 « : ‘ 
’ Se oe eee ca ] 9 alae 4 Se eS i ie o i. - 
i ae wat ie » aaa te ve Fy. 
i. s Be | : eS) ae ae ee . ae > tomes 
ee iy as We ee one a a aa & - " 
nA oa: Cane ‘ a J a a 3 4 oe - * 7d ae oN ; e 2 t : J 
: me bat. $ ae is. ee ~ 9: 
: | ee z : an a ee we ' 
2 : - 3 
; i=l 7 — ¢ 4 
; ee | 
tad 
tt a t) ea == a) TRA ak hae fe — 
4 Sk “Se gl 7 el ; ° Rego ' : | 


Sees ar ee 


een ae 


zoe = 


mw. 


Rabbi Philip S. Bernstein wrote the LIFE article “What The Jews Believe” (just expanded in 
book form). Astonished by readers’ response, Dr. Bernstein said, Correspondence has been 
fantastic. Christians welcomed the article as a source of desired information. Thousands of 
Jews told me they learned things from it they had never known before. Rabbis all over the 
United States have written of families who joined their congregations because of this article.” 


Commerce and industry feel the influence 


Retailing. Mrs. F. Hawley Ward, Public Relations Counselor 
for Sibley’s Department Store knows the impact of LIFE: “I'm 
always impressed with the influence LIFE exerts and know 
that it is felt when LIFE is used in Sibley’s merchandising.” 


Wholesaling. Frank M. Beaucaire, President of Beaucaire, 
Inc., Phileo Distributers: One of the most important factors 
in our successful distribution of Philco products in this area 


has been that our dealers tie in regularly with LIFE magazine.” 


~ 


Board Chairman of Bausch & Lomb Optical Co., M. Herbert 
Eisenhart: One example of LIFE’s scientific reporting, with 
which I am very familiar, was its article on our lenses. It helped 
educate millions of laymen to the meaning of the ‘coated lens.’ ~ 


President of Rochester Clothiers Exchange, Morton J. Baum 
is a regular reader of LIFE. He says: “LIFE’s graphic reporting 
of all events reflects its publishing skill in much the same way 


that our ‘Rochester Tailoring’ reflects our professional skill.” 


Director of Eastman House, General Oscar N. 
Solbert: “After LIFE ran a picture-and-word 
story on our famous photography museum, 
(Feb. 13, 1950) we noticed a marked increase 
in our attendance the following week end.” 


Golfer Sam U rzetta, National Amateur Cham- 
pion and Walker Cup Team member, whose 
championship match was reported in LIFE: 
“Wherever | travel about the country, count 
less people tell me that they saw LIFE’s article. 


President of Stromberg Carlson Co., Robert C. Tait: “LIFE 
gives me the broadest picture of world and domestic events in 


the shortest time.” 7 out of 10 business owners, executives 


and professional men in the United States are LIFE readers,* 


President of Hickok Company, Ray Hickok: “We have con- 
sistently advertised our line of men’s belts, jewelry and accesso 
ries in LIFE for over ten years. Its selling value at the retail level 


is unsurpassed,” In LIFE’s audience are 31,050,000 males,* 
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3,085,098 


2,104,991 


In NUMBER OF MARKETS 
and Exclusive Markets 


25* 


1945 1946 1947 1948 1949 1950 1951 1945 1946 1947 1948 1949 1950 1951 


*Current Distribution 


In ADVERTISING REVENUE 


$6,067,723 


$5,128,737 


$4,160,214 


$2,298,479 


$1,741,165 
$ 1,808,562 


1945 1946 1947 1948 1949 1950 


and for the first six months of 1951 
advertising revenue is 29% ahead of 1950 


NEW 1951 CIRCULATION ANALYSIS 
SOON TO BE RELEASED 


Use this coupon to reserve your copy. It will be 
mailed to you as soon as it is off the press. 


Address. 


Mail Coupon to: Parade Publication, Inc. 
405 Lexington Ave., New York 17, N.Y. 


SALES OFFICES: 


NEW YORK.........405 LEXINGTON AVENUE 
CHICAGO........++-+- 135 S. LASALLE STREET 
DETROIT......... 3975 PENOBSCOT BUILDING 


The Sunday Picture Magazine 


Keenan & Eickelberg, Representatives: 


SAN FRANCISCO. .235 MONTGOMERY STREET 
LOS ANGELES....638 S. VAN NESS AVENUE 
PORTLAND............ 333 S. W. OAK STREET 
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Volume 22 + Number 26 
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200 E. Illinois St. * DE. 7-1336 
NEW YORK 17 

11 E. Forty-Seventh St. * MU 8-0073 


THE NATIONAL NEWSPAPER OF MARKETING . 


1950... 


| Where the Newspapers Get Their National Advertising “***eus “om ***6'0 


The Percentage Share of Newspaper General and Automotive Advertising 
for Each Product Classification 
Based on Bureau of Advertising data for newspapers and Sunday magazine sections. 


1S% 


Groceries New York, June 21—There was 
Aatemation no brighter segment in the news- 
Meshes Commas | paper picture last year than na- 
—o |tional newspaper advertising, 

Radio & Television | which had piled gain on gain for 
Transportation | five years, and now stood at a 


Soaps G Cleansers 
mm 
casas 
iti _— 3 |) 
Day Products a 2 42 
Cereals, Bkfst. Foods 1.76 


record $499,019,000 for 1950. It 
marked a gain of 84.8% over the 
1946 beginning of the Bureau of | 
Advertising’s expansion. 


Housing Eq. & Supplies 
Tobacco Products 
Publications 
Miscellaneous 

Hotels & Resorts 


h Industrial _ yw nee try of Advertising figured that news- | 
Public —— Disinfectants, etc ines papers were the leading medium 

w ss ne in national advertising, and that 

ee Automotive Sub-Totals | they had the largest share of the 

Confections Passeny —— New! . 12.70 /national advertising dollar. In 

Sporting Goods Pe ~~ © Ouls nee 1950, newspapers’ share was com- 


Trucks G Tractors fmm 1.36 
Twes G Tubes 058 
Parts G Accessories B 0.11 
Aviation 30.08 


x x 


puted at 33.9%, down slightly 
from the 34% reported in 1949, 
but 1950 measurement included 
television as the previous year's 
figure did not. 


Jewelry & Silverware 
Professional & Services 


| At the same time it could crow 

. York), aggressive mechanical un-| over national gains, it knew that 

Newspapers Improve Their Plants jions (the Bureau had explained retail was also gaining. McCann- 

during the year what happened) Erickson had figured that $1,440,- 

|when the newspapers were not) 000,000 went into local newspaper 

dF iliti 7 y {P | published in Pittsburgh), and a) advertising in 1949, including pro- 

‘ an acl | 1es in earo rogress | spot market in newsprint which duction costs; preliminary esti- 

i | blithely asked $255 for a ton. mates for 1950 showed $1,539,000,- 
six awards for international re-| Under these circumstances, it 000. 


| breaking years. The bureau 
For the second year, the Bureau | € 


q Circulations Move Up, 


porting. 

Inside the U.S., the opportuni- 
ties were present, too. The national 
gambling puzzle began to fall into 
place, thanks in no small part to| 
1951, newspapers were riding high.| the diligent reporting of newspa- 

Their circulations were inching | R€Ts like the Miami Herald and the | 
steadily upward. They had new| Brooklyn Eagle. It was a New York 
processes for printing and compos- Journal-American _Teporter who 
ing which seemed to promise faster | Sniffed something in the Madison 
and cheaper production. | Square Garden basketball games 

Their advertising gains were|™ore pungent than sweat-soaked 
continuing—even with the inclu-| Uniforms. 


Mechanical Improvements 
Developing Faster 


New York, June 21—In mid- 


was well that the advertising of-| 
fensive of the newspaper field was @ Further, the gains of newspapers 
rolling as well as it was. were widely distributed. While 
To see what went on in the metropolitan dailies were show- 
newspaper field, let’s look at the ing spectacular gains (174.5%) in 
(Coninued on Page 90) 1949 from 1942, middle-size dail- 


NATIONAL NEWSPAPER ADVERTISING 
By Major Classifications: 1950 vs. 1949 


—— 


% GAIN 

sion of television, that bright new| And as the American people) 
medium which beguiled the adver- | peered intently over the shoulders CLASSIFICATION 1950 190 OR LOss 

tiser and horrified the controller,| of their senators in Washington, 
newspapers were improving their| Conducting an unprecedented in- Groceries ..........--0-00-000005 $123,354,000 ——-$112,465,000 + 97% 

4 share of the national advertising | — a. 3 hong Be agg 4 an 2 | 98,094,000 85,856,000 +143 

expenditure. } an y, +7. | 

i There were no signs of cracking | after newspaper carried transcripts Alcoholic Beverages ......----.--+-- 45,473,000 42,375,000 73 

¥ in the solid front of newspaper ad- in full, patiently delineated the is- Toilet Requisites ......... 6. seen ues 34,904,000 30,549,000 +43 | 

j vertising executives, representa-| Sues under discussion, and pains- Medical .........20..2---0000006+ 24,588,000 19,213,000 + 28.0 

} tives and the Bureau of Advertis-|takingly tried to build up the in~\ peigo 4 television... 00.2 e00004 72,760,000 12756000 + 78.4 

ing—a team which had jerked the | formational background necessary : 

, a a. ot naan ioe rtising| for citizens to judge the argument. Womportation ........----eeeeeees 21,587,000 — 4 " 

sharply upward, had furnished it Housing Equipment & Supplies ......... 20,001,000 19,928; 
with five years of consistent ad-|# Yet with all this, the problems Tobacco ...........--++-0000s0005 19,935,000 19,970,000 - 2 
vertising gains, and finally had | of the newspaper industry had still) publication ......0+++0020eeseees 17,470,000 15984000 + (9.3 

: brought it to just under a half! to selved, and some were grow- 

, billion dollars in national revenue.| ing more vexing with the passage “oth & Rewer .............---... sapenged asrnaee ve 
a of time. As AA said in its Aug. 28, Indusiricl ......-- 60s eee eee ene 8.480,000 10,507,000 193 
iz @ Their opportunities had never 1950, issue, the trend to fewer’ Public Utilities ............00.000005 8,341,000 7,553,000 +104 
Mi y een so great. In the past year, / newspapers continues, and the Past peice .......<..-0c002000000 6,819,000 5931000 «= +150 

aggression in Korea had involved | year—both in suspensions and |. 62 6,372,000 pos 

the United States in a strange war,| various forms of consolidations— learing Apparel ...------ +--+ +00 <0,000 sian 

a conflict governed by protocol as| confirms the trend. And few seri- Imsurance ......-- +--+ -- 05 ee ees 4,152,000 3,726,000 

none other has been since the days |Ous newspaper men see a Change Confections ....-.---..06e-0e0000s 3,105,000 3,350,000 - 73 
| of the Holy Roman Empire. In the “en ate SAMIR ...0cesnraccoesscse 1,997,000 1,822,000 + 96 

course of covering the war—the he materials necessary to news- 

best-reported combat in history— paper publishing are more ex- Educational .....---+-seeereeerees 1,339,000 1,670,000 +251 

many correspondents had been pensive—particularly newsprint. Amusements .......-.---.-0-eeeees 1,272,000 878,000 +49 

killed; when the Pulitzer Prize The wages in the industry con- jewelry &Silverwore................ 1,190,000 1,288,000 — 76 

award list came out, the newsmen tinue to spiral upward. Newspaper EEE OT ee 730,000 367,000 +989 

who had followed the troops from managements were living, willy- 

Pusan to the Yalu and pact me nilly, in a world with an expand- Miscelloneous ....-.-- +++ e esse ones 17,242,000 14,408,000 +197 

through the frozen agony of the re- ing Guild ($120 top minimum for 

treat to Hungnam picked off the experienced reporters in New $499,019,000 $445,015,000 + 12.1% 


Dailies’ National Ad 
Volume Jumped 84.8% 


ies showed 205%, and small news- 
papers showed national gains of 
264%, in a recent sample taken 
by the bureau. 

Yet the crowning concern of 
newspaper men was that compla- 
cency would take hold, and news- 
papers would lose the drive which 
had carried them to five record- 


for the first 1951 quarter sh 
newspapers’ national linage 
3.5%, while magazines were ra 
ing up an 11% dollar volume ga 
The turnover in accounts 
still too high—Harold S. Barn 
director of the BofA, has pla 
it publicly at 50% a year. 
And to shake this complace 
and to cut down the turnover 
accounts, a new program aimed 
lining up branch manager 
retailer support had been devi 


e Meantime, newspaper men co 
take pride in the success they 
enjoyed with the blue chip adv 
tisers, more of whom were turn 
to newspapers (newspapers 
more of the top 100 advertis 
using newspapers as their ma 
medium than in any preced 
year) and in the continued 
dence of the success of the * 
Business is Local” and “Let C 
sumption Be Your Guide” the 
employed in previous years. 
A token of the esteem the bu- 
reau holds in the newspaper busi- 
ness is indicated by its budget 


| (which will approximate $1,250,- 


000 in the fiscal year to end Feb. 
29, 1952) and in its size (975 news- 
papers in the U.S. and Canada, 
plus three Sunday supplements 
and a large group of newspaper 
representative companies). 

The results, as evidenced later 
in this story, show how well the 
newspapers’ selling took hold. 


A plan aimed at producing 
greater profits from national ad- 
vertising in newspapers was de- 
veloped by the strategists of the 
Bureau of Advertising around 
mid-year, 1950. At the core of the 
plan was the idea that newspapers 
should step up their selling at- 
tack on local representatives of 
national advertisers. This meant 
people like district managers, 
manufacturers’ salesmen, whole- 
salers, distributors, brokers and 
retailers. 

“No longer is sales effort on the 
advertiser and agency alone—how- 
ever aggressive and skillful—— 
enough to do the job that must be 
done,”” warned the BofA in detail- 
ing its plan of acticn in a brochure 

(Continued on Page 70) 
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“We have been running an ad of about 70 
lines in the Chicago Tribune Resort Sec- 
tion and we have received the greatest re- 
sponse that we could ever expect to receive 
from such an advertisement from cities, 
towns and hamlets as far south as Texas 
and west of Nebraska. The same ad ap- 
peared in some of the newspapers in the 
eastern states, but our response was far 
greater from the Chicago Tribune than 
from any of the other papers.” 


Saul B. Yuran, Managing Director, 
Coral Reef Hotel, Miami Beach, Florida 


“In auditing our sales report for 1950, we 
find that every dollar spent for advertising 
in the Chicago Tribune returned $710.00 
in gross sales. No other medium that we 
have ever tried has produced comparable 
results.” 


Clifford S. Swan, 


Swan-Lorish, Inc., Chicago 
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“We advertised May 15, 1951, in the Chi- 
cago Tribune for kitchen help, porters and 
an experienced cashier. More than 100 
people applied for the jobs in person and 
we easily hired all the help we needed.”’ 


Richard’s Drive-in, 
2630 W. 95th, Chicago 


“T had calls from as far away as Milwaukee 
and Delavan, Wisconsin, for the Lake Del- 
avan cottage I advertised for sale in the 
Chicago Tribune. All told, more than 60 
people called and I easily sold the place.” 


Mrs. George E. Perryman, 
4950 N. Menard, Chicago 
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“I must have had close to 200 calls for the 
five room house I offered at $15,000 in a 
Chicago Tribune want ad. It didn’t take 
me long to sell it.” 


Anthony E. Bernatowicz, 
5309 So. Newland, Chicago 


“The final tabulation of inquiries received from the 2 
column by 12 inch ad which we placed in your Early 
Bird travel edition of April 2 for the State of North 
Carolina has been received. Out of a list of 31 metro- 
politan newspapers which carried this identical ad, the 
Chicago Tribune easily led the field in the number of 
inquiries received.” 


Thomas T. Evans, Bennett Advertising, Inc., 
High Point, N. C. 


“On April 29, we ran two full pages in the Chicago 

Tribune on sheer Bemberg dresses at $5.00. Every one 

of our fifteen stores in the metropolitan Chicago area 

broke all previous records on Monday in the dress de- ° 
partments—some stores doubled and tripled their 

former highs. Mail and phone response also hit new 

peaks. We also had a smash sellout on the same day 

from your paper on a page ad for lamp shades.” 


Louis Goldblatt, Vice President and Director of 
Merchandising, Goldblatt Bros., Inc., Chicago 


“On April 18 we ran two full pages in the Chicago Trib- 
une announcing our April furniture sales. We experi- 
enced the greatest four days of business in our history 
and increased our volume 71°; over the corresponding 
period of last year, quite impressive as 1950 was a 
record year for Nelson Brothers. As you know, our 
entire newspaper appropriation for the past several 
years has been placed exclusively in the Chicago 
Tribune.” 


A. L. Blinder, President, 
Nelson Brothers Furniture Company, Chicago 
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“Through an advertisement in the Chicago 
Tribune we have sold the plantation of the 
late Edward R. Stettinius, Jr., former Secre- 
tary of State, for a consideration of $165,- 
000.00.” 


Clarence A. Hendrickson, 
Willson & Florence, 
Arlington Heights, Illinois 
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“T asked $200 for a Pratt & Whitney turret lathe 
I advertised for sale in the Chicago Tribune 
want ad section. I was swamped with more 
than 150 calls and had a choice of buyers.” 


Edward Zuane, 
4037 N. Ozark, Chicago 
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“Our one column 84 line advertisement ap- 
peared in the Chicago Tribune on April 8. We 
received 202 inquiries in response to the ad 
which cost $147 for a phenomenal inquiry rate 
of 70 cents. Our Advertising and Publicity 
Committee is agreed that the Chicago Tribune 
is our best medium in its area.” 


James P. Schopler, Manager, 


Hollywood Chamber of Commerce, 
Hollywood-by-the-Sea, Florida 


“We placed an advertisement in the Chicago 
Tribune June 2, 1951, for the sale of ma- 
chinery. We received over 150 inquiries and 
sold $50,000.00 worth of equipment in one 
day. Inquiries are still coming in.” 


J. G. Moffat, 
Haber Corporation, Chicago 


“We had over $1,000,000 in sales from our newsprint 
color page in the Chicago Daily Tribune offering indi- 
vidual Park Forest homes priced from $12,525 to 
$13,600 each. Our advertising cost so far has been less 
than one half of 1%, with sales still continuing.” 


Nathan Manilow, President, 
American Community Builders, Chicago 
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isn’t it wise to follow those who can? 


“For several years we have run an ad of 7 
agate lines for our Miller's Idlewild Inn, 
Winter Park, Colorado, in the Chicago 
Tribune. We carry ads in half a dozen mid- 
west papers, but the responses from the 
ad in the Chicago Tribune cost us less per 
inquiry than any of the others.” 


Clifford D. Miller, Miller's Idlewild 
Inn, Winter Park, Colorado 


“We have just completed celebrating our 
25th anniversary with the biggest sales vol- 
ume in our history. The Chicago Tribune 
was the one metropolitan newspaper _to 
carry the advertisements promoting our an- 
niversary sale. Results far exceeded our 


highest expectations.” 


Edward Gee, President, 
Gee Lumber & Coal Co., Chicago 


Here are a few typical result stories which illustrate 
the reasons why advertisers last year spent more than 
47 million dollars to place their messages before Chi- 
cago Tribune readers--far more than they placed in 
all other Chicago newspapers combined. 

The closer they can check on results, the stronger 
is the conviction of advertisers as to the Chicago 
Tribune’s ability to do the job in the multi-billion 


CHICAGO TRIBUNE 


THE WORLD'S GREATEST NEWSPAPER 


CHICAGO TRIBUNE REPRESENTATIVES: 


Chicago New York City Detroit 
A. W. Dreier E. P. Struhsacker W. E. Bates 
1333 Tribune Tower 220 E. 42nd St. 


Penobscot Bldg. 
MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


dollar Chicago market. 

If you can’t check the source of your advertising 
results, isn’t it wise to follow those who can? To get 
your full share of Chicago’s wider distribution of 
spendable income, put the Chicago Tribune at the 
top of your list. 

Tribune rates per line per 100,000 circulation are 
among the lowest in America. 


San Francisco Los A 
Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
155 Montgomery St. 1127 Wilshire Bivd. 
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Complete Fact-Packed Program for 


Newspaper Admen’s Denver Meeting » 


Denver, June 22—A workaday 
program featuring an unusually 
large number of national adver- 
tisers and agency executives has 
been put together for the News- 
paper Advertising Executives Assn. 
summer meeting which convenes 
at the Cosmopolitan Hotel here 
Monday through Wednesday. 

The meeting will get off with a 
call to order from Laurence T. 
Knott, advertising director, Chi- 
cago Sun-Times, who is in charge 
of the NAEA program, after which 
James J. Burnett, Binghamton 
Press, will summarize the exhibits, 
and Louis E. Heindel, Madison 
Newspapers and NAEA president, 
will deliver the keynote address. 

C. Arthur Weis, treasurer, St. 
Louis Globe-Democrat, will dis- 
cuss advertising rates in relation 
to present-day newspaper costs, 


and he will be followed by a pres- 
entation by the American Assn. of 
Newspaper Representatives on 
“Whither TV?” Taking part in the 
presentation will be Lee A. Ward, 
Ward-Griffith Co., president of 
the representatives’ association; W 
Fiske Lochridge, Katz Agency; and 
W. W. Sauerberg, Ward-Griffith. 


e@ H. C. Bernsten, Pacific Coast 
manager of the Bureau of Ad- 
vertising, will talk on the ARLI 
radio surveys which have created 
considerable controversy on the 
West Coast, and James B. Wilson, 
vice-president, D’Arcy Advertising 
Co., St. Louis, will take a look at 
the newspaper business from the 
vantage point of an ex-newspaper 
man. ' 

The luncheon speaker Monday 


will be Paul C. Smith, editor and 


general manager of the San Fran- 
cisco Chronicle, presenting a re- 
port on world affairs. 

At the Monday afternoon session 
speakers will include Leon Kon- 
dell, Passaic Herald-News; Wesley 
I. Nunn, advertising manager, 
Standard Oil Co. (Indiana) and 
chairman, Assn. of National Ad- 
vertisers; Clyde Bedell, sales and 
advertising consultant; and Barry 
Urdang, Philadelphia Bulletin. 


es “How to Sell and Service 
R.O.P. Color” will be the sub- 
ject of a panel discussion with 
Stanley A. Ferger, Cincinnati En- 
quirer, as coordinator, and the fol- 
lowing as panel members: 

Robert K. Drew, Milwaukee 
Journal; William E. O’Brien, Buf- 
falo Courier-Express; Donald M. 
Bernard, Washington Post; Paul 
Fulton, Chicago Tribune; Warner 
R. Moore, Philadelphia Inquirer; 
Alex R. Bower, San Jose Mercury 
News; Joseph A. Lubben, Dallas 
News; Mitchell J. Anthony, Pasa- 
dena Star-News. 

Tuesday morning will be given 


over to a discussion of the work of 
the “more profits for newspaper 
advertisers” committee, headed by 
J. Garrett Noonan, Louisville 
Courier-Journal and Times. Speak- 
ers will include Robert H. Lampee, 
Pittsburgh Post-Gazette; Russell 
W. Young, Seattle Times; James 
A. Black, Fargo Forum; Arthur 
Dimond, advertising manager, H. 
J. Heinz Co.; Marshall Lachner, 
general sales manager, grocery di- 
vision, Colgate-Palmolive-Peet Co. 


a W. A. Blees, vice-president and 
general sales manager, Crosley di- 
vision of Avco Mfg. Corp., will 
address the Tuesday lunch, and in 
the afternoon there will be round 
table discussions on a variety of 
topics, under the direction of Rich- 
ard J. Jones, Portland Oregonian. 

Reports of various NAEA com- 
mittees will be given Wednesday 
morning by Russell E. Scofield, 
Lexington Herald-Leader; John F. 
Lewis, St. Paul Dispatch-Pioneer 
Press; and T. J. Cochrane, New 
York News. 

Newspapers’ cooperation with 


California's second oldest continuously published newspaper . . . the San Jose 
Mercury . . . celebrates its One Hundredth Anniversary on June 20th, 1951. 
Since its founding in 1851, the San Jose Mercury has paced and led the ad- 
vance of its community. It is proud of its accomplishments and of its contri- 
butions, during the century past, to the development of Santa Clara County. 
Continuously alert to community needs, the San Jose Mercury has steadily 
improved its coverage of news, its interpretive features, and its physical plant. 
It has kept faith with the tradition of three generations that the Mercury 
reflects the best in faith and integrity that has prospered Santa Clara Valley. 
Under co-publishers Elystus L. and Harold C. Hayes, the San Jose Mercury 
begins a second century of service. In an ultra-modern plant, one of the 
nation’s finest, completed late last year, the San Jose Mercury and its sister 
newspaper the San Jose Evening News, will continue to serve the needs of 
the Santa Clara Valley . . . as it grows and prospers. 


San Jose Mercury 


(MORNING) 


ACENTURY 
OF SERVICE! 


Metropolitan San Jose, hub of Santa Clara County, one of 
the nation’s richest agricultural areas and fastest growing 


industrial communities . . . 


and News, morning, evening and Sunday. 


served by the San Jose Mercury 


Advertising Age, June 25, 1951 


the U.S. Treasury will be ex- 
plored by Harvey A. Huff, New 
Brunswick Daily Home News and 
Sunday Times, and a group of 
Treasury advertising officials. 

“How to Sell More Men’s Cloth- 
ing Advertising” will be the sub- 
ject of Lee P. Henrich, director of 
advertising, Hart Schaffner & 
Marx, and Harold S. Barnes, di- 
rector of the Bureau of Advertis- 
ing, will present the latest news 
on the national front. 

A series of quick case histories 
of various types of advertising and 
promotions will complete the ses- 
sions, with speakers including: 

Phil Buchheit, Spartanburg Her- 
ald-Journal; J. W. Patterson Jr., 
High Point Enterprise; Atlee H. 
Bratley, Racine Journal-Times; M. 
L. Sharp, Oregon Journal; James 
E. Lyons, Santa Ana Register; E. 
J. Fessler, Cheyenne Eagle-Trib- 
une; Charles E. Barrus, Albert Lea 
Evening Tribune: Luther Bowers, 
Denver Rocky Mountain News; 
and Ralph Runnels, Houston Post. 


Hazel Young Joins Caples 
As Fashion Copy Chief 


Hazel V. Young has joined the 
Los Angeles office of Caples Co. 
as copy chief and coordinator for 
fashion and fab- 
rics accounts, 
handling space 
advertising, radio 
and _ television. 
She will also act 
as account execu- 
tive on several of 
the agency’s new 
accounts. 

Miss Young for 
five years was a 
partner in Lan- 
der-Young Ad- 
vertising Agen- 
cy, and more recently has been as- 
sociated with Scholte Advertis- 
ing Service and Robert F. Dennis 
Inc., both of Los Angeles. 


Canton Adclub Elects Frank 
The Canton, O., Advertising 
Club has elected Morton Frank, 
publisher of the Canton Economist 
and Stark County Times, as presi- 
dent. Other officers elected are: 
vice-presidents, John Cowing, 
manager of Packer Corp.; Richard 
L. Grossman, president of Gross- 
man Agency; Harold E. Schlitz, 
sales promotion manager of Hoo- 
ver Co., and George W. Seran, 
head of Ad-Art studios. Celia 
Marks, advertising manager of 
Halle Bros. Co., has been elected 
secretary, and Al S. Vogan, ad- 
vertising manager of Macomber 
Co., has been elected treasurer. 


Hazel V. Young 


Publishes Book on Salesmen 

The role of the salesman in 
American industry is the subject 
of a new booklet, “Harry Riemer’s 
Brief for Salesmen—The Front 
Line of Industry,” published by 
Fairchild Publications, 7 E. 12th 
St., New York 3. The price is $2 
a copy, $1 of which will be divided 
between the Bureau of Salesmen’s 
National Assns. and the National 
Council of Salesmen’s Organiza- 
tions. 


Vacuum Cleaner Sales Drop 

The Vacuum Cleaner Manufac- 
turers’ Assn., Cleveland, reports 
factory sales of standard-size 
household vacuum cleaners 
dropped to 201,983 units in May, 
a decrease of 11.1% from 227,216 
cleaners sold in April, and down 
27.5% from 278,645 in May, 1950 
May sales were the smallest since 
July, 1949, when the total was 
161,920. 


Hottman To Telecast Football 


Hoffman Radio Corp., Los An- 
geles, which last year sponsored 
telecasts of all Pacific Coast Con- 
ference football games, has signed 
to sponsor 23 games of the local 
Western State and Metropolitan 
Junior College Conferences over 
Station KFI-TV, Los Angeles. 
Walter McCreery Inc., Beverly 
Hills, is the Hoffman agency. 


Christian Joins Lindsey 

Frank G. Christian has joined 
the staff of Lindsey & Co., Rich- 
mond, Va., agency. 
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Don’t Short-Circuit Chicago Sales 


In Chicago there are 272,000 more dwelling units than 10 years 
ago —- thousands MORE families to electrify to action with your 
advertising. Don’t short-circuit sales by missing them! 

The newspaper with most additional capacity to carry today’s 
heavier selling load is The Chicago SUN-TIMES. Here's proof: 

Over the same decade that Metropolitan Chicago gained 272,000 
dwelling units, The SUN-TIMES added 174,936 City & RTZ cir- 
culation. The Herald-American gained 96,534; the Daily News, 
53,723. The Chicago Tribune lost 148,096 City & RTZ circulation. 

For live-wire se!ling to MORE of the market, buy The SUN- 
TIMES—and pour on the power in Chicago! (Total average net paid 
daily circulation, 614,687; latest ABC Publisher's Statement.) 


CHICAGO 


SUN-TIMES 


211 W. Wacker Drive 250 Park Avenue 
Chicago 6 + ANdover 3-4800 New York 17 + Plaza 3-1103 
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Dailies Favored 
by Beech-Nut 
for Baby Foods 


Bulk of Appropriation 
Goes to Newspapers; 
Markets Being Added 


Canasonarig, N. Y., June 21— 
Beech-Nut Packing Co. is con- 
vinced that nothing sells baby food 
like a hap»y baby. 

The company has been reiter- 
ating this theme—with variations, 
of course—since it introduced a 
baby foods line in 1931. 

At the outset, newspapers were 
selected as the most effective me- 
dium for this product. Throughout 
the years the company has stuck 
to this decision, pouring most of 
its advertising budget into a con- 
tinuous newspaper drive with 


STRAINED ane CHOPPED FOODS 


PRIZE WINNER—Veteran advertising man- 

ager Ralph Foote recalls this 1944 ad- 

vertisement as one of the company’s most 
popular. 


copy 
babies. 


featuring photographs of 


The company has always fa-. 


local the 


logical 


vored 
most 


newspapers as 


| merchandising factor of attracting 
the attention of local grocers. 


s Beech-Nut currently is pro- 
| moting its 44 baby food products 
in more than 300 daily newspa- 
pers. Copy varies from 200 to 1,- 
200 lines and is scheduled on an 
average of three weeks out of four 
around the calendar. Days of the 
week used depend on competitive 
conditions in each city. As a gen- 
|eral rule afternoon newspapers 
are preferred. 

Placed through Kenyon & Eck- 
hardt, all Beech-Nut baby food ad- 
vertising carries the seal of the 
American Medical Assn.’s Council 
on Foods and Nutrition. Baby, 
medical and food magazines are 
used as supplementary media. 

Typical of the copy themes: 
“Make every mealtime happy; Re- 
lax! Let flavor coax him; Baby 
gets a good start.” 


@ One of the company’s hardest 


hitting drives is conducted in the for individual attention. Suburban 
means of reaching; New York market and all sur- newspapers are included in the 
young mothers and for the added| rounding trading areas come in list. Ads appear regularly in Sun- 


Advertising Age, June 25, 1951 


Mealtime is Happier for You! 


Baby relishes the better flavor of 
Beech-Nut Foods! Conflicts end! 


Never, never try to force food on your Baby! 
Let Beech-Nut flavor do the coaxing when 
doctor recommends solids. Watch Baby enjoy 
delicious Beech-Nut variety. 


Start uua 
Beech-N ut Cereals 


Small cae Label rmesses 
complete imipectom af coments. 


Babies love them... thrive on them! 


Beech-Nut 


FOODS ~ BABIES 

All Beech-N ut standard: of productvom and adn ertir- 
img have been accepted by the Cowncs! om Fonds and 
Nutrition of the American Medical Avacsaten. 


CURRENT CROP—Beech-Nut advertising, June 1951 style, finds babies still in vogue. 


day supplements of New York pa- 
pers 
Although Beech-Nut does not 


SUPER SALESMAN 


of the Southwest 


CALLS ON MORE HOMES THAN 
ANY SUNDAY PAPER IN THE 


° 7 


ABC Publisher's Statement, March 31, 195! 


THE DAILY OKLAHOMAN 


MORNING 146,901 


OKLAHOMA 


“Na jislae 
THE OKLAHOMA PUBLISHING CO. 
THE FARMER-STOCKMAN 

WKY * WKY-TV, OKLAHOMA CITY 


Represented by THE KATZ AGENCY, INC. 


COMBINED 


263,179 


SOUTHWEST . .. 


REGARDLESS OF CITY SIZE! 


It’s not how many prospects you have—it's 
how many calls you make that determine 

your sales. ONLY ONE newspaper 

in the Southwest has a Sunday circulation 

of more than a quarter of a million — 


The Sunday Oklaboman! 


Installation of a new 12 unit Goss 
Headliner press is underway. When 
it starts rolling this fall no other 
newspaper in the United States will 


attempt to place its baby foods on 
sale in all parts of the United 
States and has no plans, at the 
moment, for going national with 
the line, markets—usually out- 
lying suburban centers in a periph- 
ery around major cities—are being 
added constantly. The company, 


GOOD NEWS 0 
LONG ISLAND 
BABIES! 


Beech-Nut 
STRAINED FOODS 


att be better prepared to handle color | ee oe a a a. . i 


advertising daily or Sunday. 


EVENING 116,278 


CITY TIMES 


| No Sunday Magazine section published or sold in 
i the Southwest reaches so many homes as The 

| Sunday Magazine Section of The Daily Oklahoman. 
Locally edited, locally printed — it enjoys the 
high reader interest that pays off for advertisers. 


Ask your Katz representative for result stories. 


COME-ON—A few years ago Beech-Nut 
was giving baby foods the localized treat 
ment and offering mothers a free sample 
as a means of attracting new customers. 


which covers most leading mar- 
kets from Maine to Florida to Chi- 
cago and skips over the rest of the 
country to California, will invade 
several new areas during the sec- 
ond half of this year. 

As a result of this expansion the 
advertising budget is going up all 
the time, a trend which will con- 
tinue through 1951. 

Despite the voluntary limits the 
company has set on distribution to 


keep prices down, Beech-Nut, 
which was selected as one of the 
three most popular baby food 
brands in a national survey by 


Parents’ Magazine in 1949, ranks 
second in sales throughout the 
country and is first in many mar- 
kets in its operating territory, in- 
cluding New York. 


Sets Rabbit Fur Drive 

United Rabbit Dressers Inc., 
New York, through Lewin, Wil- 
liams & Saylor, is launching an in- 
tensive drive to promote rabbit 
as a high-fashion fur. Starting in 
August, full-page color ads will 
run in fashion magazines and 
newspaper supplements. 
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“There’s success written all over him now that he’s 
getting all-lowa coverage in the Des Moines Sunday Register’ 


’ 


#- 
‘a 
i. 
sg 
gz 
bo 
_ 
a : 


Can’t tell you where he got the snappy outfit . . . but can tell 
you how. Comes from selling a statewide market of 2% 
million people where income tops 5 billion dollars a year. 

Meaning Iowa, of course. 

Never was there a simpler single way to tap such a big, 
broad market. For the Des Moines Sunday Register covers 
this whole state better than most papers cover a city! It 
dominates in 86 out of lowa’s 99 counties with coverage of 
from 50% to 100% —delivers over 25% in all others! State- 
wide average—75% of all buying families. 

So it’s no surprise that advertisers have made the Des MARKET RANKING AMONG 
Moines Sunday Register 7th of all Sunday newspapers in AMERICA'S TOP 20 CITES 
general advertising linage. Especially since the milline rate ABC CIRCULATION March 31, 1951: 
is only $1.76! Daily, 374,303—Sunday, 540,836 


PACKAGES A STATEWIDE URBAN 


THE DES MOINES REGISTER anv [RIBUNE 


Gardner Cowles, President 


Represented by: 
Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphio 
Doyle & Hawley—Los Angeles, San Francisco 
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1950 1949 Per Cent 
Expenditures Expenditures Change 
| General Motors CrP. 27,594.07 gageoo72 * 11.0 
of, 2. Chrysler Compe onsen 13,703,45 9747966 = * 56.6 
o, 3. ford wotor (O.--" 13,586,71 10,629,320 * 78 
oy 4 Procter & 9,800; 935.325 148 
oY 5 1 Bros. 60 9,625,27 9047565 19.6 
oy Colgate-Palmolive- 8,998,02 17,089,890 25.6 
o 7. Distillers Corp 
Seagram's LG. 7,195,437 6,790,148 + 60 
g/, 8. General Foods 6,415,618 5124784 25.2 
o/, 9. Shenley Industries 5,967,184 6729403 42 
o 10. Reynolds Tobacco 5,368,930 qeieas | * 11.6 
o VN. Se rd Brands Inc 4,527,375 ane ot 66.6 
oy 12 al Electric Co 4,202,942 3927,574 70 
oy 13. National Distillers... 4,103,204 tye 4. 
y v4. Pile Mortis “571.013 4069170 122 
oe 15. Quoker Oats 60. 3,529,399 3,763,699 62 
oy 6 Genera! Mills VOC 3,376,986 3253998 3.8 
o 17. adie Corp. of America 3,168,624 7.05659 + 54.1 
ALS National Dairy 3,021,091 1,785,675 * 69.2 
oy \. American Prod. 2,865,296 2546819 125 
oy 2. gwitt & Co 2,730; 4397.21) 19.6 
oy 2. admiral COFPR 7.724,631 AL nd 143.9 
of, 22. Studebaker COP. 2,660,131 2549565 43 
oy %. Westinghouse Electri¢ 7,407,941 7499786 3] 
o/ 24. Priko Carpe 2,373,382 1756458 = * 35.1 
oY 25 Publicker Industries 2,370,627 1,300, + 822 
o/, 26. Hudson motor Car Co 7,351,204 3125.80 248 
oy, 2. Doubleday & (0. 7,324,841 1759" 30.9 
oy 2%. Nash-Kelvinator COrP-- 2.210038 2292452 3.6 
o/,29. Kellogs (0. 2,149,556 7,306.2 — 68 
9/20. Armour Cee ayaiasz 2AM — 2 
¥ 31. American Tobacco Co 7,088,336 3449973 39.5 
9 32. Motorole —— 7,046,758 5a7.9a5 273.5 
33, Le Blane COFP.” 7,036,026 vaosn | 188! 
o/ 34. Sterling Drug." 1,994,246 3,085,305 35 
35. Best Foods Int..." 1,890,302 1782423 * 6.) 
oy % Kaiser-Fraset “1,880,012 1,669, + 126 
oy 3. Coca-Cola Co 4,777,922 1782,044 02 
of 38. Hiram Walker ; 
hom & 1,696,159 yang * 48.4 
o/ 39. Bristol Myes ge 1,612,839 rt i a 
oy 10. Borda (nnn 1,598,955 iso 58 
oy 4. Aveo Wg. Cer 1,540,582 13561598 * 13.6 
oy, 42. Pillsbury Mills 1,509,412 2.984770 47] 
oy % Pepsi-tota (0. 1,471,228 1,995,708 * 343 
oy, 4. Pockord Motor Cor 1,428,025 2784 384 
oy 4. National Biscuit CO. 1,426,120 793837 «~~ 79.6 
o/, 46. Nepere Chemi 1,373,466 256801 * 434.8 
o 47. Time (ne. 1,360, 1973.26 * 26.8 
oy * institute of Life 


— grondard Oil (W. 3)... 


William Wrigley 


; (orn Products 


Refining C0. 


; Socony-Vacuum Oil .... 
_ Park & Tilford....-" 
_ Glenmore 


Distilleries i 
Greyhound Corp. 
Internatl. Cellucotton 
Eastern Airlines 
Unicorn Press Int... 
Libby, McNeill & Libby 


_ Pon American Ww 


hirways 


; Seven-Up Co. nee 
_ Ralston Purina (0... 
_ Cornation (o. 

_ Block Drug (0. 

eS F' Heinz Co. 

_ Boyuk Cigars Inc. 
. es Government? 


Standard Oil (Ind.)..-- 
Johnson & johnson....-- 
General Cigar C0....----- 
Sinclait Refining (0.".. 


_ American Rirlines Inc... 


P. Lorillard C0...--+-0*"* 


_ Union Corbide & 


Hills Bros. Coffee inc... 
_ Ponds Extract (0." 


Von Comp Seatood Co" 
oit (Colit.).- 


1950 
Expenditures 


1,270,023 


1,243,796 
1,225,125 


1,198,206 


1,160,080 
1,142,096 


1,119,931 
1,104,982 
1 099,593 


1,095,998 
1,090,778 
1,083,279 
1,082,531 
1,066,058 
1,018,493 


982,443 
957,421 
955,644 
918,649 
911,762 
95,415 
987,575 
985,533 
82,898 
69,437 
959,091 
g47,270 
942,666 
934,314 


820,286 
g19,310 
792,991 
789,768 
782,538 
780,243 


780,240 
777,65) 
772,440 
770,976 
769,305 
767,220 
765,503 
765,452 
761,157 
754,306 
728,923 
723,946 
713,453 


1949 
Expenditures 


1,030,323 


1,623,568 
1,090,082 


976,914 


1,153,511 
1,388,129 


708,580 
1,143,303 
1,024,889 


391,032 
1,139,365 
1,141,826 
1,062, 19 

ga7,747 
1,282,828 


674,301 
633,706 
720,686 
810,012 
939,246 
1,549,161 
494,682 
1,250,818 
609; 
905,114 
1 935,949 
211,188 
955,896 
760,992 


302,149 
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o/ 89. Plough Benenson 596856 * 32.5 
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lar Lest advertisers 


of the 100 national advertisers with the largest expenditures in newspapers 


in 1950...as reported by the Bureau of Advertising, American Newspaper 


Publishers Association 


larZest marker 


... 96 advertised in New York newspapers 


largest medium 


... 94+ advertised in The News 


lar Pest expenditure 


. .. 64+ spent more in The News than in any other New York newspaper— 


including 14 of the first 16, and 32 of the first 50 


a 


The largest medium in the largest market gives largest response for America’s 
largest advertisers—does an equally efficient selling job for advertisers 


| 
of any size, at one of the 


smallest costs 


...1in the United States! 


THE @ NEWS 


New York’s Picture Newspaper 
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Hunt Club Dog Food 
Will Buck a Trend 
in Summer Campaign 


Utica, N. Y., June 20—Hunt 
Club dog food, a product of Ani- 
mal Foundation Inc., will keep 
right on promoting this summer, 
despite the fact that most dog food 
makers slow down during the 
warm months. 

What Hunt Club figures, ob- 
viously, is that dogs must eat, and 
while there may be a seasonal de- 
cline in over-all purchases, there 
is no reason why Hunt Club 
should share in the decline—and 
its strong promotion effort 
(against slight competition) might 
reverse its sales trend. 

This is another development in 
a campaign which already speaks 
well for Hunt Club’s success in 
sales, and in working with news- 
papers. The campaign was sched- 
uled from Oct. 1, 1950, through 
July, 1951. It was to embrace 
about 60 markets, all east of the 
Mississippi—it was due to run in 
one newspaper in each market, 
except where forced combinations 
& Cotins, 
Hunt Club’s agency, says that 

y of the newspapers used were 
saad in linage and circulation. | 


AND GIVE THIS 
ADVERTISING 


A BREAK ~ plese? 


* The individual insertions ranged | 


from 840 lines to 140 lines, and the | xicxorF—Before the Hunt Club campaign got under way—and 


totals used in each market ranged scored o 38% sales increase—brokers, divisional managers and 


THESE ADS APPEAR IW JUNE AND JULY.. 


- FULL SITE - 


above. The copy below is from a new folder showing Hunt Club’s 
summer copy. The manufacturer has decided to buck the sea-| 


fr@m 420 lines to 1,200 lines * newspapers received the broadside whose center spread is shown sonal trend, which traditionally slumps during warm weather. 


mé@nth. 


The advertiser selected news-!| plementing them with a Sunday; Newspapers strongly appealed be-| which was 
merchandising, 


papers as the major medium, sup- morning newscast over CBS./|cause of their 


i 


—— 


LAKE COUNTY ~~ 
A TOP MARKET IN ILLINOIS — 
COVERED AND SERVED 
BY LAKE COUNTY'S ONLY 
DAILY NEWSPAPER 


The Waukegan News-Sun 


®) POPULATION 180,700 


4th largest in the state. 


\® AVERAGE INCOME 


XY $5,695.00 -. 3rd largest in the state. 


*; RETAIL FOOD SALES , 


$42,103,000 -- 3rd largest in the state. 


i e INCOME INDEX BASED ON NATIONAL AVERAGE 
P A K ~ OF 100% 
I! \ 148% -- Waukegan 137%. 
, an 
° ’ TOTAL RETAIL SALES 


va $167,000,000 -- 3rd largest in state. 


\e NUMBER OF AUTOMOBILES 


y 64,200 total -- 55,995 Passenger type. 
\ 2nd largest in state. 


AN 
1951 Sales Management figures. 
Figures from Secretary of State office, Springfield, Illinois. 


THIS LUCRATIVE MARKET COVERED BY LAKE COUNTY'S ONLY DAILY NEWSPAPER . . . 


Ghe aukenan News-Sun 


Represented Nationally by BURKE - KUIPERS and MAHONEY 


largely arranged 
through food brokers who handle 
Hunt Club. Some increased dis- 
tribution resulted, although Hunt 
Club’s distribution was already 
strong in these markets. 

The payoff: As of mid-May, 
Hunt Club's unit sales are up 38%. 


@ Here’s why the campaign was 
centered in newspapers, as Moser 
& Cotins account executive Ken 
Duffes sees it: (1) pressure and 
penetration at selected local levels; 
(2) opportunity to visualize an 
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interesting copy theme; (3) flex- 
ibility in spending against market 
opportunities; (4) fast control in 
reducing or increasing budget as 
market changes occurred; (5) 
minimum competition from TV; 
and (6) opportunity for frequent 
and economical follow-through to 
the trade by mailing proof sheets. 

The company was able to sell 
food brokers on the idea of helping 
Hunt Club sell the campaign to the 
trade and to the newspapers. Just 
before the campaign began, the 
agency and Hunt Club mailed a 
folder and newspaper mat sheet, 
with special letters, to every divi- 
sional sales manager, broker and 
newspaper. In the managers’ and 
brokers’ letters were report forms 
on which brokers and salesmen 
recorded contacts with newspapers 
and stations, and the type of co- 
operation promised. The forms 
went back to headquarters. 

Thus divisional sales managers 
contacted brokers to go over de- 
tails of the campaign; brokers con- 
tacted newspapers and dealers; 
newspapers made calls on brokers 
to show what merchandising as- 
sistance had been given, and on 
key grocers to tell the story of 
the campaign. 


Dana Sets Canadian Drive 


Dana Perfumes Inc., Chicago, is 
introducing its Twenty Carats per- 
fume in Canada, with full-color 
pages in Canadian magazines and 
b&w ads in daily newspapers, in a 
campaign which will continue 
throughout the summer. J. S. 
| Laing Agencies, Toronto, is Dana’s 
Canadian distributor, and Stewart- 
Bowman-Macpherson, Toronto, is 
the agency. 


Abner J. Gelula Appointed 


Abner J. Gelula & Associates 
has been appointed agency by the 
Atlantic City Press & Union Sun- 
day Press. 


Forker Co. Appointed Agency 
International Boiler Works, East 

Stroudsburg, Pa., has appointed 

Forker Co. to handle its advertis- 


a 


As Uncle 
Sam Sees It: 


defines Akron os 0 seperate and 
@istinet Metropolitan orea. 
This is a rich crea where the 
Akron Beacon Journa! has 


100% Coverage 


THE 


aaggen st) a! 2a-38 a EY ¥E 


THE AKRON MARKET 


The U. S. Bureou of the Census 


METROPOLITAN AREA 


The Akron Metropolitan Area (Summit County) 
plus... .13 Townships in Portage County 
plus... . 7 Townships in Medina County 
plus... . 4 Townships in Wayne County 
plus... . 4 Townships in Stark County 


make up Akron’s Retail Trading Area 
where practically every home receives Akron’s ONLY 
daily and Sunday newspaper. 


ing. 


RICH AKRON 


(Summit County) 


a market 


A rich market where there is 
no substitute for the Beacon 
Journal if you with to reach 
and sell Akron Buyers. 


AKRON BEACON Sen Al. 


John $. Knight, Publisher 
Reprevented Mationslly by: Story, Geese nn 
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— Philadel 3 Za 


In Philadelphia nearly everybody reads The Bulletin 


Evening and Sunday 


' ADVERTISING OrFices: Philadelphia, Filbert and Juniper Streets * New York, 285 Madison Avenue 
National Advertising Representatives: Sawyer-Ferguson-Walker Company °* Chicago * Detroit ¢* Atlanta * LosAngeles * San Francisco 
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Carolina Merchants 
Meeting Listens to 
Newspaper Ad Execs 


ASHEVILLE, N. C., June 19—It’s 
news when a group of merchants 
invites a group of newspaper ad- 
vertising executives over to tell 
them about the merits of news- 
paper advertising. 


But that’s what happened at 
the recent convention of the North 
Carolina Merchants Assn. The 
merchants broke a 49-year-old 
tradition when they asked the 


Newspaper Advertising Executives 
Assn. of the Carolinas to present 
a panel discussion at their con- 
vention here. 

The newspaper ad executives 
whipped up a spirited discussion 
on “how advertising makes your 
cash register ring.” The hour-long 
program was recorded on tape by 
the Bureau of Advertising, Amer- 
ican Newspaper Publishers Assn. 


e Four leading newspaper ad| 


chants comprised the panel. George 


BY INVITATION—An unusual feature of this panel, convened to 
tell North Carolina merchants something of the merits of news- 
paper advertising, is the fact that it was invited to do just that 


execs and three outstanding mer-, members were Russell Snook, co- 

owner of Snook Bros., Charlotte; 
Louis Lipinsky, president, Bon 
Marche, Asheville, and Frank Mc- 
Cabe, manager of Sellars depart- 
ment store, Burlington. 

Each panel member gave a brief 
talk on a previously assigned sub- 
ject. Mr. Brandon’s was titled 
“How much should you spend for 


Lemons, ad director of the Greens- 
boro News & Record, acted as 
chairman. The others were Al 
Brandon, general manager, Rocky 
Mount Telegram; O. A. Robinson, 
ad director, Charlotte Observer, 
and Roy Philips, ad director, Ashe- | 
ville Citizen & Times. Merchant} 
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Ts FORT TH S PAR-TELEGRAM—largest newspaper in the largest state. Se: 


reaching more than 100 
payroll area! 


1. 8 - 
u hy 4 Fifties 
ey 

SG atved by Reéxas’ Largest 
Ovér 210,000 Net Paid Daily and 


iy 


‘ng one 
of the nation’s foregfost markets—wealthy West Texas. Circulation that reaches deep into 
the great Plains oil act 

hundreds of other fine business enterprises. Fort Worth—the hub of this nation’s No. 1 farm state! 


Serving this top trade market—a market rich in buying power—is the Fort Worth Star-Telegram, 


ivity; the far-flung meat packing industries; transportation, cattle, and 


wealthy counties . . . delivering quality coverage in a tremendous 


In Tarrant County alone the 1950 census skows a population of over 360,000, a yain of 


et 


= oe uy served by the 


schedule the 


For further information and market 
data analysis, write 

AMON CARTER, Jr. 
National Advertising Director 
Fort Worth Star-Telegram 


LARGEST CIRCULATION IN 


extensive market! 


59.3% over 1940. Three major refineries and oil company offices alone in Fort Worth 
employ 2400 persons—a payroll of $8,750,000 annually. 


r\ Add to this the vast petroleum industries, farm and cattle empires of West Texas 


Fort Worth Star-Telegram, and picture the buying power of this 
A market you can reach with YOUR sales story—when you 
Star-Telegram! Remember, 31.2 million lines of advertising in the 


Star-Telegram during 1950 is proof of satisfied advertisers! 


BUSINESS IN THE FT. WORTH & WEST TEXAS MARKET 


Retail Sales (1950) 25.4% of Texas ---------$1,935,197.000 
Effective Buying Income (1950) 22.9%, of Texas. 2.225.863.000 
Civilian Population (1950) 23.1% of Texas 1,804,800 
Food Soles (1950) 23.8% of Texas ; 387,671,000 
Drug Sales (1950) 26.6% of Texas... _.... _  §8,067.000 
General Merchandise Sales (1950) 25.7% of Texas. 246,347,000 
Furn—House—Radio Sales (1950) 21.6% of Texas. 89,402,000 
Auto Sales (1950) 27.1% of Texas. vce. $23,540,000 
Gross Farm Dollars (1950) 40.1% of Texas. 823.623.000 
Above Figures copyright 1951 
Sales not licensed 


Management Survey of Buying Power. further reproducti 


STAR-TELEGRAM 


AMON G. CARTER, publisher 


Se 
= ee 


TEXAS —OVER 210,000 NET 


PAID DAILY & SUNDAY 
Without the use of schemes, premiums, or contests. “Just a newspaper.” 


by the merchants themselves. Panelists are leading merchants 
and newspaper advertising executives who spoke at a recent 
meeting of the North Carolina Merchants Assn. 


advertising?”; Mr. Snook’s was 
“How you can build your busi- 
ness with advertising”; Mr. Rob- 
inson covered “Your customers’ 


reading habits—and how you can} 


make them pay off.” 

Mr. Lipinsky spoke on “You're 
partners in business—you and 
your newspaper.” Mr. Philips 
spoke on “How often should you 
advertise—and should you par- 
ticipate in community-wide ad- 
vertising?” and Mr. McCabe talked 
on “How you can plan and time 
your advertising for greatest re- 
sults.” 


St. Louis Station KXOK 
Not Sold with ‘Star-Times’ 

The Star-Times Publishing Co.’s 
radio station, KXOK, is not in- 
volved in the sale of the St. Louis 
Star-Times to the St. Louis Post 
Dispatch (AA, June 18). 

In a news flash reporting the 
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Wool Bureau and 10 
Mills Plan Color 
Fashion Promotion 


Los ANGELEs, June 19—The Wool 
Bureau and its women’s wear ad- 
visory committee has scheduled a 
national “wool in California col- 
ors” promotion for spring, 1952. 

The campaign, supported by the 
national advertising of ten co- 
operating woolen mills, will be 
launched officially in October with 
three events—a buyers’ fashion 
showing of couture and California 
Fashion Creators’ costumes dur- 

| ing the week of Oct. 21; a second 
showing of the costumes during 
Los Angeles Press Week, starting 
Oct. 28, and an international fash- 
ion forum, at which important fig- 
ures in government and retailing 
will speak. 
| Mills participating in the pro- 
| motion include: Botany Mills Inc., 
C. M. De Land Woolen Co., Hock- 
anum Mills Inc., Forstmann Wool- 
jen Co. A. D. Juilliard & Co., 
| Miron Woolens, Pacific Mills’ 
| worsted division, J. P. Stevens & 
|Co., S. Stroock & Co. and John 
| Walther Fabrics Inc. 


| @ Each of the mills will create all- 
wool fabrics in six colors, which 

| will be given special names for 
the promotion. The colors will be 

confined to members of the Cali- 

fornia Fashion Creators and se- 

lected couture designers until after 

| the merchandise has reached stores 

for selling in January, 1952. 
A complete promotional guide 


purchase, AA said that Station! for store buyers will take the form 
| KMOX was not involved in the| of a “wool in California colors” 
'sale, implying that KMOX had! portfolio, incorporating the pro- 


|some connection with the Star- 
| Times. As Columbia Broadcasting 
| System’s owned and operated sta- 
| tion in St. Louis, KMOX has no 
corporate connection with either 
party to the transaction. 


Rauscher Leaves Hewes 

| George Rauscher has resigned 
| from Hewes Brokerage Co., Yaki- 
ma, Wash., to resume his former 
| position of sales manager of Yaki- 
| ma County Horticultural Union, 
growers’ cooperative. He succeeds 
| R. W. Staples, who has been named 
sales manager of Stubbs Fruit & 
| Storage Co. 


| gram of events, names of partici- 
pating mills, listings of costumes, 
|}and pages swatched to illustrate 
the colors. 

| The portfolio also will include a 
list of tie-in promotions arranged 
| by individual mills with pattern 
| companies and shoe, glove and 
| hosiery manufacturers, as well as 
suggested window displays, ad- 
vertising copy, sales training in- 
formation and Wool Bureau liter- 
ature. The costumes are designed 
for spring-into-summer selling. 


‘Post’ Promotes Ellsworth 


| Haroid F. Ellsworth, sales rep- 

oo Names Ray-Hirsch | resentative of The Saturday Eve- 

Ray-Hirsch Co., New York, has/| ning Post’s Detroit office, has been 

been named to handle advertising | promoted to manager of the maga- 

for Brookhaven Electronics Corp.,| zine’s food merchandising division, 
Bellport, N. Y. | Philadelphia, effective July 1. 


lt would take nearly ALL the leading Magazines, weekly, 
semi-monthly, monthly, if, each were read exclusively, to 
‘|| equalize the HOME-COUNTY Circulation, each day of the 


cae Reside tee 
Commonwealth Reporter 


A. B. C. NET PAID Circulation, COUNTY-WIDE 
exceeds 14,456 out of the TOTAL 
daily circulation of............ 16,886 


Here are the Magazines distribution for 
FOND DU LAC COUNTY ... 
(Source of information is Oct. 1950 issue of 
S.R. and D.S. and the Bureau of Advertising. ) 


eevee tre errr a. TEE EEE 
Ledies Home Journal... ... 2153 Good Housekeeping 
Saturday Ev Post... .1484 Trve Story ... 
Women's Home Companion . Cosmopolitan ........... 
PED ens oweecensencce ae | |UD. ceccesecece 

Homes and Gordens .2377 rrr 636 
BOO ccc ccrcccscccccces ee eee ee 75 


and the Fond du Lac Commonwealth Reporter ALONE, will give you 
83.23% hometown FAMILY Coverage, of its entire MARKET AREA at 
the LOWEST RATE, for the HIGHEST CIRCULATION in history. 


In New York, Chicago, Boston, ask Smell, Brewer & Kent, Inc. 
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Thats honoring a 
reat newspa 
“that was kiled" 


All day flags fluttered at half-mast 
over hundreds of American newspaper 
buildings and press association offices. 
At their desks busy newsmen paused 
to salute the passing of La Prensa, 
Argentina’s famed independent news- 
paper that died rather than relinquish 
its right to print the news freely, 
completely and honestly. 


To American newspaper readers, 
accustomed to buying the truth at a 
newsstand for five cents, the mourn- 
ing flags gave new, immediate mean- 
ing to the cherished principle of Free- 
dom of the Press. Under their own 
half-masted flag, newsmen and editors 
of the Minneapolis Star and Tribune 
found special significance in La Pren- 


sa’s demise, for one of the editors of 
these Upper Midwest newspapers is a 
leader in America’s fight to preserve the 
fundamental freedom of uncensored 
access to news throughout the world. 

The going is tough. In the hushed 
elegance of United Nations committee 
, chambers, representatives of 15 coun- 
tries labored for weeks over a UN 
treaty for freedom of information. 
The totalitarian group is interested 
in only one kind of freedom: freedom 
of governments to control what their 
people read and hear. Others favor 
watered-down government controls, 
or any compromise just to get a treaty. 


Heading a consecrated group—a 
clear minority on the committee— 
which demands unrestricted freedom 
of information for all the press in all the 
world is astocky,serious midwesterner, 
Carroll Binder, 
editorial editor of 
the Minneapolis 
Tribune and Uni- 
ted States repre- 
sentative on the 
UN committee. 
Binder is famed 
internationally a8 CARROLL BINDER 


an expert in foreign affairs. His broad 
experience as foreign correspondent in 
London, Moscow and Rome, his wide 
foreign travels, his acquaintance with 
world figures from Stalin to Churchill, 
hisstubborn integrity and hisinsistence 
upon the rights of all men to learn the 
facts and decide for themselves have 
made him a respected adversary to 
his UN committee opponents. 
Whether speaking for the United 
States in this UN fight for press free- 
dom, or speaking to the people of the 
Upper Midwest in the Minneapolis 
Tribune editorial columns, Carroll 
Binder represents the kind of leader- 
ship and authority that have made 
and kept the Minneapolis Star and 
Tribune the best-read, best-liked, 
most-respected newspapers of the 
225-county area which they serve. 


Minneapolis 
Star 2x2 Tribune 


EVENING MORNING & SUNDAY 


615,000 SUNDAY - 485,000 DAILY 
President 


JOHN COWLES, 
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Egod... 
drawers full of ‘em! 
But our greatest 
t@ttimonials are the 
isfied customers 
have used our 
Ipendable services 
* 4 after year and 
who hove proved the 
werth of Pontiac's 
sig unified services. 
under one roof 
afd one manage- 
nt, with 40 years 
experience and 
gf®wth in service to 
the advertising 
pfbfession. 
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How Newspapers 


Helped Haller 


Put Over County Fair Bourbon 


New York, June 20—One of the 
most outstanding newspaper ad- 
vertising campaigns for the intro- 
duction of a new product was 


launched last year by W. A. Hal-' 


ler Corp. when it introduced its 
bonded bourbon, County Fair, 
market by market in 26 states 
through full-page ads in 300 news- 
papers. Monroe Greenthal Co. pre- 
pared and handled the advertising. 
“Hard hitting newspaper adver- 
tising backed by intensive mer- 
chandising has made County Fair 
a staple product in most package 
liquor stores throughout the coun- 
try in less than a year,” Mr. 
Greenthal told AA. 

Most of the credit for this, he 
insists, belongs to three executives 
of Publicker Industries, of which 
Haller is a subsidiary. They are 
Harold Hirschfeld, nationa] sales 


NOW this price offer 
for a muted time only’ 


Bottled in Bond 
BOURBON 


om 


INITIAL AD—This newspaper copy, fea- 

turing a larger than life size bottle, was 

used to introduce Haller’s County Fair 

bonded bourbon at a special reduced 
price. 


manager of all Haller’s brands, 
R. Robert Smith, director of ad- 
and merchandising for 
Industries, and John 
Publicker’s advertising 


Publicker 
Schwed, 
manager. 


a “They started with a quality 
product,” Mr. Greenthal says. 
“They developed a unique package, 
a bottle that simulated colonial 
blown glass, and a unique label. 


,Then they worked out one of the 


most intensive merchandising 
campaigns that has ever been used 
to introduce a new product. 

“The merchandising of the new 
product preceded the advertising 


so that when the ads broke in 
each market the dealers in every 
instance had been prepared and 
were ready to take advantage of 
the distinctive type of advertising 
that we used. 

“County Fair,” Mr. Greenthal 
says, “established its position as 
a popular bourbon because it was 
introduced at a special price and 
imtelligently merchandised. It has 
maintained its position because of 
its quality and because it still is 
being intelligently merchandised.” 


ws The newspaper advertising ap- 
propriation for the introductory 
phase of the campaign was $500,- 
000. The first market selected was 
New York. Full page ads were 
used weekly for about six weeks 
starting in May, 1950, in the New 
York Herald-Tribune, Journal- 
American, News, Timesand World- 
Telegram & Sun, and 640-line ads 


‘in Amsterdam News and Long Is- 


land Star-Journal & Press. Esti- 
mated total readership of these 
six newspapers at the time was 
6,376,928. Later, the New York 
Mirror and New York Post were 
added. 

The initial advertising offered 
County Fair for a limited time only 
at $4.05 a fifth, and declared spe- 
cifically that “you'll continue to 
buy it when it returns to its regu- 
lar price” of $4.64. 

“The price assured initial samp- 
ling,” Mr. Greenthal points out. 
“That’s what Haller wanted—a 
million bourbon tasters—because 
it was confident that the true merit 
of the whisky would keep cus- 
tomers.” 

Incidentally, dealers’ full mar- 
gins were assured during and after 
the introductory offer. 


ws The merchandising plan called 
for vigorous support by distribu- 
tors nationally, which included 
Oxford Distributing Co. in New 
York. Sales meetings were held 
and both Haller’s and the distribu- 
tor’s salesmen called on the local 
trade with samples. 

Animated window displays were 
installed in high-traffic spots and 
merchandising windows were in- 
stalled throughout the city. 

The newspapers were fully co- 
operative. Both the Journal-Ameri- 
can and the News sent out mer- 
chandising representatives to 1,200 
of the 2,600 package stores in the 
greater New York area, and the 


other newspapers undertook a di- 
rect mail sales campaign to help 
the merchandising plan. 


vertising Haller used ads in local 
liquor store business papers and 
double size posters in subway sta- 
tions. 


s Following the New York plan in 
major particulars, especially 
tensive merchandising before and 
during the advertising campaign, 
similar 
for County Fair were launched in 
San Francisco, Los Angeles and 
Chicago. 


more 
York promotion in that 
more dealer support. 


scratch, County 
has become the sixth largest ad- 
vertised bourbon in the U.S. 


brands have been introduced suc- 
cessfully in most of the monopoly 
states including Idaho, Ohio, Penn-| 
sylvania, 
bama, Oregon and Washington, in 
that order. 


advertising is being used in Ark- 
ansas, 
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FAMILY COPY—Typical of Haller’s current advertising is this 500-line family ad, 
with County Fair bonded given the place of honor and other products in the line 
also getting top billing. 


necticut, Delaware, District of 
Columbia, Florida, Georgia, Illi- 
nois (Chicago and southern), Ken- 
tucky, Maryland, Massachusetts, 
Minnesota, Missouri, Nebraska, 
New Jersey, New York, and Rhode 
Island. 

In addition, full pages in four 
colors have been used since last 
October in several national busi- 
ness papers anc in Collier’s, Life, 
Newsweek and True, 


In addition to the newspaper ad- 


in- 


introductory e@ Last November, when Haller 
announced a 15% price advance, 
seven magazines and 220 news- 
papers were used in addition to 
outdoor and transportation adver- 
tising to support the price change. 

In many of the local markets the 
introductory campaign started 
with teaser ads in local newspa- 
pers which were followed up by 
smashing full-page introductory 
announcements and week-after- 
week follow copy supplemented by 
outdoor advertising. 

In every city where newspapers 
have been used, Mr. Greenthal 
says, Haller has received extra- 
ordinary cooperation from the 
newspapers’ advertising and sales 
promotion departments. “We 
couldn’t have done what we did 
California, Colorado, Con-| without them,” he says. 


promotions 


The Chicago campaign was even 
successful than the New 
it got) 


In less than a year, starting from 


Fair reportedly 


County Fair and other Haller 


Michigan, Maine, Ala- 


Continuing Haller newspaper 


COLOR Pp 


CEs 
ART WORK 
PHOTOGRAPHY 
ooh UNIFIED 
Pou SERVICES 


Py, TAC 


Cugraving and 
Elecirotype Co. 


812 W. VAN BUREN STREET 
HA ymarket 1-1000 © Chicago 7, Illinois 


: Represented Nationally by Jann & Kelley, 


lowa an 


Take a look at the buying power in the rich Quad-City market. 
Sales Management Survey of Buying Power figures reveal total effective 
buying income of $402,783,000, and Davenport alone has an average 
effective buying income per family of $5,947! 
dreds of advertisers aim for the Quad-City market (Davenport, Iowa, 
Rock Island, Moline and East Moline, 
DAVENPORT NEWSPAPERS. 


PUNCTUATE YOUR SALES In This 
RICH QUAD-CITY MARKET 


DAVENPORT NEWSPAPERS 


The on Newspapers with Home-Delivered Circulation on both the 
Illinois sides of the important Quad-City market. 
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Small wonder that hun- 
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More Beauty Care 
Done in the Home, 
’ . i. 
Companion’ Finds 

New York, June 20—As far as 
beauty care is concerned, Ameri- 
can women are increasing their 
back-to-the-home movement. 

At least that’s the finding of 
the sixth biennial study of Wom- 
an’s Home Companion readers, 
released this week. 

The survey, conducted by the 
Crowell-Collier Publishing Co.'s 
research department, indicates, for 
instance, that 56% of Companion 
readers used home wave kits dur- 
ing 195l1—a gain of 12% over 
1949, when 50% were using the 
kits. 

Information in the survey is 
based on 2,505 replies—75.4% of 
a mailing of about 3,300 question- 
naires to Companion subscribers. 
The study contains data on usage 
and consumer brand preferences 
for about 100 different products, 
with comparisons between 1951 
and 1949. Advertisers are fur- 
i nished with special information 
concerning a number of products. 


s Some of the findings: 

Toothpaste is used by 80% of 
Companion readers. Another 27% 
use tooth powder, and 4% liquid 
dentifrices. 

Deodorant soap is used by 19%; 
“on curler” wave kits are used 
by 54% as compared with 13% 
using the new “in pin curl” type. 
Indelible lipstick is favored more 
by women in older age groups. 

Drug stores continue to be the 
most important retail outlet for 
cosmetics, except toilet soaps, 
which most users buy in grocery 
stores. The five-and-tens are 
patronized by 31% of the users of 
nail preparations. 

The study breaks down the mar- 
ket for the various cosmetic prod- 
ucts by both age and family in- 
come, with groupings conforming 
to standard U. S. census break- 
down. Also included is a division 
between women who are home- 
makers exclusively and those em- 
ployed outside of the home. 


A As befits Detroit's HOME 
me newspaper, The News is a stimulant 

for home building activity. In the last several 
years, Detroiters have purchased 38,915 Detroit News’ 
house plan books and 18,633 working blueprints. They 
have paid over $100,000 for these home designs origi- 
nated by this newspaper and supplied to Detroit residents 
at cost. Because of its popularity with home-bodies, the 
HOME SECTION of The News, a regular feature of its 
Friday editions, has proved most lucrative to advertisers 
of building and home improvement products. 


To do a sales-building job in this industrial market — 
where individual factory workers average over $75 
weekly — build your advertising program around The 


Dickerman Names Moore; 
Gets Dilmaghani Account 


Hal E. Moore, formerly program 
director of Station WKOX, Fram- 
ingham, Mass., and eastern sales 
representative with Geyer Publi- «4 

{ cations, has been named an ac- «< 
count executive of Dickerman Ad- 
/ vertising Agency, New =. 464,940 

The agency has been named to : . 
handle the account of Medhi Dil- ee ee 
maghani & Co., New York Persian 7 sPo 


rug dealer. Magazines, trade pub- 571,757 
| lications and direct mail will be pein. WwW News. It exerts such great influence on Detroiters’ home- 
in Detroit News" Fastory making and buying habits that advertisers place prac- 
A. B.C. hy peri . . ° e 
Hoffman Beverage Shifts 3 PHey a tically as much linage in The News as in both other 
Following the retirement of De P s 
Rudolf Pabst as president of Hoff-| % troit papers combined. 
f man Beverage Co., Newark, N. J., r 
subsidiary of Pabst Brewing Co., eS. of 
em Harris Perlstein, president of | -a 
| Pabst, has assumed the presidency me 


| of Hoffman. William O. Dilling- 


i ham, formerly vice-president of ‘ 4 . %, Ser 
Best Foods Inc., has been elected + ; 
i executive vice-president and di- ie: ‘ “er 
ii rector of a 7% sub- % pee i : 

sidiary, and George . Frazer, ee ee ° Be et oa | 
comptroller of Hoffman, will take THE HOME NEWSPAPER _ 
on the additional post of assistant 


vice-president. owners end operators of radio stations WWJ, WWJ-FM, WWJ-TV 


ig Bachtold Reappoints Mace 


r Bachtold Bros., Forest, Ill., man- | 
N ufacturer of mowers, cultivators | 
! | and power saws, has reappointed 
Mace Advertising Agency, Peoria, 
Ill., which formerly handled the 
; Bachtold account. Don Heinrich 
i Advertising Agency, Peoria, re- 
{ ‘ cently serviced the account. 


Eostern Offices: 110 E. 42nd St., New York 17—under management of A. H. KUCH . Western Offices: JOHN E. LUTZ CO,, Tribune Tower, Chicago 


| Duart to Push Color Shampoo 


Duart Mfg. Co., San Francisco, 
manufacturer of Kolor-treet color 
shampoo, has signed to sponsor the 
“Hollywood Open House” radio 
show over stations in Washington, 
Oregon, California and Texas. 
Honig-Cooper Co. is the agency. 
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Magazines, Comic Sections Said to 


Carry 20% of Newspaper National Ads 


New York, June 21—An indica- 
tion of the increasingly important 
role newspaper magazines and 
comic sections are playing in the 
over-all newspaper picture is the 
estimate of their share of the total 
national advertising doliars spent 
in newspapers, which for 1950 was 
put at 20%. 

This estimate was compiled from 
linage records by Metropolitan 
Sunday Newspapers, one of the 
majors in this field. 

Most of the syndicated newspa- 
per magazines have increased 
their circulations since the last 
time Apvertisinc Ace (AA, Aug. 
28) surveyed the medium, with | 
major gains accruing from the | 
signing of additional papers. 

A new name will enter the field 
on Sept. 8, 1951, when the Montre-| 
al Standard Publishing Co. will} 
publish the first issue of Canada’s | 
Weekend Picture Magazine, to be | 
carried in seven newspapers with | 
a circulation of 800,000. 

@ Metropolitan Sunday Maga-| 
zthes, which sells advertising in| 
logally edited magazine and pic- | 
tue sections of 27 newspapers and 
in Sunday comics in 43 papers, 
gfOssed $21,000,000 on the two op- 
erations in 1949 and 1950. This 
year the company hopes to top| 
that figure. Advertising revenue | 
fo® Metropolitan in 1941 was $3,- 

,000. | 

irculation of the Metropolitan 
SWnday Magazine Group, started 
by 10 newspapers in 1932, has 
@fown from 5,000,000 to 15,500,- 
000. The Metropolitan Sunday) 
Cémics Group has jumped from | 
6,000,000 in 1932 to nearly 19,000,- 
000. 


Metropolitan is wholly owned 
by ten stockholder papers. They | 
aré the Baltimore Sun, Boston | 
Globe, Chicago Tribune, Cleve-| 
laid Plain Dealer, Detroit News, 
New York News, Philadelphia In- | 
quirer, Pittsburgh Press, St. Louis 


Glébe-Democrat and Washington | 


Star. 


@ The Metropolitan Group has 
never hesitated to sell itself in 
combination with other media nor 
to aid advertisers and agencies, 
when requested to do so, in cor- 
relating Metro with an over-all ad- 
vertising program. 

“Our salesmen have had a good 
deal of experience on the buying 
side,” Frederick A. Reinhart, pro- 
motion director of Metro, said. 
“This makes them better able to 
understand the buyer’s point of 
view. We do not believe in try- 
ing te sell on the strength of our 
competitors’ weaknesses. We have 
no inhibitions about admitting that 
other media are fine—and profit- 
able for advertisers.” 

This attitude is well demon- 
strated in a new color slide film 
prepared by Metro for the “benefit 
of advertisers and agencies who 
don’t understand who we are.” 
Titled “Your Bridge to Sales,” 
this film, far from taking pot shots | 
at the competition, mentions two| 
principals in that category—This | 
Week and The American Weekly— | 
as examples of the sort of selling | 
Metro is explaining. | 


e Metropolitan Group’s 24-man | 
research department is kept busy | 
preparing analyses to show an ad- 
vertiser how the group can be 
fitted into his distribution prob- 
lems. Most of these studies are 
custom-built to fit the particular 
pattern of a product. 

The top management of Metro's 
magazine and comics is identical. 
The comics production department 
is available to work directly with 
agencies on advertising copy for 
the comics. Metropolitan feels 


these 15 or 16 people are well 
worth their money since many 
small agencies do not have the 
personnel or the background to 
turn out satisfactory copy for a 
comics section. 


Locally-Edited Magazine Group, 
comprised of 12 Sunday magazines, 
which are individually edited. This 
group was started in 1942 as a sin- 
gle magazine distributed by the 
Louisville Courier-Journal. The 
entire group now is printed by the 
Standard Gravure Corp. in Louis- 
ville. 

An advertiser may buy the en- 
tire ~roup or any part of it. He will 
save on a group purchase by pay- 


| ing mechanical charges only once, 
Another important force is the| 


but there is no saving in space 


costs. Seven of the locally-edited 
magazines rank among the top ten 
gravure newspaper magazines in 
total advertising linage. Since last 
August the Richmond News-Lead- 
er has dropped out of this group, | 
which now has an estimated total | 
circulation of 2,780,000. 


@ The addition of three papers— 
Miami News, Providence Journal 
and Phoenix Republic—has 
boosted This Week Magazine’s cir- 
culation to above the 10,000,000 | 
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mark. In 1950 the magazine claims 
to have scored the largest percent- 
age increase—21.5%—in advertis- 
ing revenue of any leading maga- 
zine, general magazines as well 
as newspaper magazines included. 

Commenting on This Week’s 
gains, W. Clemens Bently, director 
of promotion and public relations, 
said: 

“We are riding high on a 
publishing trend. People, because 
of television and other reasons, 
don’t have too much time for read- 
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Baltimore News-Post American San Francisco Examiner Chicago Herald-American 
Pittsburgh Sun-Telegraph 


Copyright 1951 by Hearst Consolidated Publications, Inc., Hearst Advertising Service Division. All rights reserved. 
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your changing markets! 

mapped, charted and analyzed are 
city blocks, with 445,456 retail out- 
3,037 shopping centers and streets, 


located in 9 great markets: Baltimore, Boston, 
Chicago, 
Pittsburgh, San Francisco, Seattle. 


Detroit, Los Angeles, New York, 
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Herbert W. Beyea, General Manager 
959 8th Avenue, New York 19, N. Y. 


Offices in Principal Cities representing 
New York Journal- American Albany Times Union 


Detroit Times 


Los Angeles Examiner 


Seattle Post-Intelligencer 
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ing during the week, but they do! tributed magazine field is The | total number to 23. The magazine’s qoes a yen 
like reading material on Sunday.” | American Weekly, which orginal-| circulation already exceeds 10,-| io4g 9.410.561 16 466.061 

This Week is now distributed by | ly was started as a means of boost- | 000,000. Though details of the proj- =e —— a4 
28 newspapers. Its record, over the ing the circulation of Hearst pa-|ect are not available, The Week- Current figure 10:110.676 4.909.335" 
years, looks like this: | pers. In 1938 newspapers outside | ly is considering ways of dressing | *janwary-April, 1951 

ADVERTISING the Hearst chain began to dis-| up the magazine. Results of this : 

1945 a p> tribute the magazine, which has_ planning may be apparent by the | # Circulation and advertising vol- 
1946 8,329,258 9739873 been steadily gaining circulation.| first of the year in the form of| ume of Puck-the Comic Weekly 
1947 8,606,467 14,621,378 Advertising volume, however, dip-| new type, better paper or both. | dipped slightly in 1950. The circu- 
ios ry eed ped in 1950 after a sharp gain in| Its circulation and advertising | lation drop was due to a loss on 
1950 9.917.927 20,328,167 | 1949. | picture in recent years is as fol-| the part of some of the subscrib- 
Current figure 5.000.000 -plus 7.455,766¢ St. Paul Pioneer Press will join | lows: |ing papers rather than to a de- 
*January-April, 1951 . al: the list of The American Weekly’s | ADVERTISING | crease in the number of papers 


CIRCULATION VOLUME 
8,249,786 


Pioneer in the newspaper dis- distributors July 1, bringing the! i945 $13,285,217 | carrying the weekly. 


— — PT ergs 


Advertising Coverage 
Changes in markets are swift and sometimes sweep- _in holding to the fundamentals of sound advertising 
ing. People acquire new habits of thinking, buying, —_ strategy. Confident that “it is easier to get more busi- 
living. To meet these changes, business must employ _ ness from many customers than to sell more to each 
flexible, forward-looking merchandising tactics, customer,” Sun buys blanket coverage in Pittsburgh's 
based on accurate and timely facts. In Pittsburgh, for newspapers — places 49% of total lineage used by 
example, changes have meant increased decentrali- _ the city's retail drug advertisers! Sun's strategy also 
zation into the suburbs, expansion and diversification _ includes selling only nationally-advertised brands, 
of industry, new building programs. to gain extra impact in its advertising. 
In this Pittsburgh pattern, the 17-year-old Sun Drug 
Co., Inc., has firmly established itself as the city’s 
biggest drug chain — by following the decentraliza- 
tion trend. Of its 34 stores, 28 are suburban. In step 
with the popularity of super-market techniques, 
Sun's store displays are wide open, making mer- 


chandise easy to see, easy to buy. Non-drug items 
have been brought into the profit picture. 


And for the national advertisers themselves, com- 
plete and up-to-the-minute /ocal data is essential in 
selling the local markets that make up the national 


market. It provides the basis for proper local tactics 
to carry out national strategy. So get in touch with 
your H.A.S. man today, for facts about the ten major 
markets in which more than half the nation’s buying 


income is concentrated. It’s an essential touchstone 
Meanwhile, however, Sun has remained inflexible _ for sales. 
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In January, 1951, the Salt Lake 
City Deseret News was added to 
Puck’s coverage. As optional pa- 
pers, Deseret News and Dallas 
Times-Herald are not included in 
the 1950 circulation count of 8,- 
| 369,836, contributed by 17 news- 
| papers. 

Figures for this publication are 


as follows: 
ADVERTISING 

CIRCULATION VOLUME 

| 1945 6,875,891 t 
1946 7,350,507 t 

| 1947 7,592,101 t 
1948 8,236,321 t 

| 1949 8,371,180 $7,329,550 
1950 8.369.863 7,051,280 
Current figure 8,369,863 2,526,025* 
*January-April, 1951 
tNot available. 


@ Parade reports that its dollar 
volume for the first half of 1951 
has gained 28.7% over last year. Its 
circulation has been gaining stead- 
ily during the past few years and 
}now numbers more than 5,190,000. 
Thirty-two papers were distribu- 
| ting Parade as of May. 


Its record: 

: ADVERTISING 

| CIRCULATION VOLUME 
1945 2,202,750 $1,741,165 
1946 3,657,607 1,808,562 
1947 4,275,748 2,298,479 
1948 4.765.098 4,160,214 
1949 4,602,522 5,128,737 
1950 5,082,502 6,067,723 
Current figure 5,192,144 2,490,938" 


| *January-April, 1951 


@ Canada’s first syndicated new 
paper magazine, Weekend Pictw 
Magazine, will start publicati 
Sept. 8. It will be carried in t 
London Free Press; Montreal Da 
Star; The Standard, Montreal; T 
Telegram, Toronto; The Telegrap 
Journal and Evening Times-Glo 
Saint John; The Times and Tra 
script, Moncton, and The Va 
| couver Sun. This will give t 
| magaaine a combined circulati 
of 800,000. 

Weekend will be published 
| the Montreal Standard Publishi 
| Co., which in 1949 installed a m 
lern, four-color Goss rotograv 
|press. The Standard’s pre 

photonews and magazine secti 
wil! be combined in the new m 
aaine. 

The Standard in the past 
consisted of a metropolitan edit 
published Saturday night in M 
treal and distributed in the 
|and surrounding area, and a p 
date edition distributed nation 
}in Canada. The Standard pr 
| will continue to be published and 
| distributed in territories which do 
not conflict with member news- 
papers of Weekend. The metropoli- 
tan edition of The Standard will 
be taken over by The Montreal 
Daily Star, an affiliated paper. In 
some sections of the country, such 
as the prairie provinces, the prov- 
ince of Nova Scotia, and in other 
areas of Canada not covered by 
member newspapers, the predate 
Standard will still be circulated, 
according to Lewis Louthood, di- 
rector of promotion and circula- 
tion for The Standard. 


@ The Standard magazine section 
switched to gravure in July, 1949. 
In 1950 The Standard published 
| 533,000 lines of gravure adver- 
tising in the magazine section 
j}and 593,000 lines of gravure ad- 
| vertising in the photonews section, 
totaling more than 1,250,000 lines. 
Of this amount more than 280,000 
lines were color advertising. 
Basic rates will be $2,900 for a 
full monotone page and $3,500 for 
a full page in three or four colors. 
Beer and liquor advertising will 
not be accepted because regula- 
tions concerning this product cate- 
gory are a provincial matter. W. 
D. Taylor, advertising manager, 
will have offices at 390 Bay St., To- 
ronto. Weekend advertising rep- 
resentatives will also sell space in 
the comic sections of the member 
newspapers at a group rate. They 
will also accept insertions for in- 
dividual comics sections of the 
newspapers. 
Weekend reports that acceptance 
by advertisers and agencies to date 
' has been “most satisfactory.” 


add =. 


Le none fatiol gins 
." 


PP ey Sale tees CRMMLedihgh Opa UE” is A ele ro eam pe? ee a a a ae ce ta eee * a Ek gee ae ee rT. De. ger Jk hg eee tite, a nA eee. ee Bp 
i ies oe Le ae a ae Pe — ee iat). pean’ ee 
aie 7 : ¢ i Z 5. : Fe : = 2 " 2 ? 4 i rah ‘ q PI ee ta Geo? 
) Saget 
oe 
| as 
ee ag 
} tT 
j att at 
a? 
Bees. 
a’ 
) 
| eaigas 
a als 
ant EF 
BS 
en 
eS 
; wy, 
} ee tae 
| ie E 
Sued 
a, 
| ; ‘ sy 
I ~ 
8 
Be 
x - e | om “ae 
Se sees a ey E os ai Bee d , A Ss 7 ae 
me pee rae Ae ay ome are, 2 t 3 ay P . . . ; : Res 
er. . a SS See ; Sey S5 
¥ i. eee ayaa 
* Aas > er, 8 a 6 eo: a te eee se : ye 
i ie Ul a pei 
' a ee 7 Be, roses az See 
+e ° : ' ef wee Se - . a ee 
ee . ’ at ot an , 7 and \ qe oes 
_ . ; ; . owe ; — , 7 
wan” pou ¢ ak Se hele S 
* : gee pe of s , ' wheat 
ae . "3° Bear é : oma a |) Getod ine, as 
r4 - a es » 4 Y SF — 5 Te “ow ai, ™. 
s ; 3 : ,. oa. .. J) es . “ts ira 
: 7 =f 4 ie « ‘" ~ i aes ae 5 eae 
: “P mesa ’ oie “— o§ ete 
ia = ee aes a , tip 
= cee ett e ¢- moa . ; ie 
i SE ao ae a to - * } me, 
( ie ae ; cae a Ce P + ae 
: ° % aa ‘card a P or 3 i f , ao = 
as mt qe (weg ft. Me. Ln 
~— Was gt a ce ar rae ne. f p bere | i ee 
z " ! ~ — = : ae * Se : ' ‘2 . ‘ ee 
S| a oe) ee {ata * Be, 
: ~- ‘ea: ee . —_ * a yu! a - . = Ses Si = . 
ee 4 ‘a ‘gar he % ae a. | o~ S os or -~> ~ ¥ 
ne ’ ——— — i ai ae ‘Ss Sa ; 
deli | ————___—_ ae - a —CS - = SL i a ; 
x a ee i 7 — Ses ae - 43 ' ~~» Ties 
+ ee ; ¢- ~" Pe * J oad | 
eg Re 2 “a 5 CU a 
hk ¥ ¢ DD mY mee < . . 
tee —— £Ti ‘ . . ae. a ~ , ’ vantitg ; 
Cie. 2 ee ar — ao! | “ne 
y ie 08 rue rhea ome Dae BS ae a 'y ay. 
: = thu "OUN 7 ey if aie pre ‘ * : ay 
e . : =< .s A ®t, , i ii | 
’ ; ee 7 f . “ ‘ a . as 
; “a. 2 r eS << ,; -- oh ce 
: itt Zi . mA \\ oe ok << X\ a ry } a teny 
a «* c , Pat . 4 4 ; bs 
Be —- ere, : =— eee 
eS eee oe Bites a oe 0—Ct—<i«‘ eRe 
a Be nkes ys, — Pe aa t= te x e : 
| g ye as = = ie = a nate ae 
Pe apie a ket. ai . | alee ee ee aM ie a vy 
ay ae ha aad, «nae Bees 
i : OAR a eee Ee eee = 9 arr 
a - [a Sire. Pi." 
x” sa ai rn — ' i ee 
” | Silge oa tt ; a é wr 7d , cm 
<3 =A 3 oe Set ke Ol sce rins Sh a nee © : ‘ | A bine 
~ 2 sa = 4 bs ‘ 7 iat fo 
+ Ae a 
SS 
pes 
p ae (yah 
algae 
vines 
! elas 
nove WW 
aga 
Se? Sap 
. " Se 
4 gece 
eat 
ae a 
we oh 
7S 
Re Fk | 
{ BS ik? 
Ph 
U Pte, 
i asec 
dion 
bite 2 
pai 
{ Le 
\ eee 
eae 
7 bs a 
S 
! Fare 
, mh 
es. 
ait sae 
| aoe ate 
-" Pes 
: ans 
5 he 
i eM 
‘| ae 
, j Beat oe 
Be 
i She Ye 
= epe 
Hi : | . — 
, . . , at 
= Se - Aoee ee ahie ee erts A . . eee 4 ' ha r rn é he R * a! we” 
F P ne . ’ ; rf, 5h a 
| a a 
2 Cane ee ’ , = ee 
a 
J a 
. — he i 
o— ei a ae a Toe eee et 3 cy oe a cae llltt—(‘(CS*C‘ Coe CR te One 


50 


The data presented here are copyright, 1951, by the Bureau of Ad- 
vertising, American Newspaper Publishers Assn., and presented here 
by permission. Included are all national advertisers (except in the 
financial and hotel and resort classifications) which are calculated 
to have invested $25,000 or more during 1950 in the 995 daily and 
364 Sunday newspapers included in the bureau’s study. These news- 


papers account for 93.5% 


Silver Star Razors & Blades 47,562 
A Treet Blades... 43,496 
$27,786 AMERICAN R ING C 297,462 1 
ABBOTT'S DAIRIES INC. b RICAN "SuGA REFINING CO. 7, 
aso as omen ut = The Top 100 National Newspaper 
Chocolay 2,575 Franklin Cane Sugar aod 34,7 
Ice Seam 1,817 — pane ere 28,777 
AcIAY — AMERICAN ELEPHONE & TELE. — : 
ACACIA ‘muruat LIFE T H L 
ioeane'es szces, “Menu eg SEPHORE & 23 9 Advertisers: 1950 
ace BREWERI es Ausignens Hearing Aid . 1,574 ° 
PR oy ty sods Hearing Aid ..... aia 
MIRAL CORP. ell Telephone y acai s 4 
aowin - 136, Western Electric > 2,147 ¢ - 1950 1949 1949 Per Cent 1948 
Radio & Television . 114,038 AMERICAN TELEVISION” DEALERS ompany Rank es Expenditures 
Refrigerator Der accept tetera 369,670 1. General Motors Corp. ... . $27,594,071 1 $24,869,072 + 110 $15,282,575 
Television 2,128,762 | AMERICAN TOBACCO MB acueaodes 2,088,336 2. Chrysler Corp. ................ 13,703,451 4 8,747; + 56.6 2,341,585 
Products ; 55, SMES oscnvessvcusessdcs 2,088,249 3. Ford Motor Co. ....... 13,586,716 3 10,629,320 + 27.8 5,763,933 
ADOLPH'’S FOOD PRODUCTS a aaa | 4. Procter & Gamble Co 9,800, 5 8,535,325 + 148 8.373.006 
Meat Tenderizer .. — AMERICAN TRUCKING | 5. Lever Bros. Co. ; 9,625,279 6 8,087, + 196 7,216,128 
AFFILIATED GAS EQUIPMENT INC. 110,313 oe 208,677| 6. Colgate-Palmolive-Peet Co. me 8,998,024 2 12089890 — 256 7,969,983 
Bryant Heating Equipment ...... 71, AMGRICAN WAR ORPHANS 7. Distillers Corp.-Seagrams Ltd. . 7,195,437 7 6,790,148 + 6.0 3,991,375 
Bryant Water Heater ............ 23,522 CONTEST ..... ad 44,832 8. General Foods Corp. .. ea 6.415618 9 5,124,784 + 25.2 4,313,131 
Payne Heating Equipment ...... 14,983 | AMERICAN WOOD WINDOW 9. Schenley Industries Inc. ‘ 5,967,184 8 6,229,403 — 42 4,592,788 
AIR FRANCE, FRENCH PP |... eae 30,045} 10. Reynolds, H. J., Tobacco Co. .. 5,368,930 10 4811843 + 116 3,566, 
NATIONAL AIRLINES ...... - 120,465) AMUROL PRODUCTS Co. 44,727| 11. Standard Brands Inc. : 4,527,375 22 2.717.617 + 66.6 1,919,547 
AIRLINE FOODS CORP. ....... 88,94 Dentitrices Shddatecarsawsie 37,692 | 12. General Electric Co. ..... --- 4,202,942 13 3927574 + 7.0 3.285.160) 
Airline Food Products 35,900 _ | * Se Pegeasep 7,035 | 13. National Distillers Prods. Corp. .... 4.103.204 12 3.941493 + 41 3,270,153 
Airline Pie Filling 7,042 AMVETS FOUNDATION decenk pene 161,455 | 14. Morris & Co. Ltd. Inc. Philip . 3,571,013 11 4,069,170 — 122 2,491,134 
Airline Prom Jules = ANDREA RADIO CORP. + Quater Oats Co. 4 - 3,763,699 — 62 2,402,040 
Products .. MEE ceccecesssccccccccces 6. General 376,986 1 253,998 3.8 1,671,882 
<r Coffee a ANHEUSER-BUSCH Peart ; “ 3,168,624 29 2,056,591 HM 54.1 1,293,873 
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Advertisers’ Expenditures in Newspapers, 1950 


» of total U. S. weekday newspaper circula- 
tion and 95.7% of the total U.S. Sunday circulation. The expenditures 
of advertisers using a substantially larger number of newspapers 
are, as the bureau points out, understated. Advertising in The Ameri- 
can Weekly, Parade, This Week Magazine and other publications 
distributed with newspapers is included in these figures. 
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up 
[te Fun to get the facts 
the Advertising Age way’ 


Says WALTER H. LOWY. Advertising Manager 
FORMFIT COMPANY 


“I like the staccato, easy-to-read way 


Advertising Age keeps me informed on market happenings. 


ee 7 


Its pungent method of reporting, plus its complete 
coverage of news makes it a pleasurable Monday 


morning must for me.” 
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Walter H. Lowy 


_. Walter H. Lowy is a Director, lst Vice-President and 

Advertising Manager of the Formfit Company. He has 

been with the company since 1925. Prior to that he was 

Assistant Sales Manager, Enoz Chemical, and served 

with both the Pennsylvania and B &O R. R. Awarded 

the 1948 Marketing Award for research in the field of 

distribution. Known for his activities with the 
Cooperative Advertising Committee of the A.N.A. 
of which he is Chairman. 
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British Industries Fair ° 
BRITISH OVERSEAS AIRWAYS 
Pp 


COR 
BROADWAY FASHIONS INC. 
BRONDOW —. 

Breath-o 
BROOK WILL “FARMS INC. 

Milk Products 
BROOKLYN UNION GAS CO. 
BROWN-FORMAN DISTILLERS CORP. 

Brown-Forman Whiskies 

Early Times Whisky 

Kentucky Dew 

King Black Label Whisky . 

King Label Whiskies 

Old Forester Whisky 
— *~ i, 

Bee Gee Wind 

ommn & WILLIAMSON TOBACCO 


Bewiing Equipment . 
— BREWING CO. 


bull CO. INC., AH. 
mship Transport 
es b amen co. 


Watch 
BURGER BREWING CO. 
i 


w & Ale 
BURKE ore. ne & JOHN 
Geinne 
umincron "AREWING co 


Mer 
BURLINGTON MILLS CORP. OF N. Y. 


= ty vita =. 
eure’ to. “Ww. ATLEE 
BUXTON jue 

Bill F 
BYMART. Ne. 

Tint 


aur 


Cc 


CAIN CO., JOHN E. 
aga eee 
CARIFORNIA DAIRY INDUSTRY 
ADVISORY BOARD 
CALIFORNIA FIG INSTITUTE. 
oe | anne EXCHANGE 
Cani 
CALIFORNIA  RUIT GROWERS 
EXCHANGE . ‘ ; 
Exchange Lemon Juice 
Exchange Orangeade & Lemonade 
Base 
Sunkist Lemons 
Sunkist Oranges 
Sunkist — 
Institutiona 
CALIFORNIA * HAWAIIAN SUGAR 
REFIN ae Ce. 


C&u _ 
CALIFORNIA “UWA BEAN GROWERS 
ASSN 


Seaside Limas 
CALIFORNIA OIL CO. 
Gasoline & Ov 
CALIFORNIA PACKING CORP 
Del Monte Catsup 
De! Monte Coffee 
De! Monte Fruits 
Del Monte Pineapple Juice 
Del Mente Tomato Sauce 
Del Monte Products 
CALIFORNIA PHYSICIANS SERVICE 
CALIFORNIA PRUNE . Leeteneey 
GROWERS ASSN : 
Sunsweet Fruits 
Sunsweet Prune Juve 
— WALNUT GROWERS 


Diamona Walnw' 
CAMPANA SALES *co 
Ayds 
Campana Preparations 
0 D. Prescription 
Solitair Preparations 
= SONS CORP., HARRY T. 
Sakrete . Ca seetece 
CAMPBELL ‘SOUP CO 
Campbell's Beans 
Campbell's Catsup 
Campbeli’s Soups 
Franco-American Beef Gravy 
Franco-American Spaghett: 
V-8 Vegetable Juices 
CANADA DRY GINGER ALE INC. 
Canada Ory Beverages . 
Canada Dry Ginger Ale 
Canada Dry Hi-Spot . 
Canada Dry Quinine Water .. 
Canada Dry Sparkling Water 
Chelmsford Beverages 
Cinzano Vermouth ........ 
Johnme Walker Scotch . 
Nuyens Cordials ...... 
Pedro Domecq Brandy . . 
| ane Domecq Wine . 
_ WUTELUTELET ELT 
CANADA STEAMSHIP LINES LTD. 
CANADIAN NATIONAL RAILWAYS 
Railroad 1 
Steamship Tra 

CANADIAN Pacific. RAILWAY CO 
Rariroad —— 
Steamship Transpor 

CANNON eee INC. . 
BREED occ cewcnnencsssceseconce 


w Cleanser escecceces 
BRUNSWICK-BALKE-COLLENDER CO. 


58,518 


143,288 
131,125 
104,762 


25,255 | 


192,437 
29,739 


97,738 | 


36,662 
55,321 


The Top 100 National Advertisers of 1950 


Dollar Expenditures in the Four Major Media 


General Motors Corp 

Procter & Gamble Co 

General Foods Corp 

Ford Motor Co 

Lever Bros. Co. 

Chrysler Corp. 
Colgate-Paimolive-Peet Co. 
General Mills Inc. 

Reynolds, R. J., Tobacco Co. 
10. General Electric Co. . 

11. Distillers Corp. ‘Seagram's | ‘Ltd 
12. Sterling Drug Inc. 

13. American Tobacco Co 

14. Schenley Industries Inc. 

15. Campbell Soup Co. 

16. American Home Products bene 
17. Swift & Co. ; 

18. Morris, Philip, & ‘Co. caee 
19. Miles Laboratories Inc. ..... 
20. Liggett & Myers Tobacco Co. 
21. National Dairy Prods. rene 
22. Quaker Oats Co R 

23. Gillette Safety Razor Co. 

24. National Distillers Prods. Core. 
25. Bristol-Myers Co. ....... 
26. Radio Corp. of America 

27. Pillsbury Mills Inc. 
28. Philco Corp. we 
29. Lorillard, P., & Co... 
30. Standard Brands Inc. 
31. Coca-Cola Co. ........ : 
32. Westinghouse Electric Cup. 
33. Kellogg Co. .. ; 

34. Nash-Kelvinator “Corp. 

35. National Biscuit Co. 

36. Armour & Co. ........... 
37. Studebaker Corp. Choeneeee 
38. Admiral Corp. .. 
39. American Telephone & Telegraph Co. 
40. Goodyear Tire & Rubber Co. .. 

41. Walker, Hiram-Gooderham Worts 
42. Wrigley, William, Jr. Co. .. 

43. Johnson & Johnson : 
44. du Pont de Nemours, & i. “& Co. 
4 Avco Mfg. Corp. .. ee naee 


SaANAVEwNe 


48. 

49. Hudson Motor Car Co. . 

50. Jergens, Andrew, Co. ... 

51. Manhattan Soap Co. ............ 
52. International i" oe Prods. Co. 
ee i CE a MEE coveccccesess 
54. Publicker Vt. Inc. 

55. Socony Vacuum Oil Co. 

56. Kaiser-Fraser Corp. 

57. Firestone Tire & Rubier Go 

58. Carnation Co. 

59. Pepsi-Cola Co. 

60. U. 


62. Scott Paper Co. ........ 

63. Heinz, H. J., Co. .... 

Sy ee Eh  ccusancoces 

65. Johnson, S. C., & Sons 

66. U. S. Rubber Co. ....... 
Schl 


. Libby, McNeill & Libby ... _— 
69. Lambert Pharmacal Co. ........... 
70. Prudential Insurance Co. of America 
71. Goodrich, i wddtasvetenes 
72. Pabst Brewing  exccuecs 
73. Packard Motor Car Co. 

74, Gulf Oil Corp. ... 

75. Eastman Kodak Go. 

76. Block Drug Co. ... : 

77. California Packing Corp. 

78. Cluett, Peabody & Co. .. 

79. Corn Prods. Refining ve 

80. Cudahy Packing Co. . 

81. Glenmore Distillers Co. 

82. Seven-Up Co. ‘ 

83. International Harvester Co. 

84. Brown-Forman Distillers 

85. LeBlanc Corp. ......... 

86. Armstrong Cork Co. ..... 

87. Ponds Extract Co. ven 

88. Nepera Chemical Co. ... 

89. Electric Auto-Lite Co. 

90. Standard Oil 7 (Indiana) 

91. Park & Tilford . 

92. Zenith Radio my 4 

93 Wiltrest Ge. ........ 

94. Continental Baking 

95. Ralston-Purina Co. .......... 

96. Sun Oil Co. 

97. Chesebrough Mfg. » said 

98. Union Carbide & Carbon Corp. .. 

99. Canada Dry Ginger Ale Inc. .. 

100. Wesson Oil & Snowdrift Sales . 
otal 


——Prepared by: Research Department 


Medium General 
Chiefly & Farm 
Used Newspapers Magazines 
N $27,594,071 $13,412,202 
Rg 9,800,614 4.898. 
“ 6,415,618 7,987,033 
N 3,586,716 5. 
N 9,625,279 2,587,370 
N 13,703,451 4,475,117 
N 8,998,024 3,627,834 
R 3,376,986 2,161, 
N 5,368,930 2,657,041 
“ 202,942 8,453,200 
N 7,195,437 5,434,597 
R 1,994,246 1,748,808 
R 2,088,3 3,883,237 
N 5,967, 3,847,952 
R 578,615 3,324,478 
K 2,865,296 1,317,041 
“ 2.730,084 3,435,766 
R 3,571,013 291,780 
R 430, 429,266 
R 440,165 1,973,843 
N 3,021,091 2,160,733 
N 3,529,399 1,119,645 
R 1,225,125 1,197,103 
N 4,103,204 2,997,293 
“ 1,612,839 3,107,080 
N 3,168,624 1,522,691 
K 509,412 1,979,239 
N 2,373,382 948,418 
R $34,314 1,581,607 
N 4,527,375 926.252 
“ 1,777,922 1,815.495 
N 2,407,941 1,987 
N 2149,556 1,976,788 
N 2,210,038 2.047, 
R 1,426,120 1,224,826 
N 2,141,452 1,521,930 
N 131 1,838,291 
N 2,724,631 1,023,659 
“ 323; 3,031,337 
“ 652,197 2,947,172 
uw 1,696,159 2,184,839 
R 1,243,796 198,361 
“ 869,437 2,858,379 
M 470,810 2,426,588 
“ 1,540,582 1,780,811 
“ 1,598,955 1,808,333 
N 2,324,841 742,602 
N 2,046,758 1,066,549 
N 2,351, 751,215 
v 770,976 1,783,343 
K 789,7 443,017 
N 1,083,279 1,791,913 
R 512,7 10 
N 2,370,627 35, 
v 1,104, 1,652,425 
N 1,880,012 3 
207 566 1,412,499 
Rk 918,649 294,0 
N 1,471,288 
K 220,666 959.414 
N 1,890, 564,124 
M 765,452 1,791,458 
R 895,415 712,7 
v 54,861 1,614,065 
N 1,279,149 794,562 
N 293, 1,171,094 
“ 158,832 1,361,252 
N 1,018,493 970,924 
“ 263,070 2,068,601 
R 70, 660,335 
“ 410,844 1,532,895 
R 130,696 745, 
N 1,428,025 513,818 
084 390,823 
M 384,263 1,803,205 
N 911,762 615,423 
v 506 1,704,281 
v 77,526 2,044,219 
N 1,119,931 985,271 
v 221 870,138 
N 998 7 
u 957,421 1,101,747 
v 347,634 1,216,476 
N 1,198,206 839,234 
N 2,036,026 mgeneny 
ye —— 1,322,697 
“ 754,306 1,243,782 
N 1,373,466 p 
R 405 572,775 
4 882,898 74,950 
N 1,099,593 845,188 
v 792,991 1,134,288 
R 247 
N 1,142,096 
N 5,644 156,288 
¥ 610,102 34, 
R 5.3 439,625 
“ $20,286 1,058,100 
vy 769,305 779,461 
N 1,308,017 193 
$231,076, 347 $177,327,399 


Bureau of Advertising. The newspaper 


$145,160,914 


Total 


$42,730,485 
33,627,327 


23,037,473 
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1,848, 948 
$582,557,025 
include expenditures in Sunday supplements. 


Towels eiehseesnena 78.181 
CANUTE CO . 113,424 
CAPITAL AIRLINES INC. 620,839 
CAPITAL at SOUSUSTS co. 

Dixie Marg * 28,126 | 
ryt aed EWEWICAL | ~ paeee 55.768 
CAREY SALT CO. is 25,241 
CARNATION co. Ree 918.649 

Albers Cereals : 10,692 

Albers Flapjack Flour 1,260 

Albers Instant Wheat . 1,200 

Albers Oats ‘ 25.765 

Albers Pancake-Waffle Flour 18,275 

Albers Products 2.937 

Carnation Buttermilk 664 

Carnation Cereals ‘ 989 

Carnation Cheeses 397 | 

Carnation Chocolate Drink 1,180 

Carnation Condensed Milk 150 

Carnation Corn Flakes 64.330 

Carnation Cottage Cheese 7,089 

Carnation Dairy Products 18.209 

Carnation Egg Nog 225 

Carnation Evaporated Milk 278.699 

Carnation Ice Cream 79,576 

Carnation Instant Wheat Cereal 59,721 

Friskies Dog Food . 326,130 

Gold Lo, Evaporated Milk 4,534 

Prodi ‘ 16,627 
CAROLENE PRODUCTS CO. 

Milnot Milk & Wy , 88,313 
CAROLINA POWER & LIGHT CO 33,128 
CARR-CONSOLIDATED BISCUIT CO 43,701 

Crackers : 39,500 

Crackin Good Baking Products 3,829 

Ivins Foods 372 
CARRIER ll 

Air Condition 76,397 
— TRAVEL BUREAU was 

Tow 28,803 
CARTER PRODUCTS INC 288,350 

Arrid 78,521 

Billow Shampoo 12,840 

Carters Little Liver Pills 69.710 

oe ‘ 7,801 

119,478 
ceDenenetn FROZEN PACK CORP. 

0 eer 27,528 


Se oe 1 a 


CELANESE CORP. OF AMERICA . 
CELLOWAX CO 
TED snveencnvcocevece 
al ° Cellowax 


Cello 
CENTLIVRE BREWING co. 
Old Crown Beer 
CERIBELLI & CO c 


riosch) . 
— _ MEDICINE CO 


Cer 

cmaMens DISTRIBUTING heat 
Gas Ranges 

CHAMP HATS 

CHATTANOOGA. weoicine =. 
Black Draught ... 
DE Aakekechscne nein 
Products 

CHESAPEAKE & OHIO 
RAILWAY CO 

CHESAPEAKE & POTOMAC 
TELEPHONE CO. 

CHESEBROUGH MFG. CO. CONS'D 
Vaseline Hair Tonic .. - 

CHICAGO poy al 7 
QUINCY RAILROAD . 
Bus , ol 
Rail Transpor 

eg DULUTH & GEORGIAN 

NSIT CO 


andl. + Line 

—, MILWAUKEE, “$T. PAUL 

FIC RAILROAD 

CHICAGO. ee ohn ILLINOIS 
PUBLIC UTILITIES 

CHICAGO . NORTHWESTERN 
RAILWA 

CHICAGO ‘Rock ISLAND & 
PACIFIC RAILWAY CO. 

CHICAGO & SOUTHERN 


CHICAGO TRIBUNE 
CHRIS-CRAFT CORP 
Boats 
CHRYSLER CORP 
Chrysler Airtemp ie 
SE MD cnccncccvaces 


Chrysler Marine Engines ...... pas 


32,802 
226,353 
305, 358 
122.619 
11 310 
25.419 
279,169 
52,162 
88,587 


Chrysler & auth € Cars 


CHURCH & DWIGHT CO . 
— & a Baking Soda . 


Arm 

CINCH PRODUCTS INC 

Products . eae 
CINCINNATI GAS & ELECTRIC CO. 

URBAN 
BELL TELEPHONE CO 
& Ov 
CITIZENS Gas & COKE UTILITY 
INC. 


Mea 
CLARK-CLEVELAND INC 
eeth 


d & Cake 
CLEVELAND. bo 


Powder 
CLING PEACH ADVISORY BOARD 
CLINTON INDUSTRIES INC 


— ~~ — Foods 
cuonox Chemical co. 


134,061 
5,739 
99,995 


Clorox & Boo 
CLOVER L ed CREAMERY co. 
heese 


Cloverleai Dried Milk 
Cloverteaf Milk 
Cloverleaf Yogurt 
Products 
CLUETT, PEABODY & +e. 
COCA-COLA CO 
COLEMAN CO 
Floor Furnace 
Heating Equipment 
Oi — 


Produc 
COLGATE. *PALMOLIVE PEET co. 
Ajax Cleanser 
Cashmere Bouquet Soap 
Coleo 


Colgate Ammoniated Tooth Powder . 


Colgate Dental Cream 
Colgate Shave Cream 
Colgate Soap Flakes 

Fab . 

Halo Shampoo 

Kirkman Borax Soap 
Kirkman Cleanser 

Kirkman Flakes 

Kirkman Granulated Soap - 
Kirkman Products 
Lustre-Creme Hair Dressing 
Lustre-Creme Shampoo . 
Palmolive Shave Cream . 
Palmolive Soap 

Palmolive Products 


Peet's Granulated Soap Peaks 


Super Suds 

Vel Beauty Bar Soap 
Vel Soap Powder 

} 


hic 
Chicken Broth . 
Chili Con Carne 
Ds 
Tomato Juice Cocktail 
Products 
COLONIAL AIRLINES INC 
COLUMBIA BAKING CO 
Southern Bread 
Southern Bread & Cake 
COLUMBIA BREWING CO. 


Alt Heidelberg ~_y* 
Columbia Beer 


& 
COLUMBIA BROADCASTING pened 


Broadcasting System ‘ 
Columbia Record Changer . 
Columbia Records ‘ 

COLUMBIA — INC 
Window Sh 


Bum 
COLUMBIA ‘Topacco co. INC 
Du Maurier Cigarets 
COLUMBUS & erteeeee OHIO 
ELECTRIC CO 
COMET RICE MILLS 
COMFORT MFG. CO 
Craig-Martin Ammoniated 
Toothpaste . 
COMMERCIAL SOLVENTS CORP 
Norway Dry-Ex 
Norway Peak Anti-Freeze 
ducts 


aaa Lig ad — 
CIDENT 


ASSN. OF RICA 
COMMONWEALTH EDISON. co 
COMMUNITY TRACTION CO 


ransit 
COMSTOCK CANNING CORP 
Pie Sliced Apples 
Pumpkin Pie Mix 
— NAIRN INC 


Cong 
CONGRESS. CIGAR CO. 
La Palina Cigars 
Nurica Cigars 
CONNECTICUT DEVELOPMENT 
COMMISS 
ot LIGHT & 


R CO 
CONSOLIDATED CIGAR CORP 
Dutch Masters Cigars 
—— hl 
Instit 
coNSOLIDATED EDISON CO 


a Lighting Co 
Institut 

CONSOLIDATED A cmepend core 
Monarch Catsu: 
Monarch Condiments 
Monarch Peanut Butter 
Monarch Pie-L-Joys 


Monarch Tea 
CONSOLIDATED ROYAL CHEMICAL 


Kolor Bai 
eae — —_ 
r-0-Oi1 
consol iDareD VULTEE 
RCRAFT CORP. 


CONTINENTAL AIR LINES INC 
CONTINENTAL BAKING CO 
Hostess Cakes 
Wonder Bread 
Products 
CONTINENTAL CASUALTY CO 
CONTINENTAL OIL CO 
Gasoline & Oi! 
CONTINENTAL: TRAILWAYS 
BUS SYSTEM 


g | CONVERTED RICE INC 


Uncle Ben's Converted Rice 
Uncle Ben's Instant Rice 
COOK CHEMICAL CO 
Cook-Kill Em 
— 3 SON INC., eanenaies 


ennee CO.. ADOLPH 
Beer 

CORN PRODUCTS REFINING CO 
Karo 


Kre-Mel Desserts 
Kre-Mel Pie Filling 
Linit 
Mazola Salad Oi! 
Niagara Laundry Starch 
CORNING GLASS WORKS 
Psrex Utensils 
COTT BEVERAGES CORP 
COTY INC. .. 
Shakti 
Toilet Preparations 
COUGHLAN CO.. G. N 


Chimney Sweep .. 
De-Moist Air — . 
Pantastic ‘ 
Spandy 


COVENEY CO. INC.. JAMES A 
Product-Of-The-Week 

COWARD-McCANN INC 
Books 

COWLES MAGAZINES INC 
Flair 
Look 


Quick 
Institutional 


CREAMETTE CO 
CREOMULSION CO. 


covvece Ww FOOD s weabiialé co. 
en 


ad 
—— iniveRr PACKERS ASSN. INC. a 


RB SG uewERB 


nN uN 
vs 


% SERBasees 
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474,210 


105,339 
3. 4 
30.1 


Son 
48.534 
153,831 


1,119,931 
2.440 
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a Advertising Age, June 25, 1951 | 
: = 479 
% 29,687 33,763 
- 1.411 
; 35,306 15.487 
5s 822 j 
_t 156,108 319 
. 15,724 
: 29,379 . _ 77,526 
: 712 028 772 008 
149.325 Network Network —_ rick 55.002 
. 44,719 Radio Television s5.eee 
699 $S _ 660,888 $ 1,063,324 ‘074 
130.511 18,357,909 a | —— 
i 111,567 7,506 216 1,128.66 a 8.998.024 
6621 712,742 2,037,057 21,645,522 : 798.423 
‘ 30°49] ; 6,826,149 650,765 19,689,563 * 16600 
: 5,666 904,908 495,532 19,579,008 29'230 
= 24,507 3.925.758 847.674 17,399,290 351.040 
318 7.820.752 520.853 13,880,481 1.817.537 
3,872,050 1,642,425 13,540,446 ; 157 
ee 154,375 39,650 694,933 13,390,725 aby: 702 
86.444 a 52.845 12,682,879 : 1.150.050 
; 1,612,839 ; 7,591,040 78,390 11,412,484 325 269 
63,000 4,091,789 951,715 11,015,077 13,815 
230.710 596.934 249.954 10,662,024 11877 
192.749 5,733,819 168,000 9,804,912 68.269 
« 77,929 5,150,884 82.570 9,415,791 ; 28 214 
a 484,379 2.959.653 Be 9,182,448 me 4201 
483,847 : 4,629,105 7.328 9,029,226 41,287 
“ 80.225 a 7.892.701 261.165 9,013,932 451.365 
y . 5,217,562 1,074,141 8,705,711 6a 360 
/ 51,488 ; 1,487,732 1,356,652 8,026,208 .. 431,648 
. 2,537,949 350.183 7,537,176 14'307 
‘ 223,503 3,982,570 886.364 7,291,162 66.226 
; 88.721 rer armas 7,100,497 veaee 530,745 
vee 1,620,110 534,875 6,874,904 693 
; 29,329 ; 906.155 912,152 6,509,622 1,558,026 
2,614,841 98.900 6.202,392 204.673 
; 32,729 a 1,618,266 1,011,428 5,951,494 283,310 
| 40.672 1,945,290 1,458,125 5,819,436 83,812 
1,198,206 ammo 29.170 5,482,797 31.600 
- 30.849 1,738,042 27.908 5,359, 367 ; 2.712 
441,781 ; 152,895 673,920 303 rey 247 
: 40,331 i 438,363 490.625 332 oe 891 
f 203,952 <a 563,460 7 46.225 
Q 6.636 2,095,447 — ae 2.137 
be 474,657 904,417 151,005 ; 56.854 
’ 70,940 —— . 85.120 
co a 34,347 759,533 ‘ 
— 851,466 — ; 
— 352,608 245,624 350,248 . 
4 id Koc 2 59.628 rect 
et ighs finns 98 2,248,122 95,010 : 
a ae $y: 292,882 ; — a 
e BROWNELL & FIELD CO. 30,045 32 709,161 — , 
a. 8 Adtocrat Coffee . : ; 25.810 7 — 270,795 
A Autocrat Tea ... kyentate ses 4,235 ; 110,129 45,240 ; 
Ge BRUCE CO..E.L................. 124,362! 47 3 261,685 145,083 ; 
me Cleaning Wax . 5,498 ; pea 286,350 
ee | ‘ 530,168 a . 
a a 680,168 — 
~ t 87,807 : 1,462,818 303,195 
» F 30,395 : 2,306,473 —_— 
- 33,252 mae aiainads { 
‘ sie 792,540 327,615 
~ aa 1,434,096 75,630 28,646 
928.164 287,950 42 54.203 
bon a 1,437,085 — 16 . = ; 
= 61 vents — 112,020 ee eH f 
Bh 7 947,178 —— 392 i 
: 293,771 576,875 87.185 } 
Ef, S| 371,322 82,250 283 192,273 
| peas be 701,367 229,237 25.344 | 
' = 283,449 69,375 a ves bg | 
1,479,862 73,450 10,098 i 
- : —— 39,262 
4 || 885,765 484/486 ey } 
a 1,014,266 565.580 210.592 ; 
— | 2.891 ! 
541,265 118,050 33.672 
: ay 62.506 65,658 — ' ] 
a th — =< se 
4 618,116 aaa ... 255,330 { 
: 52,869 _—— _—_— 100.843 
aa 32,250 oa oe 1011 
t 478,591 — 
29,019 —— — 280,460 
; 686,600 458,416 248,730 saeaas 
3 15,560 ae —- 49.254 
i 212,787 —- 1148 
: 65,126 837,612 264,666 2'069 { 
. 110,935 907,166 84,360 21,192 
* 453,302 eS ae 22.401 
™ 17,467 —.- a 2.444 
: 24.210 1,466,827 72,200 
i 771,534 _ 132.738 
2 788,734 commun ; 85,113 
if 111,055 1,043,736 199,416 37.575 
: 887,994 252.617 7958 
. 45,875 — 26,424 
; 56.686 
; 86,724 1,142,096 
Sale ee figures - lames 
33,416 978.788 
1,370; — scitenttang SP treat oat a 89.522 j 
sees a alia 
=o 74,089 41,520 cemen 
86,171 15,521 De Soto & Plymouth Cars .. ; TY 
171,660 10,110 SEE cxccecsuccnes . 1,082,995 | 
: 47,492 15.889 Dodge Cars 3,221,813 } 
Dodge Cars & Trucks ‘ 5.843 | 
7 118,193 3 45,399 Dodge & Plymouth Cars .... 77,27 .* ! : 
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COLOR 


The NEW in 


? 
17S TIMELY... carreimpat 
of ote FAST! No three-months deadlines, but 


rather a rapid-fire medium where you can 


change prices or specifications on hours’ notice. 


ITS BEAUTIFUL Sewspaper 


color has come a long way since the war, as the 
reverse of this page indicates. Dramatic, real- 
istic, high fidelity reproduction mirrors your 
product in the colors your customers recognize. 
That’s why scores of national accounts are using 


newspaper color regularly. Try it! 


Newspapers 


. COVERAGE WHERE YOU 


WANT /7. . . Not a light, general 


blanket, but intensive coverage to back up deal- 
ers and distributors—exactly where you want it 
and when you want it. More than 170 news- 
papers in all parts of the country now offer full 


color advertising service. 


ITS FLEXIBLE .. - No other — 


medium is more so! Full ote, three-plate 
process . . . four color process . . . magazine plate 
blow ups. . . line and Ben Day . . . fake process 
—any standard reproduction method works 
equally well. 


Leading the World in ROP Color 


Excellence of Journal color production has helped to makg this 
newspaper ‘(leader in total advertising volume in 1950) national 
and world leader in ROP color in 1948, 1949, 1950 and for the first 
. four months of 1951. We will welcome the opportunity to = you 


more information on this powerful medium. 


THE MILWAUKEE JOURNAL 


<] THE PRECEDING PAGE 


A three-plate, full color reproduction from 
The Milwaukee Journal, June 24, 1951, repro- 
duced on Journal mewsprint from the original 
newspaper zinc engravings. 
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Advertising Age, June 25, 1951 


a ——~ & BLACKWELL .. 
Crosse & Blackwell Cocktail Sauce 


Crosse & Blackwell Date & Nut Bread 


Crosse & Blackwell Fish Products 
Crosse & Blackwell Preserves . . 
Crosse & Blackwell Relish . 

| ae an Products .... 


CROWELL COLLIER PUBLISHING co. 
agazine 


American M 
Collier's ue 
Woman's Home Companion 


SS ' co., van ¥. 
— corseT co. 


crown PUBLISHERS 


CROWN ZELLERBACH corr. 
Chiffon Tissue ..... 
Comfort Tissue , 
Comfort Products .. 

Zee Facial Tissues . . 
- Sects : 
Waxed Paper 
CUDARY PACKING CO. 
Cudahy Meat Products 
Delrich Margarine .. 
Old Dutch Cleanser 

CUNARD STEAMSHIP CO. LTD. 
Steamship Transport .. + 

CURTIS INDUSTRIES, HELENE : 
Permanent Wave . . 


ucts 

curtis PUBLISHING CO. 
Country Gentleman .. 
Holiday 
Ladies’ Home Journal 
Saturday Evening Post 

CUTTER FRAVAT INC. . 


D 


0-W-G CIGAR CORP. 
R. G. Dun Cigars 
San Felice C 


igars 
DAILY- COMPASS PUBLISHING CORP. 


Newspape: 
DALLAS POWER & LIGHT CO. 
DAN RIVER MILLS INC. 
Fabrics 
DANA PERFUMES INC. 
Toilet Preparations 
DA-TEX wy PAINT CO. 
DAVIS CO.. 8. 
Baking AA ae 
} a a 


pawson's BREWERY INC. 
t & Ale 


DAYTON POWER & LIGHT co. 
DEAN MILK CO. 


Products . ; 
DEARBORN CHEMICAL CO. 
lumite . oe 
DEARBORN SUPPLY CO. 
Mercolized Wax Cream . 
DECCA RECORD INC. 
DEERING, MILLIKEN & CO. 


Woolens 
DE JUR-AMSCO CORP. 
DELAWARE FLOOR PRODS. INC. 


DELAWARE, LACKAWANNA & 

WESTERN COAL CO. 

Blue Coal ‘ 
DELTA AIR LINES INC. .. 
DEMERT & DOUGHERTY INC. 

Heet Anti Freeze as 
DENNEY, FRANCES 

Frances Denney Cosmetics . . 
DENTURE-EZE INC 
DENVER CHEMICAL MFG . 

Antiphlogistine Poultice . 

Antiphlogistine Rub A-535 
DE PREE CO 


Nullo 
DES MOINES REGISTER & TRIBUNE $s 
DETROIT & CLEVELAND preereerens co. 


Steamship Transport 

DETROIT EDISON CO. 
DEVOE & RAYNOLSS co. 
a. u, ~F 


pia PRESS. "INC. 
Book 


$ = 

DIAMOND MATCH CO. 
Diamond Matches 
Diamond Napkins 
Diamond Tissue . . 
Diamond Wax Paper .. 
Softex Tissue . 


TD ns ialaaes 
DISABLED AMERICAN verenans 


DAV Service Foundat . 
— CORP. SSEAGRAM . 
LTD ; 
Calvert Reserve Whisky. = 
Calvert Whiskies . . 
Captain Morgan Rum .. 
Carstairs Whiskies |. ee 
Carstairs White Seal Whisky 3 
Christopher Columbus Rum .. 
a hres 
Four Roses Whisky Oe EE. 
Gallagher & Burton's 
Black Label Whisky .. 


Gallagher & Burton's Whiskies ... 


Gallagher & Burton's 
White Label — 
H . 


eed 

Hunter Whisky. 
Kessler Whisky . 
Lord Calvert Whisky 


Mumm's Cordon met Champagne . 


Oteen 
Paul Jones Whisky 


Seagram's Ancient Bottie Gin ..... 


Seagram's 7 Crown — en 
Seagram's V. 0. 
Seagram's Whiskies . 
Ting 5 
White Horse Cellar Whishy ‘ 
Wilson's ed in 
Institutio 

= BREWING co. 


Bee: 
OR PEPPER ee ... 
DOCTOR'S PLAN .... 
DODD, MEAD & CO. 

Books ACb¢enece ne oe 
DOEHLA CO., HARRY 

Greeting Cards 


DOESKIN PRODUCTS INC. 
—_ Srey Doeskin Tissues 


pocin. I vent nicai-a =e 
DOUBLEDAY & CO. .......... 
Adventure Book Club .. 


Book League of America EEA 


DeLuxe Editions Club 


Dollar Mystery Guild ............ 


107,137 | 
71/298 
35,839 


89,447 | 

90,578 
5.581 
4,028 

28,010 | 


75,541 
41,371 
136,089 


6,379 | EASTERN ae LINES INC. 


14,830 
114,880 | 


36,481 


35, 370 | 
25,198 
74,928 
mse 
34,878 | 


193,750 


1,258,193 
2 


| ere nd a jase i 
Doubleda — 
Doubleday One- Dollar Club... 
Family Reading Club 
Literary o_. az —— Inc. 
Nelson Double: 
DOUGLAS *RIRERAFT reo. 
—" er 
h . 


ndex Wax 
DREWRY’S LTD. (U. SA} ) INC. 
Old Stock Ale & Beer 
DREXEL LABS ..... 

Victory Ointment .. 


Wonder Salve .. ‘ ; 
—_ peepee INC. 
puetL. "SLOAN ‘ PEARCE INC. 

Ls 


DUKE POWER 
ee a & Son. ‘JOHN H. 

roz sees 
OU j WORT LABORATORIES 11 INC., 


Radio & & Television .. 
DUNCAN “COFFEE co. 
Admiration Coffee 
Admiration Coffee & Tea 
Admiration Tea ° 
Bright & Early Coffee . 
Duncan's Coffee & Tea 
Duncan's Borviand club Coftee 
DUNN & McCARTHY IN 
Enna Jettick Shoe 


DU PONT DE NEMOURS & co. E.1 


Du Pont Garde 

Du Pont Gloss Won 
Du Pont Paints ........ 
Du Pont Rayon 

Du Pont Sponge 

Zerone 

Zerone & Zerex 


Products seen 
DUQUESNE BREWING CO. OF 

PITT - 

nag Beer & Ale . 


Silve 
DuaUESNE LIGHT ? 
DUTTON & CO. INC., P. 


E 


E J B BREWING eal 
Beer 


EAST OHIO G 
EASTERN AimcInes INC. 
wo core. 
Royledge Shelving 
EASTERN RAILROADS 
EASTERN, SOUTHEASTERN & 
WESTERN RAILROADS 


EASTMAN KODAK C 
Cameras 


Films 
Tennessee Eastman C 
EASY WASHING MACHINE repeat 
Spindrier 
——. 


economics LABORATORY INC. 
Satin Wax 


Soilax - 
EpRIS CO., WILLIAM .. 
Dennison a) 
Dennison Food Pi 
EHLERS INC., ALBERT: 
Coffee 


Tea 
ELECTRIC ASSN. OF CHICAGO 
ELECTRIC AUTO LITE CO. 


ELLIS CANNING co. 
Chili Con Carne .. 
Products : 

a 9! ~~ 

wel & Tour 
ewenee MFG. ‘co. 


pe-On boas 
EMERSON DRUG CO. 


Bromo-Seltzer as 
EMERSON RA weneed ‘& ‘PHONOGRAPH 


a err 
Radio f “Television - - 
OS rere 
ENO-SCOTT & BOWNE .. 
Rrylcreem Hair as 


Eno 

Scott's Emulsio 
EQUITARLE LiFe ASSURANCE 

SOCIETY OF THE U.S. .... 
= Bag wa co. 

. Oh see 

ERIE RAILROAD co. 
ESQUIR 

Corot eneesenese 


ESSLINGER’ "S$ INC. 


EUREKA WILLIAMS CORP. ....... 


Eureka Vacuum — niece 
Williams Oi1-0-Matic ........ 


EUROPEAN TRAVEL Commission a 


EVERSHARP INC. 


F ae F 1 See INC. 


FAIRWONT FooDS aban ow 


Orange Juice .. 
Poultry Products 
Falls City Beer 
= — Beer 


FALLS “CITY BREWING CO. eae 


—" BREWING CORP. 


FARM eco MUTUAL AUTO 
INSURANCE CO. 

FARMERS INSURANCE GROUP . 

FARRAR, STRAUS & CO. 


Books 
FATHER or s 
MEDICINE CO. 
FAULTLESS STARCH CO 
Star 
FEAR. co. FRED 
Burton's Frosting 
Chick-Chick & ~ Eos ‘Dyes 
—— CO., FRANK 


oy 


290 
70.876 
1,082,531 | 
51,864 
142.126 
257.131 | 


3.34 
123,137 
388,258 


32.961 
32,427 


: 


“nu 10 vears  —— 


ARS 
OUR CIRCULATION 


INCREASED 
0% WEEKDAYS 5 $% SUNDAYS 


“in 5 years 


oe 


OUR CIRCULATION 


INCREASED 
G% WEEKDAYS 7 2 J SUNDAYS 


“in T vear 


OUR CIRCULATION INCREASED 


20,611 weexoays on 5% AND 
4,739 


COPIES PER SUNDAY 
OR 1% 


CURRENT AVERAGE 


NET PAID OVER 


450,000 480,000 


WEEKDAYS SUNDAYS 


*Based on March 31 Statements 1941, 1946, 1950, 1951 
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FELS & CO 303 Doan's Pills 453.591 
Fels Naptha Soap 45.010 Ice Mint 41,025 
Fels Naptha Products 38,112 Products 301 | 
Felso 351,181 FRANKENMUTH BREWING CO 

FERNAK CO Beer : 61,804 
Barcentrate 37,363 FRANZ BAKING CO 

FILBERT INC.. J. H 288,618 read 49,336 
Mrs. Filbert’s Margarine 234.874 FREIHOFER BAKING CO 38,728 
Mrs. Filbert’s Mayonnaise 45.242 Bread 19,813 
Mrs. Filbert’s Products 8,502 Products 418,915 

FINANCIAL WORLD 42.259 FRENCH LINE 

FINE PRODUCTS CORP 48,759 Steamship Transport 127,268 
Hollingsworth Candy 25.345 FRENCH SARDINE CO. 

Nunnally's Candy 23,454 Star Kist Tuna Fish 179,818 

FIRESTONE TIRE & RUBBER CO 07, FRITO CO : 39,095 
Tires 142,312 Chee-Tos 6,134 
Tastitutronal 56.728 Fritos 32,961 
Products 8.526 FROMM & SICHEL INC 74,771 

FISCHER BAKING CO 66,378 Christian Bros. Brandy 27,856 
Bread 25,462 Christian Bros. Wines 37,806 
Products 40,916 Christian Bros. Products 9,109 

FISHER FLOURING MILLS CO 40,380 FRUEHAUF TRAILER CO. 108,410 
Bisket Mix 4,046 Trailer 85,407 
Flour 18,392 Truck Bodies 23,003 
Pancehe Mix 1976 FRUIT INDUSTRIES LTD 49.271 
Zoom 966 Ambassador Champagne 367 

FITZPATRICK BROS INC Ambassador Wines 4.115 
Kitchen Klenz 25.718 Aristocrat Brandy 4.626 

FLAKO PRODUCTS CORP 420.810 Dolly Madison Wines 2,682 
Cuplets 30,212 Fruit Industries Vermouth 4,654 
Cuplets Cake Mix 038 Fruit Industries Wines 26,585 
Fiakies Cookie Mix 17,259 Guasti Wines 4,256 
Mixes 6.593 Victor Hugo Brandy 1,986 
Pie Crust 133.802 FULLER & CO, WP 
Flakorn 62,566 Paints . 29,200 
Products 164,340 FUNK INC., WILFRED 

FLORENCE STOVE CO 58.028 Books 87,234 
Oil Heater 1,524 FUNK & WAGNALLS CO. 

Ranges & Heaters Bocks 88,114 

FLORIDA CITRUS COMMISSION 474,497 FURNESS BERMUDA 
Grapefruit 188,298 STEAMSHIP LINE 120,883 
Oranges 181,992 
Tangerines 72,318 G 
Fruits 31,889 

FLORIDA a INC G. H. P. CIGAR CO 384.702 
Wearing Appar 437.150 El Producto Cigars 356,273 

FLORIDA POWER & LIGHT CO 37.811} iovra Cigars 28 429 

FLORIST'S TELEGRAP GALVESTON-HOUSTON BREWERIES 
DELIVERY ASSN 75,944 “Southern ane Beer 68,991 

FOLGER &CO.. JA coo.ago GARRETT & CO | 

ortee a 
FORBES & SONS PUBLISHING CO orn Da Wins, ences 
bes Magazine 46,208 OF BALTIMORE 86,932 
FORD MOTOR CO 13,586,716 | GEBHARDT CHILI POWDER CO. 73,526 
lia Car 15.856 | Chili Con Carne 4,914 
ar 6,442,491 Products 68.6 
Fare Cars & Trucks 19,744 GENERAL BAKING CO 146,123 
Ford Cars Used 47.119 “Bond Bread .. 143,292 
Ford Engines 27.573 Certified Bread 2,295 
Ford-Lincoln 2.717 Institutional 536 
Ford Tractors 29.184 GENERAL CIGAR CO 859.091 
Ford Truck 1.534.089 | “Robert Burns Cigars 131,912 
Liggoln Car 531.023) Van Dyck Cigars 84,642 
Limtoin-Mercury Cars 1,213,341 White Ow! Cigar 642.537 
yo —y ar 84) | GENERAL ELECTRIC CO 4,202,942 | 
tutiona ' 

FOREMOST DAIRIES INC oe) oo .- _—— 
=" Ice Cream = | GE Automatic Blanket 19,334 | 

23'584 GE Automatic Home Heating 4,750 

Pr T / GE Automatic Toaster 40,410 
FORBF! =. GE Clock-Radio 8.26 
Founda 209.585 GE Clocks 3,311 

Fort PITT BREWING co 157,094 GE Dishwasher 3 
Far Pitt Beer 110,598 GE Disposal 3.03 

Shay Beer & Ale 46.496; GE Fan 27.626 

Ff R-MILBURN CO 504,056) GE Freezer 43.250 
Allen's Foot Ease 9.139! GE Gas Boiler 1.271 

- = — 


HIGHEST in Northern California! 
HIGHEST in History! 


The Oakland Tribune 
leads all the rest in 


DAILY CITY CIRCULATION 


130,938 


This heavily-concentrated city circulation 
means extremely high coverage of the Pacific 
Coast's 3rd Market. 


TOTAL NET PAID CIRCULATION 


pay 189,821 sunpay 195,493 


A.B.C. Publisher's Statement, March 31, 1951 


Oakland 2 Tribune 


RENE. 48UEREe FAULT BEE FOREVER DEOTICE 


CRESMER & WOODWARD, INC. 


-Representatives Including Sunday Magazine Section 


Advertising Age, June 25, 195) 
j oe Sate : ae 
| reen Giant Vegetables 119,941 
NATIONAL NEWSPAPER ADVERTISING: 1950 ‘stiy Hit Venetavies 1 646 
Nittets ; 74,859 
GREEN SPOT INC 
By Classifications and Sub-Classifications Orangeade 42,258 
GRETZ BREWING CO.. WILLIAM 
Beer 63,327 
AGRICULTURE $6,819,000 PUBLICATIONS Tetel $17,470,000 GREYHOUND CORP. 
Book Publishers 10,485,000 Bus Transport ... 1,090,778 
ALCOHOUC BEVERAGES Total $45,473,000 en eeerens 5003000 | GREYSTONE CORP 161,905 
Beers 14,382,000 . Children’s Record Guild . 108,067 
Newspapers 1,782,000 
Wines ... = pate © Sots : 369 
EE s00- —_ PUBLIC UTILITIES $8,341 24,469 
AMUSEMENTS $1,272,000 _ GmTeseDieck BROS. BREWING CO. 
; RADIO & TELEVISION Total $22,760,000 Bee 132,885 
CONFECTIONS $3,105,000 Radic & Television Sets 16,507,000 GRIESEDIECK WESTERN BREWING CO. 
6,097,000 Stag Bee 336,685 
EDUCATIONAL $1,339,000 Micellaneous Radio & Televison 136,000 a ty? wr co 
- ‘ 111,753 
=e Teoral $123.354,000 sporting GOODS _ gusereue GROCERY STORE PRODUCTS CO. 31,644 
— 15.531,000 B in B Mushroom: 1351 
Tora! 21,686,000 = ushrooms , 
Colfee & Tea 11,247,000 Toeac Total $19,935,000 Gold Medal — wo 301 
Solt Drinks 8.891.000 Cigars ons . - a Kitchen Bouque 17,992 
‘ r r —— . 15,315,000 —— sociery INC 
ereols & Breaktast Foods 8,762,000 obese 340,000 jook of Know 
c 6,883,000 stteesllonsews Vebasse 326,000 GROVE LABORATORIES INC. 14 
Dairy Products 12,086,000 ntamine 173,762 
Disinfectants & Exterminators 1,185,000 TOUET REQUISITES Total $34,904,000 Dr. Porter's Oil 5.15 
Pwr oth epmaany 26,773,000 = 299,000 Fitch Hair Tonic 
Seodicuoe@ nanan Perfumes & Cosmetic a sone Fitch Shampoo 207,583 
ay — Toller 2 Sees Grove’s Cold. Tabiets 1198 
HOTELS & RESORTS $9,946,000 Macelloneous Toilet Requisites 9,053,000 Kare 453 
Pazo Ointment 067 
EQUIPMENT & SUPPLIES Total $20,001,000 TRANSPORTATION Tetel $21,587,000 Pfunder's Tablets 41.733 
Air C 520,000 Arwoys 8,454,000 “ss b nee CHARLES 
Seating 1,133,000 Bus Lines 1,977,000 166,146 
S Retrigeranon 3.509.000 Railroads 5: GULF BREWING CO. 
a. onan a aan Grand Prize Beer .. 118,134 
Furniture & Furnishings : bainccll 4 GULF OIL CORP. .. 418, 
= hn Suppl "7400 ; ae Casstine 66 408.820 
Mine 4 5,356,000 asoline ils : i 
_—— Wanene arream $4,240,000 Gulfspray Aerosol Bomb . 762 
WeDUSTRIAL $8,480 000 Tires nt 6.644 
INSURANCE —* Total $98,094,000 GUNTHER BREWING CO 
. $4,152,000 Aviation . 376,000 8 111.021 
Gasolines & Oils 11,809,000 aod ’ 
JEWELRY & SILVERWARE $1,190,000 Ports & Accessories 550, 
Con—New 63,383,000 H 
MEDICAL $24,588,000 oo 2,903,000 
+ & Tractors 6.785.000 
MISCELLANEOUS ‘Automotive HABAND CO 
ame — Men's Neckwear 25.670 
PROFESSIONAL & SERVICE $730,000 TOTAL GENERAL AND AUTOMOTIVE. $499,019,000 —aee & co 107 a4 
ickwick Ale . 
Pickwick Ale & Beer 72,316 
HAGAN CORP 
GE Heating Cable 5,396 Cadillac Cars 2,149,927 Calgon 117,759 
GE Heating Equipment 2,350 — Cadillac-Oldsmobile 3,113 HALDEMAN-JULIUS CO. 
GE Iron 5.359 Chevrolet Cars 6,747,906 Books , 79,984 
GE Ironer ... 6.199 Chevrolet Institutional 1,134 HALLICRAFTERS CO. 
GE Kitchens 6,608 Chevrolet Soap Box Derby 103,773 Television 258,922 
GE Lamps 101,217 Chevrolet Trucks .226 HAMILTON MFG. CO 
GE Radio 476,859 Delco Appliance Division 2,601 Clothes Dryer 51,726 
GE Range 18,533 Delco Heat 1,190 HAMM BREWING CO.. THEO 
GE Refrigerator 593,852 Frigidaire Air Conditioning ‘Equipment 81,477 r 274,572 
GE Refrigerators & Freezers 6.0 Frigidaire Appliances ; 2.511 HAMPDEN BREWING co. 65,632 
GE Supply Corp 11,429 Frigidaire Dehumidif er 59,369 Hampden Beer & Ale 63,477 
GE Television $37,425 Frigidaire Freezer 2,516 Weiss Beer 2,155 
GE Television & Radio 37,161 Frigidaire Range 21,774 HAND BREWERY CO.. PETER 
GE Tubes 2,731 Frigidaire Refrigerator .7 Meister Brau Beer 158,796 
GE Vacuum Cleaner 122,821 Frigidaire Washer 70,335 — — co.. P. H. 
GE Washer 119.026 Frigidaire Products 411,82 163,881 
GE Water Heater 1,906 General Motors Trucks 612,893 HANSEN: $ ‘LABORATORY INC.. 
GE X-Ray Corp. 3,393 Oldsmobile 2,824,333 CHRIS 195,485 
Hotpoint Appliances 17,229. Pontiac Cars 29,122 Junket _ 134,582 
Hotpoint Dishwasher 37, Institutional 253,744 Junket Frosting Mix 60,903 
Hotpoint Freezer & Refrigerator 3,666 GENERAL TIME CORP. HAPPINESS TOURS 58,474 
Hotpoint Ironer 7,714 Westclox Clocks 149,137 HARCOURT. BRACE & CO 
Hotpoint Kitchens 12,403 GENERAL TIRE & RUBBER Cu. Books 90,198 
Hotpoint Products 151,201 Tires 115,501 HARPER & BROS. 
Hotpoint Ra 41,434 GENESEE BREWING CO. 3,538 Books 211,194 
Hotpoint Refrigerator 58.90 Ale . 5,180 — co.. A. Ss. 
Hotpoint Washer 36,042 _ 3,770 34,077 
Hotpoint Water Heater 6,47) Bee \ HARTFORD ELECTRIC LIGHT CO. 27,839 
Institutional 475,113 GERBER prooucts co HAWTHORN-MELLODY DAIRY CO. 108,090 
Products 711,940 Baby Foods 568,946 Cheese ... 4 
GENERAL FOODS CORP. 6.415.618 GIBSON ART CO. Chocolate Drink 
Baker's Chocolate 9,7 Greeting Cards 231.366 Ice Cream 5 
Baker's Chocolate & 4 in 1 15,1 GIBSON REFRIGERATOR co 62,744 Milk 23,656 
Baker's 4-1 Cocoa Mix 116.395 Coolerator Freezer 6.335 = Vita-Slim 16,063 
Birds Eye Concentrated Lemonade 47, Coolerator Refrigerator 9,742 Whip 1,648 
Birds Eye Frosted Foods 488,236 G.bson Freezer 1,487 Yogurt 14,074 
Birds Eye Orange Juice 108, moa Refrigera.or 23.030 Products 31,315 
turds Eye Tomato Juice 51,291 Prod 22.150 HEARS! CORP. 127,921 
Bireley Beverages 1,235 cuLenT co.. A. C. American Weekly 74,067 
Certo 175 Toy: 48,3 boston Record & American 4,437 
Diamond Crystal! Salt 109,284 GILLETTE SAFETY RAZOR CO. 1.225.125 Chicago Herald-American 6,374 
40-Fathom Sea Foods 318 Bobbie Home Wave Pin Curi 22.661 Detroit Times : 1,388 
Gaines Dog Foods 27,050 Gillette Razors & Blades 516,519 New York Journal-American 24.643 
Grape-Nuts 919 Gillette Shaving Cream 62,435 New York Mirror 7 16,402 
Grape-Nuts Flakes 134,028 Toni Permanent Wave .. 513,634 Pittsburgh Sun- Telegraph 393 
Jack & Jill Cat Food 5,011 Toni Shampoo 3,111 Seattle Post Intelligencer 217 
Jell-O Desserts 414,846| Toni Products 6,765 HEARST MAGAZINES INC 284,704 
Jeli-O Pie Filling & Puddings 15,119 GINI PRODUCTS INC. Cosmopolitan 101,279 
Krinkles 109,011 Pinwae Home Permanent 39,482 Good Housekeeping 149,032 
La France Blu.ng Flakes 36,669 | GIRARD’S INC Motor Book Deparimen 34,393 
La France Biu.ng Flakes & Satina 7 French Dressing 27,398 HEIDELBERG BREWING CO. 
Maxwell House Cortee 539,522 GLASER- ——4 co ee " 25,778 
Maxwell House Cotfee & Instant Coffee 326,207 Everbest Pre 426 HEILEMAN BREWING CO. G. 
Maxwell House Instant Coftee 130,076 GLASS CONTAINER MFRS. INSTITUTE Ola Bey — beer 253,763 
Maxweil mouse tea 14,721 One Way Glass Bottle 9,495 HEINZ CO.. J 895,415 
Maxwell House Products 10, GLENMORE DISTILLERIES Cu 1,095,998 He Wy 120,797 
Minute Rice 176,795 Glenmore Old Thompson Wh sky 420,584 Beans 22,148 
Minuve tapioca 208,370 Glenmore Whisky 14,694 Condiments 10,877 
Posi s Cereals .... 34,897 Kentucky Tavern Whisk, 403,221 Ketchup 29.2/9 
Post's 40% Bran Flakes .. 103,499 Yellowstone Whisky 173,583 Soups 387 
Post's Putred Rice & rusted Whea. 1,79. Products 83,916 Spaghett: 16,138 
Frost's Rasin bran 203,732 | GLIDDEN CO ' \ Vinegar 2,735 
Post Tens ... 155,670 Durkee’s Cocoanut 27,397 Products 549,054 
ost loasties hae 215,665 Durkee's Condiments 2.087 HELLER & SON. L 
PE nscacecese 653,923 Durkee’s Famous Foods 34,550 La Tausca Pearls ‘ 40,098 
panna Coffee & Instant Lovee 6 Durkee’s Margarine 173,043 —— co., A. T 
Sanka Instant 56,240 Durkee’s Mayonnaise .. 22,322 35,170 
Sugar Crisp .. 793,286 Durkee’s Mayonnaise & Salad Dress.ng 16,035 HENSLER BREWING CO., JOS. 
Swaasdown Caxe Flour 445,05/ Durkee's Salad Dressing 2. 90,896 
Swansdown Cake Mix .. 803,390 Durkee’s Shortening 9,970 HERSHEL CALIFORNIA FRUIT PRODUCTS CO. 
Swansdown Devils Food Mix 6, Glidden Paints 6,865 Contadina Tomato Past: - 51,468 
Swausdown Mixes .. 16,752 GLOBE BREWING CO. HEUBLEIN & BROS.. G 
Swansaown Products 14,700 Arrow Beer 57,825 A-1 Mustard 
Yuvan Coffee .. 67,501 GODCHAUX SUGARS INC 76,296 A-1 Sauce 
Pr oaucts 7,825 GOEBEL BREWING CO. Bell's Special Reserve 
GENERAL MILLS INC. 3,376,986 | eer 237,159 Heublein'’s Club Cockta.ts 
betty Crocker Cake Mix 567,092 | GOETZ BREWING CO.. M K Heublein’s Vermouth 
Betty Crocker Kitches 156,627 Country Club Beer 13,1 Milshire Gin 
Betty Crocker Mixes 8,299 GOLD SEAL CO. 273,711 Powder Horn Whisky 
Betty Crocker Soups 27,895 | Floor Wax 40,058 Schweppes Quinine Water 
Betty Crocker Products 10,076 Glass Wax 10,005 Smirnoff Vodka 
Bisquick 2,09 Products : 23,648 HEURICH sane co., 
y ~ear 492.587 GOLDEN PEACOCK INC. CHRISTI 
Crustquick 04,08 Mitchums Esoterica 52,561 Champee: ’ 
Crustquick Pumpkin Pi-Mix 60,215 GOLDMAN & BROS.. WM. P. Old Georgetown 
General Mills Appliances . . 9, Men's Apparel 65,179 a INC 
General Mills Toaster 14,310 GOODALL-SANFORD INC. 
General Mills Tru Heat Iron 16,574 en's Apparel 31,553 HEYWOOD. WAKEFIELD co 
Gold Medal Flour 128217 GOODRICH CO., B. F. 410,844 Baby Carriage 
Goid Medal Spaghetti & Goodrich Tires 288,535 
Macaro.i Products . 13,992 Hood Rubber Co. 90,7 HLIFe. ‘PACKING co. 
Gold Medal Products . 4, a Am Tires 2,055 Orleans Oop Fess 
ix 379,007 __Institutio 29, — PERIODICALS INC. 
Pyequich 18.045 GOODYEAR. TIRE "& RUBBER CO. 652,197 
Red Band Flour ‘ 33,599 Lifeguard Safety Tube 2,383 HILLS. "BROS. COFFEE INC. 
Softasilk Cake Flour . oxtes aE oA Soe wus BROS. CO. 
Sperry Drifted Snow . D 
Sperry Drifted Snow & Wesson Oil 13,526 GORTON- Pew FISHERIES CO Dromedary Cake Mix 
Sperry Pancake & Waffle Flow | Mix 31,159 _ Fish Products 110,311 = Dromedary Date Mix 
Sperry Products 16,077 GOSSARD CO.. H. W Dromedary Date-Nut Roll 
Wheat Hearis 17,579 Foundations & Brassieres 162,394 Dromedary Dates 
Wheaties 304, GRABOWSKY BROS. INC Dromedary Gingerbread Mix 
Institutional 356.472 Royalist Cigars 37,249 Dromedary Mixes 
Products 155,439 ae & CO.. ANNIS Dromedary Muffin Mix 
GENERAL MOTORS CORP ty} Gold Label Ignacio Haya Crystals 28,576 Dromedary Products 
Buick Cars .. 6 GREAT NORTHERN RAILWAY CO 44,569 HI-V CORP. 
SE ED sc ancecccccceasens “tis GREEN GIANT CO. ....... 6.0.00. 347,021 SE MD Whdbatcdesevavase 
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Herald-American Food Service Features 
GET $-ALARM RESPONSE 


PAGE ONE HEADLINES may proclaim the world is 


going to blazes but what is most alarming to women 
is that their family food budget is going up in smoke. 


To women, food news is big news and the newspaper 


that offers the greatest service in food budgeting, 
meal planning and economical recipes is the one 


that holds their attention. In Chicago, the Herald- 


American publishes more food news than any other 


newspaper. 


OVER A HALF.MILLION HOUSEWIVES depend on Mary 
Martensen, Herald-A merican food editor, for kitchen- 
tested recipes, attractive budget-cutting menus and 


: to answer their personal problems in better kitchen Chicago brides don't burn their biscuits—like their mothers they 
1 d A evs h | follow Mary Martensen’s kitchen-tested recipes in the Herald- 
management. Food Retailers, recognizing the sales American. In fact, they have found the answers to practically all 


of their problems in Herald-American Service Features. 


impact of this exceptional Herald. American reader 


At any time, on any day, Herald-American readers can get 
practical buying information on Food, Home Furnishing, 


edvetticing in a | | a During the first Fashions, Beauty, Travel and Transportation. 


These Herald-American Service Features are a most important 


service, continue to place more and more jof their 


; five months of this — the Herald-American carried part of the Herald-American matching every interest of our 
564428 a of grocery store advertising—an readers and your customers! They tell "What's good”, “Where to 
bila get it” and “How much it costs”. 


increase of 154,965 lines over the same period 


Such service is a dynamic sales force to make your advertising 


: . more effective, for “Service to the customer” is a fundamental 

j lost ro The four leading eee food chains principle of successful selling. It is only natural that the news- 
‘§ placed 460,890 lines of advertising in the Herald- paper that serves its readers best...best serves the advertiser! 
American during this period for a gain of 110,801 The Herald-American gives the Service... YOU make the sales! 


lines over the first five months of last year. . . the 


by any Chicago newspaper. 


NATIONALLY REPRESENTED BY 


HEARST ADVERTISING SERVICE 
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j 56 
HOFFMAN RADIO CORP 63.859 wareoeeTee CELLUCOTTON 
adio 6,39 PRODUCTS CO. 
Radio & Television 3.879 Delsey Tae 
Television 53,583 Kleene 
. HOLLAND-AMERICAN LINE Kleenex Eye Glass Tissues 
¥ Steamship Transport 81,513 a 
HOLT & CO.. HENRY Pro 
Books 37,142 INTERNATIONAL HARVESTER CO. 
ee: HOME INSURANCE CO 50.776 Farmall Tractors 
HOME STEAMSHIP LINES International Harvester Freezers 
Steamship Transportation 67.622 International Harvester Refrigerators 
HOOD & SONS, H. P. 182 International Harvester 
Cheeses ; 6.429 Refrigerators & Freezers . 
Chocelate Drink 2,204 International Trucks 
Eggnog 1,029 roducts 
Ice Cream : 36,551 INTERNATIONAL LATEX CORP. 
Milk 26.676 Playtex Mitt 
Products : : 36,293 oe ae 
HOOVER CO ‘ 32,588 nstitutiona 
ve Cleaners 4,903 INTERNATIONAL MINERALS & 
Produc 27.685 CHEMICAL COR 
HOPKINS, & SON, rene . anaes —— ed 
Gouraud Oriental Cream . 
Mothersill's Remedies 25.355 INTERNATIONAL NICKEL CO. 
HORME ., GEORGE A. 343,165 nstitutio 
pm o>. panes 341.89] INTERNATIONAL SALT CO. 
Institutional 1,274 Sterling Salt 
HOUBIGANT SALES CORP. INTERNATIONAL SHOE CO. 
Toilet Preparations 74,210 Buster Brown Shoes 
— MIFFLIN CO Poll Parrot Shoes 
4 137,461 Red Goose Shoes 
HOUSTON LIGHT & POWER co. 54,635 — — 
ma ty» _ 30,508 INTERNATIONAL TELEPHONE & 
re HUBINGER CO TELEGRAPH COR 
; Quick Elastic Starch 38,141 Capehart Radio 
nyperent BREWING CO. Capehart Radio & outa 


Capehart Televisio 
INTERSTATE BAKERIES ‘CORP. 

Butter-Nut Bread 

Weber's Bread 


154,959 
HUDSON MOTOR CAR CO. 2,351,204 
HUDSON or By PAPER CORP. 


Paper Napk 99,379 
HUDSON RIVER DAY LINE INC. 40.361 Ang ee * 
HUNT FOODS INC. 484.785 OWA SOAP Co. 


Magic Washer 


Canned — 120,590 F 
: Tomato Sauc S66.286| See meee Tubes 
= PARK BREWERIES ASSN. 50.030 IRON FIREMAN MFG. CO. 
ron treman 
bo —- a PRODUCTS CO. eS ISBKANDTSEN & SONS 
Sani-Flush 136,600| "eae “remvert 
HYPERCIN INC 74,297 Ivy Dry : 
IDA eee COMMISSION JACKSON BREWING CO 
toe . 50,173 Jax Beer 
ILLINOIS. BELL  teaaaaae co. 249,602 | JENNEY ure co. 
= CENTRA Gasoline & Oi! 
ROAD co. 108,927 | JERGENS CO., ANDREW 
1LLINOIS MEAT CO. 114,080 Dryad Deodorant 
Breadcast Corn Beef Hash 5.326 Jergens Lotion 
Breadcast Meat Products 108,754 Jergens Preparations 
ILLINDIS WATCH CASE CO. 154,332 Jergens Soap 
Elgin American Compacts 30,971 | Woodbury Preparations 
Ei American Products 123,361! Woodbury Soap 
IMPERIAL SUGAR CO JOHN HANCOCK MUTUAL 
ry. 36,060 LIFE INSURANCE CO 
INDEPENDENT MILWAUKEE BREWERY | JOHNSON & JOHNSON 
Brammeister Beer 30,763 Band-Aid 
INDIANA _ Mo 4 co. 62,939 Johnson Baby Lotion 
eae s MICH | Johnson Back Plaster 
ELECTRIC CO 34,090} Meds 
INDIANAPOLIS POWER & | Modes 
co 29,987 | Permacel Industrial Tape 
INDUSTRIAL PLANTS CORP. Personal Products Corp. 
jus Plant Sales 28,101 Tek Toothbrush 
INN ae MEDICINE CO. Texce!l Tape 
Inner 35.223 Yes Tissues 
msTErure OF LIFE Products 
INSURANCE 1,321,257 JOHNSON & SON. S. C. 
INTERNATIONAL BUSINESS | Brisk os 
— CORP. 184,499 Car Plate Auto Wax 


198,205 


Savannah is one of America’s Major Markets and can be 
reached ONLY through the SAVANNAH MORNING 
NEWS and SAVANNAH EVENING PRESS with a cir- 
culation of more than 72,000. 
4 Advertising schedules in the SAVANNAH MORNING 
NEWS and SAVANNAH EVENING PRESS will yield a 
rich harvest, proof-positive that they are a profitable media 
for larger sales volume. 

General Advertising Rate — 23c a line flat. Milline Rates 
are 3.19/2.96 and we are among the lowest in the country! 

Effective Merchandising Cooperation 


z Sabannah Morning News 
4 SAVANNAH EVENING PRESS 


SAVANNAH, GEORGIA 
WARD-GRIFFITH COMPANY, INC. 
Special Representative 


Glo-Coat 


Wax Products 
JONES METAL poooees} co. 
JOURNAL OF COMMERCE 

OF NEW YORK 


pre Age DUTCH AIRLINES 
KAHN 'INC.. DAVID 

Wearever Pens & Pencils 
KAISER-FRAZER CORP. 

Frazer Cars . 

Kaiser Cars 

Kaiser- | Cars 

Institut 
= STEEL CORP. 


oe are SOUTHERN 
RAILWAY CO. ‘ 


} KARSEAL | CORP. 


we 


} ay oO .. 
Kasco wauis Inc. 


Dog 

KeLLOGe co. 
All Bran 
Bran Flakes 
ee 
Corn Flakes 
Corn Pops 


Pep : 
Raisin Bran Flakes . . 
Rice Krispies ...... 
Shredded Wheat .. 
Variety 
Institutional 
KENDALL CO. 
Bauer & Black Elastic Stocking « 
Blue Jay Foot Product 
Curity Products 
ay PHARMACAL co. 
ro! 
KEYSTONE WACARONI MFG. co. 
San Giorgio Macarom Products 
San ry Spaghetti Sauce . . 


KINGAN & 


Meat ores A $ 
oe ART FOODS INC. 
y-0- rg Muffin Mix : 

KLEERE x CO. 
KNIGHTS OF COLUMBUS 
KNOPF INC., ALFRED A 


Books ° 
KNOUSE FOODS COOPERATIVE . 
Lucky Leaf Appie Products .. 

Lucky Leaf Sliced — 
KNOX CO. 

China Roid .. 

Cystex 

Mendaco .... 

—, 


KNOX ct GELATINE co. 
KNUDSEN CREAMERY Co. 
Hainshire Sour Cream 
voourt 
Product 


KOLODNEY & 0. R 
Wearing App: 


ae oy METAL AWNING core 


aprens co. 

KREISLER MFG. CORP., JACQUES 
weir ° ° ° 

KRETSCHMER corp. 


roduc! 
ay ay yh BREWING co., G. 
Beer & A 
KUNER-EMPSON CO 
Ketchup 
Vegetables 
Products 
KYRON FOUNDATION INC. 
Kyron Tablets 


LACLEDE GAS CO. 

LADY ESTHER LTD 
Toilet Preparations 

L'AIGLON APPAREL INC 
Wearing Apparel 

LAMBERT PHARMACAL CO. 
Actifoam Cream Shampoo 
Listerine Antiseptic 
Listerine Tooth Paste 
Listerine Prodacts . 

LAMM BROS — 

Wearing Appar: 

LANDERS, many & CLARK 
Universal Coffeematic 
Universal Household Appliances 
Universal Iron 
Universal —— Cleaner 
Universal Wash 

LAND O'LAKES CREAMERIES INC. 
Butter 
Dry Milk 
Evaporated Milk 
Ice Cream 
Skim Milk 


Products 
— UNITED BAKERIES 


Hollywood Bread 

Holsum Baking Products 

Holsum Bread 

Langendorf Baking Products 

Langendorf Bread 
LAN-O-SHEEN INC 


Fresh-Like Vegetables 
Veg-All Vegetables 
LARUS & BRO. CO. 
Domino Cigarets 
Edgeworth & Holiday Tobacco 
Edgeworth Tobacco 
Holiday Pipe Mixture 
LATROBE BREWING CO. 
Rolling Rock Beer 
LAVOPTIK CO. 
LEA 6 PERRINS INC. 


Sauce 
LE BLANC CORP. 
Hadacol 
LECTRO ~— INC 
Paint Peele: 
LEEMING & O.. THOMAS 


Ben Gay 

LEES 1 sows hw JAMES 
Carpets & R 

LEHN . FINK PRODUCTS. CORP. 
Dorothy Gray apelin ° 
Etiquet Deodor ' 


+ ~ Ammoniated Tooth Paste 
ussy Pi 
LEstit FASHIONS INC.. FAY. 
Wearing Apparel .. 
LESLIE SALT CO. 
Salt 


38,974 


123,862 


7,448 
19,495 
163,111 


103,951 
713,453 


48,469 
263.070 
25.962 


LEVER BROS. CO. 
Breeze 


Frostee Dessert Mix 
Good Luck Dressing 
Good Luck Margarine .. 
Good Luck Products 


Harriet Hubbard Ayer Preparations ; 


Jelke's Products 
Lifebuoy Soap . 
Lipton’s Soup ... 
Lipton’s Tea 

Lipton’s Products 

Lux Flakes 

Lux Soap 

Pepsodent Tooth Paste 
Rayve Cream Shampoo 
oe Home Permanent 


LEVERING COFFEE Co. 
Lord Calvert Co 

LEWIS CIGAR MFG. CO.. 
John Ruskin Cigars 
Melba Cigars — 

LEWIS FOOD CO. 


LWT CORP. 


Vacuum Cleaner 

LIBBY. WONEILL & LIBBY . 
Baby Foods 
Canned Foods .... 


Froven Foods 
Fruits .. 

Juices 

Meat Products . . 
Orange Juice 
Pineapple Juice 
Tomato Juice 
Vegetables 


Products : 
LIBERTY BAKING CORP 
Bell Bread 
LIBERTY MUTUAL INSURANCE CO. 
LIEBMANN BREWERIES INC. 
Rheingold Beer 
LIFE SAVERS CORP. 
Alkaid 


Pine Bros. Glycerine Tablets 
LIGGETT & MYERS TOBACCO CO. 
Chesterfields 
LILY OF FRANCE INC 
LINCO PRODS. CORP. 
— 
Blea 
LINDER BROS. 
Wearing Appare 
LION INC CISBONS BREWERY) 
Beer & Ale 
LION OIL CO 
Gasoline & Oil 
LIONEL CORP 


Toys 

LIPPINCOTT CO.. J. B. 
Books 

LITTLE, BROWN & CO 


ooks 
ie AIRCRAFT CORP 
—- ah 


LONE ‘STAR "BREWING co 
B 


eer 
LONE STAR GAS CO. 
LORILLARD CO., P. 
Embassy Cigarets 
Muriel Cigars 


Old Golds 
LOS ANGELES BREWING CO 
Eastside Beer 
LOS ANGELES DEPT OF 
WATER & POWER 
LOS ANGELES SOAP CO. 
Scotch Cleanser . 
be oe ‘ 
Whi ng Soap & Water Softener 
LOUISIANA’ STATE RICE MILLING 


Louisiana State Rice . . 

Water Maid & Mahatma Rice 

Products 

LOUISVILLE & NASHVILLE 
AILROAD CO. 


Lucky LAGER BREWING CO 


Beer 
LUCKY TIGER MFG. CO. 
Hair Preparations . 
LUDEN’S INC. 
Couyh Drops 
“rool RULE CO. . 
Produc 
LUMDERMEN S MUTUAL 
CASUALTY CO. 
LYONS & CO. 
Kiwi Shoe Polish 


. J. B. Co. 
‘i J. B. Cof 
M. J. Getee & Te 
' x 
v or biereric LABORATORIES 
Ten- ” =. 
Zero 
wACrADDEN PUBLICATIONS INC. 
tory . 
MACMILLAN CO. 
ooks 
MACK TRUCKS INC 


Trucks . ‘ ; 
MAIDEN FORM BRASSIERE CO 


MAINE DEVELOPMENT COMMISSION 


Potatoes 
MAJOR r., COACH 
SYSTEMS INC 
MANHATTAN SHIRT CO 
MANHATTAN SOAP CO 
Blue White Flakes 
Blue White & Sweetheart 
Blue Barre! Soap 
Sweetheart Toilet Soap 
MARATHON CORP. 


Waxtex 

MARCAL PAPER MILLS INC. 
Kitchen Charm Wax ne 
Marcal Hankies 
—, \ aes 
Produc 

wancnan CO., CHARLES 

$ : 


Hair Rinse: 
MARLENES INC. 
Minit Curl 
Mynex 
a INC. 
MARTINSON & CO., JOS. 
offee 
MART TRAVEL BUR 


MARYLAND PHARMACEUTICAL ‘CO. 
Rem 


MARYLAND & VIRGINIA MILK 
PRODUCTS ASSN 


Advertising Age, June 25, 1951 


9,625,279 MASTIC yius CORP. oF AMERICA 
307. Ma-Ti- 5,085 
638.442 MAY CO., * GEORGE s. 
4,785 Industrial Engineers . 130,701 
339,936 MAYBELLINE Co. 
5.85 Maybelline . 110,754 
143.776 MAYER ‘t "C0. oscar 
1,126 Meat Prod ‘ 572.529 
337,472 MAYTAG co" Saga 320,936 
1,001,269 anges 5.520 
693.808 Washers ........... 292.428 
6.771 — ESRSCSSS: 22,988 
302,711 McCALL CORP. 173,097 
428,995 BecoW's $ Publications . 76,973 
581, Red 96.124 
79,327 McCORMICK @co..... 306,103 
765,377 Brand Insecticides . 9,127 
1,226,560 Bee Brand Quick Kill . 6.031 
266,700 McCormick Spices .. 830 
774,245 McCormick Tea ....... 123,375 
2.006.410 Schilling Coffee ..... 87.573 
10,323 Schilling Condiments . . 2.263 
Schilling Extracts ..... ‘ 22.517 
28,410 Schilling Spices .... 22.709 
119,985 Schilling Products ..... 30.431 
88.478 Produ 1,247 
31,507 MeGRaw. WiLL PUBLISHING co. 153,838 
34,819 Whittlesey House . 
30,862 Institutional 105,034 
3,957 | McILHENNY CO. 
435.342 Tabasco Sauce 97.439 
10,858 WcKESSON & “ROBBINS 161.954 
424,484 | xel 9,050 
Carboil Salve 822 
39.686 | Chapin & Gore Whisky 584 
1,018,493| Leroux Cordials . 224 
287.933 Martins V.V.0. Scotch 28.531 
9,889 | ra . sale 18,597 
11,293) Padre Wines : 6.146 
1,888 | McKETTRICK-WILLIAMS INC 
73,383 | Wearing Apparel 58.476 
60,522 | McLAUGHLIN & CO., W. F 
935| Manor House Coffee 117.711 
94.358 | MEGOWEN EDUCATOR FOOD CO 
—— Crackers 26,930 
‘843 | MENGEL CO. 
137,053 Furniture 74.477 
42,305 | MENNEN CO 293.538 
202.539} Baby Magic 35,122 
Baby Preparations 13,224 
36,597 | Preparations 72.039 
75.279) Shave b aay 45,781 
| Produ 127,372 
Ssess | MENTHOLATUM co. 466 649 
35.653 men RIAM CO..G. & C 
3.231 | Books 37.819 
32,422 MESSNER INC., JULIAN F 
|” Books 42.823 
-165 | METROPOLITAN LIFE 
114,327 | INSURANCE 89.584 
49.703 | METROPOLITAN SUNDAY 
3,40: NEWSPAPERS INC 116.280 
46,302 | MEYER BROS.. JOS. H sis 
Richelieu Pearls 54. 
45.832 | MEVERCORD co pean 
| Decal Pro: 
26,606 | MIAMI WARGARINE co 
| WNumaid Maraari 30.735 
27,201 | MICHIGAN pet TELEPHONE co Rit 
MICHIGAN BU . 
188,622 Flower = . 125.790 
Holland Bulb 37.772 
81,117 | MICHIGAN CHEMICAL corP 91.283 
Pestmaster . 
120,453 Pestmaster Gardener 53.241 
81.730 Pestmaster Rose Treatment 519 
| Weedmaster 16.180 
313,107 | MICHIGAN CONSOLIDATED 
GAS CO. 38.760 
cy} MICHIGAN MUTUAL LIABILITY CO 
34, 1 Insurance 54 
834.312 | MID-CONTINENT AIRLINES INC 128,231 
1. MID-CONTINENT PETROLEUM CORP 
61.238 Gasoline & Oi! 108.074 
771,661 | MILES LABORATORIES INC 430 $00 
Alka Seltzer 
147,296 | Bactine 5.282 
39.273 Miles Nervine 15.017 
+ ay Ore-A-Day Vitamins 59.146 
230.618 | Tahecin 205.637 
1.699 | MILK_ FOUNDATION 69.892 
198.027 | MILLER BREWING CO 
30.896 High Life Beer 49.028 
aug | MILLER TABLE PAD & 
22 71a | VENETIAN BLIND MFG. CO Bt 
4 | MILNER PRODUCTS CO 25.276 
6 Fly-Cide 5.985 
67.439 | ine-Sol 19.741 
73.010 | MINNEAPOLIS BREWING CO 
Grain Belt Beer rae 76,105 
MINNESOTA CONSOLIDA 
167.812 CANNERIES INC a 
ay Vegetables 65. 
105.666 MINNESOTA M INING & MFG. CO 
Scotch Cellulose Tape 89.229 
aoe MINUTE MAID CORP r 
6511 Juices 5.488 
. Lemonade 71,027 
’ Srenge Juice — 
Tangerine Juice J 
45.954 wIRACLOTH COR 27.132 
MISSISSIPPI SHIPPING co 
162,381 ‘Steamship Trans 31,531 
missount- KANSAS. TEXAS LINES 
Rail Transport 40,703 
} wissoUR! PACIFIC LINES .. . 
556.552 Bus Transport 8,499 
374,017 Rail Transport 51,597 
26.262 MOJUD HOSIERY CO 67,362 
15]'949 MONONGOHELA POWER CO 27,972 
MONTENIER INC.. JULES 
178,226 Stopette Spray Deodorant 164,887 
12,191 | MONTGOMERY CO., WILLIAM 
eee Montco Coffee 42,088 
MONTICELLO DRUG CO 128,325 
106,351 | ““A-H Tablets 18-363 
| 666 . 
178,424 | Products 2,089 
5.975 MOORE-McCORMACK LINES INC 161,235 
91 377 MORNING MILK CO 
Evaporated Milk 38,762 
38.548 | MORRIS & CO., PHILIP 3,571,013 
Bond Street Tobacco 238,321 
39.280 Marlboros 18.986 
43,895 Philip Morris Cigarets 3,193,521 
= = Spuds 129,185 
‘912 | MORROW & CO., WM. 
2 . oa Books $1,194 
345.162 MORTON SALT CO 221,558 
MOTOROLA INC. 758 
36.316 Radio 324,123 
72.811 Radio & Television 104,103 
43.688 Television 1,618,532 
7.291 MOUNTAIN STATES TELEPHONE 
tan & TELEGRAPH CO. 37,075 
’ MOUNTAIN VALLEY WATER CO 
27.603 Mineral Water 159.816 
28.749 MRS. BAIRD’S BAKERIES INC 
8.491| Bread . 101,018 
aned mas. TUCKER'S FOODS INC. 93.283 
eadowlake Margarine \ 
115, 366 Shortening 18,454 
54.635 Products 35,434 
MUEHLEBACH BREWING CO., GEORGE 
31,358 5,467 


34,525 | 
36,543 


ae FURNACE c0., L. =" 
Heating Equipment 
MURINE CO. 


- 


| 


ete ae} roe ber Saee "5 oe pe 5 i fie Pag ee, ae ee 8 fe, 2 te fj - “sae coer te ee eed > a peat cae hate: 
Op ey : “aa nhc ac. ars ea © pate ern a ee ee ant ee (oe: | Overs * ae Lay x ; ae, fi nes 
re i a See) ba an ies ant a ie es Me Bee se Un ee ah Sig Caan. = es a A a ae rate ae — eae Ons ie ‘i a = 
a 
= , 
1,083,279 cose. 985,983 Patan 
3,748 ‘i 27.807 eh ; 
393.853 ees { 
18,315 es 33,043 ii 
647,822 | 
19,541 K i 
ci | 
, ; 98,795 i} 
21,898 a ii 
176,320 - 68,820 - é { 
.. 1,880,012 seteeee 
10,195 ; 65,437 . . } 
38.284 -. 1,284,890 veterans { 
38,489 .. 527.653 
225,166 2.032 Byy Sree 
aS =~ | 
185,967 : ane? Silver Dust waa : ' 
eae 43,786 Spry urea ans if 
96,717 eT : 64.662 Surf ahraean | 
82,918 Bicaedee 4529 estat Fi. 
13,804 60,133 | 
206,891 ? 37,907 I = \ 
‘ 2.149.556 . 
98,521 as 390.924 savesins 
121,837 3368 ; é 
9,719 47,535 Dr. Ross’ Dog Food ‘ : 
1,335 ae 617.358 Skippy Dog & Cat Food : 
1,134 ; ..... 207,812 | LEWIS-HOWE CO. aaa a 
2.497 Corn Soya Ry kavaaaus 32,960 Nature's Remedy ............. } 
107,152) 40% Bran "99336 aber 
Gro-Pup -... 172,144 ; 
181,385 . 64,492 : 
1.681 171,890 im | 
62,217 220,592 ‘ 
117,487 2.318 cores | 
: 94,019 182.962 Canned Meats ; 
i ; 40,005 5.865 Corned Beef Hash ........ 1) 
ones 50,376 146.563 ; | 
> <s 3,638 9,359 ee + 
“ . 68,086 109/459 
_ wee 58,509 27,745 see | 
8.884 | 
693 49,765 : | 
28.229 . 
; $3,194 . 22,152 : 
6.077 
; 25,075 
eee 30,720 
: 48,348 | 
A 48,338 
ctl S338 
-.. 153,274 
' 
199.299 mum | 
31,158 42.311 
f 770.976 37,755 
55,642 3401225 
13,028 . 18,731 | 
315,534 . 181,024 
945 . 108,328 
a 31,281 
; 187,622 okt 861 
28.091 baie 158,742 
869.437 : 63.999 
; 75.527 nie 29.482 h 
64,317 = 10,763 
88.373 : ; 3,284 ; 
. 58.406 eititens 785 h i 
168.428 ... 19,985 ; 
; 9.540 
coos 5.076 43,648 : 
67.480 
53,198 33,397 
269.855 
‘ 9.237 200,645 ‘ 
1,279,149 on 
226,317 94,490 
; 27.875 
. 35,198 
£ KRE 
a4 . ‘ 31,908 ' 
t —s oo $B 
‘} Second Largest City 
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| IN ST. Louis. s aa 
! | 4 LAWRENCE J. MEISEL 
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, EXPANDED HIS 
, LAWN MOWER AND 


GARDEN (ae 


- BUSINESS | . : 
FROM THIS | | 
He TO THIS 
vim | 
Sf IN YEARS . 


while advertising 


mainly in the 


St. Louis Globe-Democrat 


HERE’S THE RECORD 


GLOBE POST STAR TOTAL 
LINES % “LINES % LINES % LINES 
1950 11,673 944 27522 422 3.4 12,370 
1949 12,653 100.0 o- — 00 12,653 This is just one of several 
1948 2554 90.0 132 46 152 5.4 2,838 : 
1947 1513 81.4 346 «(18.6 aw 1,859 hundred case histories of 


successful Globe-Democrat 
advertisers in every media classification. 


TID 


This case history of successful advertising is vital to 


ov as a buyer of advertising space because it 
¥ “ . For additional case histories and information 


Seneitan 2. ee Sma 


proves that a single St. Louis paper can deliver the on the St. Lovis market and its newspaper 


sales results you’re looking for. That paper is the pore , aude fer tree beckiet “Selecting the 


Right Newspaper Isn't As Easy As ABC.” 


= neta 8 Sn 
7 


St. Louis Globe-Democrat, St. Louis, Mo. 


on, nen a 


The only morning newspaper in America’s eighth ranking market 


yc oe Car ae ee ee tes a er lS re he 
aoe en Si eee ; aes, 7 - ek i ’ Ne = a ie io) hoe ae es cS + iS aa (be, 
E ‘ ad “a . ; ; b: 2 
; Wee 
" ae w 
: ae 
= 
7 Oe } 
oa a 
. i ig 
f ite? | § ce : : e - ee a era 
if gaits. tia ; Roar. A ; ‘ ies ‘a “ “sf 
} one “2 a BOK 
} ee hy en fata 
SPEAKING: Be 
t sg ie s a pte. esi eG 
=. tee a 
| OF PROGRESS... | <— 
: ee ee | eee 
{ 7 = : |S Se Pasi 
ck oS) nn a et ae ace 
an a Pi 
sae Cae 
ay oe ee 
— : sk 
a 7 ae 
an ae eo chs 
a, Oe ‘ote 
io: A bio cea 
t ae if Eyes. 
Ae ECE Natt Aa, 
1} a va 
t a: Reet 
_ © ee ae 
ee cae ewe 
i a a ‘gt 
ip i. See ora 
‘ Me : LA: Page coy Paine 
- ae af 
j ee oe S ee Re 
eo i ea 
i % 4 
f .* mt &, 
ies 
i a 
ioe SS 
( ie 
ae 
“OS 
ae 
Mend 
‘yy, 
n - 7 
ae 
F x att, 
{ & ae 
: aS 
7 . ~ 
| @ 
- = —— Sait] a 1 a 
7] t T } 4 * | Ti j ' re ote. 
- rr ; tae 
—— SS me >. 
, ad ; —- ee 84 
, re ee 
| ay Te 
| ELA) as Ute 
; Po SAH | if EY Q roe! ¢ yy"),.{ { i | a 
. F o3) | Wa ‘ Vag ox EITC | Ae, te 
A": 4 ‘ J - - ie 
Re te PA SAK) \S ; ew 
/ a N | Eiri d 
\) A 4 A H i . is gs 
Wine Sod ec 
/ - 4 iy Q 7 5 + 
ee ~ | 9 ae 
a / , ; \ ae ere 
— \ ke 
xt ( . r | iJ a\ DR dre 
Se . A . 4) i} WH y 4 Bevis 
AO A\4 rex 
Ae , See mn 
. = Pee: 
Sia 
ae 
ea 
iam of 
B2 aX, 
inban PD 
ee 
ptyeys 
{ r : ee 
‘ ‘See 
ie. 
Piet, 
3 ih “We 
‘<osRae 
SEES. 
are +. 
eet gts 
‘ie 
Pee 
By. 
fs ae 
g ed 3. 
; “ap MI 
. a ea 
ete 
am j te _ 
ae 
. ome, 
ae 
EE ose 
ae 
ii ek. 
ee 
ne 
- > all -* mca ‘ : ’ > mig Cen 


* i 


Mommy = 


* 


I tl. 


: 


fas, ay 


58 


MURRAY CORP. OF AMERICA 
Gas Range 
Kitchen 
Products 
MUSTEROLE CO 
Musterole 
Zemo 
MUTUAL LIFE INSURANCE 
CO. OF NEW YORK 
MUTUAL BENEFIT HEALTH 
& ACCIDENT ASSN 
MY BREAD BAKING CO 


Bread 
N 


NALLEY’S INC 
Lumberjack Syrup 
Mayonnaise 
Meat Products 
Potato Chips 
Products 
NASH-FINCH CO 
Coffee 
Old Family Foods 
NASH-KELVINATOR CORP 
Kelvinator Aw Oryer 
Kelvinator Freezer 
Kelvinator Kitchens 
Kelvinator Ranges 
Kelvinator Refrigerator 
Kelvinator Products 
Leonard Refrigerator 
Nash Cars 
Nash Cars—Used 
—— 
Prod 
NATIONAL AIRLINES INC 
NATIONAL BISCUIT CO 
Bread 
Milk Bone Dog Biscurt 
Nabisco Shredded Wheat 
—, “on Bread 
Produc 
NATIONAL BOARD OF 
FIRE UNDERWRITERS 
NATIONAL BREWERIFS LTO 
Black Horse Ale 
NATIONAL BREWING CO. 
Bohemian Beer 
Gowers Beer 
Produc 
NATIONAL COAL ASSN 
NATEDNAL CRANBERRY ASSN 
Odean Spray Cranberry juice Cocktail 
nm Spray Cranberry Sauc 


cea a 
, NATEBNAL DAIRY PRODUCTS core 


Breakstone’s Cream Cheese Bar 

Breakstone's Dairy Products 

Greskstone’s Sour Cream 

Breakstone's Yogurt 

Breyers Ice Cream 

Jertey Gold Creameries 

Kay Cheddar Cheese 

Kraft Caramels 

Kraft Cheeses 

Kraft Dinner 

Kraft French Dressing 

Kraft Maited Milk 

Kraft Mayonnaise 

Kraft Miracle Whip Salad Dressing 

Kraft Salad 01! 

Kraft Spreads 

Kraft Velveta Cheese 

Kraft Products 

Lafek Dairy Co. Products 

Pabst-ett Cheese 

Parkay Margarine 

Philadelphia Cream Cheese 

Sealtest Cheese 

Sealtest Cottage Cheese 

Sealtest Eggnog 

Scaltest Ice Cream 

Sealtest Milk 

Sealtest Yogurt 

Sealtest Products 

Sheffield Dairy Products 

Sheffield Milk 

Southern Dairies Cheese 

Southern Dairies Ice Cream 

Southern Dairies Milk 

Southern Dairies Products 

Telling-Bele Vernon Ice oo 

Western Maryland Dairy Mil 
a DISTILLERS pRoDUucTS 

COR 


Sellows & Co. Products 
Bellows & Co. Whisky 
Bellows Club Special 
Bellows Partners Choice 
Black Gold 

Bond & Lillard Whisky 


601 
773,810 
62,298 
88,618 


171,311 


Bourbon De Luxe Whisky .. 
CedarBrook Whisky . 
Century Club Whisky 
Crab Orchard Whisky 
G & D Vermouth 
G & D Wines 
Gilbey's Gin 
Gilbey's Spey Royal Scotch 
Gilbey's Whiskies . 
Hill & Hill Whisky ‘ 
Italian Swiss Colony Wine 
Lejon Vermouth 
Mount Vernon Whisky 
National Distillers Whiskies 
Old Crow Whisky 
Old Grand-Dad Whisky . 
Old Hermitage Whisky 
Old Log Cabin Whisky .. 
Old McBrayer Whisky 
Old Sunnybrook Whisky 
P. M. De Luxe Whisky 
Town Tavern Whisky 
White Rock Beverages 
White Rock Ginger Ale 
White Rock Sparkling Water 
Products 

NATIONAL poues CoRP 

NATIONAL OATS CO. 
3-Minute ats ts 
3-Minute Oats Cereals—Hot 
3-Minute Raising Oats 
3-Minute Pop Corn 
Products 

NATIONAL PAPER CORP. 

Swanee Tissue 
Swanee Tissue & T 

NATIONAL PRESSURE COOKER co 
Presto Cooker 
Presto Products 

NATIONAL SELECTED PRODUCTS 
INC 


7-Minute Pie Crust Mix 
7-Minute Pie Filling 
7-Minute Pie Products 
NATIONAL STEEL CORP 
Great Lakes Stee! Corp. 
Great Lakes Stee! Corp —Huts 
Institutional 
NATIONAL SUGAR REFINING CO. 
Jack ~~ - Sugar 
Quaker Sugar 
NATIONAL TEXTILE & 
CHEMICAL LABORATORY 
Perma Starch 
NATIONAL TOILET co. 
_Nadinola Cream 
NATIONAL TRAILWAYS 
BUS SYSTEM 
NATION'S BUSINESS 
NATURAL RUBBER BUREAU 
NAUGHTON FARMS INC 
Nursery Stock . 
NEDICK’S INC 
Orange Drink 
Orange Drink Concentrate 
NEHI CORP. 
Par-T-Pak Beverages 
Par-T-Pak Ginger Ale 
Royal Crown Cola 
Products 
NEPERA CHEMICAL CO 
Anahist 
Hist-0-Plus 
NESTLE CO. 
Maggi Bouillon Cubes 
Nescafe 
Nestea 
Nestie's Bouillon Cubes 
Nestle’s Cheese 
Nestle's Cookie Mix 
Nestle's Food Products 
Swiss Knight Cheese 
NESTLE CHOCOLATE CO 
Chocolate 
Cocoa ‘ 
Eveready Cocoa 
utk 
Semi-Sweet Chocolate 
= ENGLAND CONFECTIONERY 


Bolster Candy Bar 
Canada Mints 
Lovell & Covel Candies 
Necco Candy 
Necco Products 
NEW ENGLAND TELEPHONE 
& TELEGRAPH CO. 
NEW JERSEY BELL 
TELEPHONE CO. 
NEWMAN & SONS INC.. I 
Foundation Garments 


25.857 


— Ss om anne PUBLIC 
NEW YORK CENTRAL sysTEM 

Boston & ra 

New York Cent 
NEW YORK HERALD TRIBUNE 
NEW YORK LIFE —— co. 
NEW YORK, NEW 

HARTFORD RAILROAD co. 
NEW YORK NEWS 
NEW YORK —, co. 
NEW YORK TIMES 
~- YORK WORLD: 

LEGRAM & SUN 

NICOLAY. DANCEY INC 

New Era Potato Chips 
1900 CORP. 

Whirlpool Appliances 


Whirtpool Clothes Dryer & Washer : 


Whirlpool! Dryer 

Whirlpool peel 

Whirlpool Produc 
NOBLITT-SPARKS INDUSTRIES 

INC 


Radio 
Radio & Television 
— ° 


Arvin 
Arvin 
_— 
Arvin 
NOMA ELECTRIC core 
Effanbee Dolls 
Noma lights 
NORCROSS 4 
Greeting 


Card ‘ 
NORFOLK & WESTERN RAILWAY .. 
0. 


NORITO C 
NORRIS INC. 
Candies a. 
NORTH AMERICAN ACCIDENT 
INSURANCE CO. OF CHICAGO 
NORTHAM WARREN cone. 
|e 
Odo- 
nONTHEAST AIRLINES INC. 
NORTHERN INDIANA PUBLIC 
SERVICE CO 
NORTHERN PACIFIC RAILWAY CO 
— PAPER MILLS 


NORTHERN ys A POWER CO. 

NORTHWEST AIRLINES INC. 

NORTHWESTERN BELL 
TELEPHONE CO. 

NORTON & CO. W. W 


Books 
NORWICH PHARMACAL CO. 
Norforms 
Pepto-Bismol 
Unguentine 
Zemacol 
NOVELTY MART 
Toys 
NOXZEMA CHEMICAL CO. 
NU-ENAMEL CORP. 


Paints 
OAKITE PRODUCTS INC 
Oakite ‘ 
O'CEDAR CORP. 
Mop 
Polish 
Products 
O-CEL-O INC 
E-Z Squeeze Mop 
Sponges 
OERTEL BREWING CO 
Beer 
OHIO BELL TELEPHONE CO 
OHIO EDISON CO 
OHIO OIL CO. 
Gasoline & Oi! 
OLD DUTCH COFFEE CO 
Coffee 
OLD HOME BAKERS INC. 
read 
OLIVE TABLET CO 


Or. Edwards Olive Tabiets 
OLYMPIA BREWING CO 
8 


eer 
OLYMPIA RADIO & TELEVISION INC 


Television 


ONEIDA LTD 
Community Silver Plate 
OREGON-WASHINGTON- 
CALIFORNIA PEAR BUREAU 


406 | 


74, 
478,725 OsTREX apes 
41,069 QWEN NURSERY ... 
437,656 mare Kruse 
845 Products 
Pa Oe, "REN OR Ine 
65,694 Books 
62,827 
286,274 
138,489 “ 
180,957 PABST SALES CO. 
Hoffman by a 
73,205 Pabst Blue Ribbon Beer 
106.637 paciFic AMERICAN FISHERIES 
2.7 emings Salen 
20.753 paciric” ‘CITRUS PRODUCTS CO. 
10,114 Hawaiian Punch 
63,288 PACIFIC COAST BORAX CO. 
9,773 Boraxo 
Twenty-Mule Team — 
60,024 paciFIC COAST PAPER 
— MILLS oF WASHINGTON INC 
. M-DT 
32,849 pacific GAS & ELECTRIC CO 
8.104 PACIFIC MILLS ...... 
19.848 Fabrics ‘ = - 
51.179| Sheets 
1669 PACIFIC “yevernone & 
LEGRAPH 
184,129 | packaRD-BELL LO. 
96,86. Television . 
44,131 packARD MOTOR CAR CO 
PACQUIN INC. 
71,256 Torlet oo 
PAL BLAD 
88,726 Pal Sreaes 
314,721 Personna Blades 
146,441 | pan.aMERICAN COFFEE BUREAU 
168,280 PAN AMERICAN WORLD AIRWAYS 
300 Pan American World Airways .... 
Pan American Grace 
84 Airways & World Airways 
76,371 PANAMA PACIFIC LINE 
Steamship Transport 
129,848 PARAFFINE oes: 
60,594 Pabco Rug 
464,439 PARK & TILFORD . 
ths House of Lords Gin 
wel 
Martell Cognac Brandy 
56.569 Park & Tilford Bottled in Bond 
391.519 — Park & Tilford Kentucky Bred 
583 Park & Tilford Preparations .. 
352.988 Park & Tilford Private Stock 
25.244 Park & Tilford Reserve 
12.704 Park & Tilford Whiskies 
Tintex Dye 
3.364 at 9 cotch Wh sk 
559534) pone 4 
PARKER. PEN co. 
58.554 Flaminaire 
| Pens & Pencils . 
PARSONS AMMONIA Cu 
Household Ammona . 
185.920 PATIERSON- SARGENT co. 
330.559 anawserll 
= = PAUL, INC., PETER. 
; Aimond Joy . 
8,676 
25.241 Mounds Candy 
82 Peter Pal Candies 
16.985 PAXTON & GALLAGHER CO 
Butter-Nut Coffee 
110,941  Butter-Nut Products . 
108.200 PEARSON PHARMACAL CO. 
47,106 ew 
Ennds . 
304,636 PENICK & FORD 
Brer Rabbit Molasses 
30,298 Brer Rabbit Syrup 
My-T-Fine Desserts 
48,627 My-T-Fine Pie Filling 
Vermont Maid Syrup 
163.716 PEN-JEL CORP. 
PENNSYLVANIA POWER 
69.954 & LIGHT CO. . 
PENNSYLVANIA RAILROAD 
9,694 PEOPLE'S GAS, LIGHT 
77,261 & COKE 
41.451 PEPSI-COLA CO. 
3,437 PERFECTION STOVE CO. 
4.154 Oil Ranges 
28.219 Ranges 
Stoves .. 
63,552 Superfex Fur 
PERFEX MANUFACTURING co. 
33,953 Dexol Bleach 


oon BREWING CO.. 


HENRY F. 


75,401 
317,798 


130,696 
67,731 
62,965 


52,898 


27,338 
72.021 
38,437 
33.584 


| 


| 


57,527 
134,887 
110.535 | 

21,199 | 

89,336 
447,259 


133,278 
1,428,025 


507.901 
50,560 


252,984 


49,871 
371,611 


25,376 
185,454 
8,460 
176,994 
235,330 
$9,513 
133,871 
41 


Winona 


OWA 


Mason City 
Globe-Gazette 
Sioux City Journal-Tribune 
Spencer Reporter 


USE THESE “KEY MARKET" 
TRADE AREA DAILY NEWSPAPERS TO 
IMPROVE YOUR SALES POSITION... 


MINNESOTA 
Albert Lea Tribune 
Austin Herald 
Bemidj: Pioneer 
Brainerd Dispatch 
Crookston Times 
Fairmont Sentinel 
Faribault News 
Fergus Falls Journal 
Hibbing Tribune 
International Falls Journal 
Little Falls Teanscript 
New Ulm Journal 
Owatonna People's Press 
Red Wing 
Republican Eagle 
Rochester Post-Bulletin 
St. Cloud Times 
Stillwater Gazette 
Virginia Mesabi 
News-Range Facts 
Willmar West Central 

Minn. Tribune 


Republican-Herald 
Worthington Globe 


NORTH DAKOTA 
Bismarck Tribune 
Devils Lake Journal 
Dickinson Press 
Fargo Forum 
Grand Forks Herald 
Jamestown Sun 
Mandan Pioneer 
Minot News 
Valley City Times-Record 


SOUTH DAKOTA 
Aberdeen American News 
Huron Huronite & Plainsman 
Mitchell Republic 
Rapid City Journal 
Sioux Falls Argus-Leader 
Watertown Public Opinion 


WISCONSIN 
Ashland Press 
Chippewa Falls 

Herald-Telegram 

Eau Claire Leader-Telegram 
Janesville Gazette 
La Crosse Tribune 
Merrill Herald 
Rhinelander News 
Stevens Point Journal 
Superior Telegram 
Wausau Record-Herald 
Wisconsin Rapids Tribune 


successive 


“Sales for this client have shown 
highly satisfactory increases each 
season 


aa 
ee 


says ALBERT E. PACINi, account executive, 
Melamed-Hobbs, Inc., advertising agency 
Minneapolis, St. Paul and Chicago. 


“Three years ago we persuaded our client, The United 
States Bedding Company, makers of King Koil Sleep Products, 
to try a modest schedule in some 79 regional newspapers. So 
successful were the results obtained that we now use nearly 
every daily paper in a seven state area. 

“Dealers liked the schedule, too, as evidenced by the fact 
that in 1950 alone more than 250,000 lines of dealer- -paid 
tie-in advertising appeared to supplement that placed by our 
client. Sales for this client have shown highly satisfactory 
increases each successive season . . . more proof that local 
advertising really pays off to retailer and manufacturer alike.” 


We have other national advertising customers in the home 
appliance, automotive, food, and grocery specialty fields 
whose advertising and sales success are sensational . . . 
In every case the formula involves localized impact on 
the dealer and al/ his customers combined with mer- 


chandising in which we participate. 


NORTHWEST DAILY PRESS ASSOCIATION 


435 PALACE BUILDING * MINNEAPOLIS 1, 


For further information contact Roy P. Palmer, Executive Secretary 


MINNESOTA 


Advertising Age, June 25, 1951 


——. PRODUCTS CO 
Kool- 
PET TUK co 
Golden Key Evaporated M Ik 
Golden Key Milk 
Pet Dairy Products 
Pet Evaporated Milk 
Pet Ice Cream 
Princess Pet Ice Cream 
Sego Evaporated Milk 
PETERSON BAKING CO. 
Peter Pan Bread 
ee S OINTMENT CO 


Oin' 
Petar m WINE co 


PeVELY DAIRY CO. 
| PFEIFFER BREWING CO 


Beer 
PHARMACO INC. 
Chooz 
Feen-a-mint 
PHILADELPHIA ELECTRIC CO 


| PHILADELPHIA GAS WORKS CO 


PHILADELPHIA INQUIRER 
PHILADELPHIA TRANSIT CO 
PHILCO CORP. 
Aw Conditioner 
Appliances 
Freezers 
Freezers & Refrigerators 
Radio 
Radio & Television 
Ranges , 
Refrigerators 
Television e 
Institutional . 
Products . : 
PHILLIPS-JONES eens 
Wearing Appare 
PHILLIPS Permoueuw co 
Gasoline & Oil 
PICTSMEET? FOODS INC 
= —_ é 


Frozen Food 

PLEOMONT AIRLINES 

wy — hy ROS. 

PIERCE’S PROPRIETARIES INC 
Dr. Pierce's Favorite Prescription 


Or. Pierce's Products 
PILLSBURY MILLS INC. .. 
Globe A-1 Biscuit Fiour Mix 
Glove A-1 Flour Products 
Glove A-1 Pancake & Wafrle mix 
Globe A-1 Pancake Mix . 
Pilisbury'’s Best Flour 
Pillsbury’s Cake Mix 
Pillsoury’s Feeds 
Pillsoury's Hot Roll Mix 
Pilisoury’s Mixes 
Pillsbury’s Pancake Mix 
Pilisbury’s Pre Crust Mix 
— . ee 


piLoT “noid CORP. 
Televisio 

PINKHAM MEDICINE CO., LYDIA E. 
taplets 
ao Compound 


Wines” 
PIONEER AIRLINES INC 
PIPER BAKING CO. 
Betsy Ross Bread 
PITTSBURGH BREWING CO 
Iron City Beer ..... 
Tech -_ 
Produc 
PITTSBURGH PLATE GLASS Cu 
PLANTERS NUT & vepereenets co 
Peanuts 
Peanut Oi ‘ 
Peanut Products 
PLOUGH INC. ..... 
Black & White Ointment 
Biack & White Products 
Mexsana 
Moroline 
Peneiro Nose Drops 
Penetro Products 
Prescription C-2223 
St. Joseph Anti-Histamin: 
St. Joseph Asp.rin 
POLAROID CORP 
Cameras 
Sun Glasses 
POMPEIAN OLIVE OIL CORP 
Laco Shampoo 
POND'S EXTRACT CO 
Toilet Preparations 


Tablets 


issue 
PORTLAND CEMENT ASSN 
POTOMAC ELECTRIC POWER CO 


Cuticura Products 
PRENTICE-HALL INC. 
Books - 
PRESCOTT CO.. J. L 
Dazzle Bleach 
Dazzle Starch 
Dazzle Products 


PRINCE GARDNER CO 
| Princess & Prince Gardner 
| PROCTER & GAMBLE CO. 
American Family Flakes 
American Family Soap Products 
| Camay Soap . 
| Camay & Tide 
Cheer Soap 
| Crisco . 
Dreft 
Dreft & Oxydol 
Drene Shampoo 
Duz 
Duz & Ivory Flakes 
| Fluffo Shortening 
Ivory Flakes 
Ivory Snow 
Ivory Soap 
Joy 
Lava Soap 
Lilt Home Permanent 
Oxydol 
Shasta Cream Shampoo 
Spiz & Span . 


pRoctoR & SCHWARTZ 
Appl 

PRUVENTIAL INSURANCE 
CO. OF AMERICA 

PRUVO PHARMACAL CO. 
ruvo 


PUBLICKER INDUSTRIES INC. .... 


Charter Oak Bourbon i 
Continental Distilling Co. 
O.xie Betle Gin 
Haller's Conestoga Rye . 
Hasler Corp. Whiskies 
Haller's County Fair 
Hailer's Reserve Whisky 
Haller's “89” 
Haller's SRS Whisky 5 
Haller's Very Rare 

| Haller’s Whisky 
Kinsey Gin . 


Kinsey Gold Label Whisky ... cpa 


Dr. Pierce's Golden Medical hemneenned 


POTTER DRUG & CHEMICAL CORP. 


Wallets 


oe eae 
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NATIONAL 


MAGAZINE PUBLISHERS — 


eas 


IN THE FIRST 4 MONTHS OF 1951 THE 
CHICAGO DAILY NEWS PUBLISHED 


108,621 LINES 


OF MAGAZINE ADVERTISING 


NEW YORK OFFICE: 
9 Rockefeller Plaza 


THIS WAS 52.1% OF ALL 


MAGAZINE ADVERTISING RUN IN CHICAGO DAILY 


NEWSPAPERS... AND MORE THAN ALL OTHER 


CHICAGO DAILY PAPERS COMBINED 


The Daily News reaches and influences Chicago business men, 
their advertising agencies and executives on every important level. 


CHICAGO DAILY NEWS 


‘For 76 Years Chicago’s HOME Newspaper 
JOHN 8. KNIGHT, Publisher 


DAILY NEWS PLAZA, CHICAGO 
DETROIT OFFICE: MIAMI BEACH: 


Free Press Building Southern Publications 
420 Lincoln Road 


LOS ANGELES OFFICE: 
Story, Brooks & Finley Inc 
624 Guaranty Building 
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Kinsey Label Whiskies 
Kinsey Silver Label Whisky 
Kinsey Whisky 
Linfield Whisky 
Old Classic Whisky 
Old Hickory Whisky 
Philadelphia Blended Whisky 
Planters Club Whisky 
Rittenhouse Whisky 
°UBLIC SERVICE CO 
OF COLORADO 
PUBLIC SERVICE CO 
F NEW JERSEY 


§ 179,421 
PUERTO RICO INDUSTRIAL DEVELOPMEN) CO. | 
m 148,344 | 


P 
PURE OIL CO. 
Gasoline & Oi! 
PUREX CORP 
Purex Bleach 
Trend 
PURITY BAKERIES CORP 
Grennan Baking Products 
Purity Baking Products 
Purity Bread 
Taystee Bread 
PUTNAM’S SONS, G. P 
Books 


QUAKER OATS CO 
Aunt Jemima Cake Mix 
Aunt Jemima Corn Bread Mix 
Aunt Jemima Corn Meal 
Aunt Jemima Flour 
Aunt Jemima Gingerbread Mix 
Aunt Jemima Mixes 
Aunt Jemima Pancake Mix 
Aunt Jemima Ready Mix 
Aunt Jemima Products 
Biltmore Tuna 
Ful-0-Pep-Feeds 
Ken-L-Biskit 
Ken-L-Ration 
Ken-L-Products 
Mother's Oats 
Muffets 
Pack-0-Tens 
Pettijohn's 
Puffed Wheat Sparkies 
Puss ‘n Boots Cat Food 
Quaker Cereals 
ker Corn Meal 
ker Flour 
Grits 
Oats 
Quaker Oats Cereals-—Hot 
Quaker Puffed Cereals 
Quaker Products 
Qwick Quaker Oats 
Qu TY DAIRY CO. 
QUINN & CO. K.J 
Seaffy Shoe Polish 


R 


RADIO CORP. OF AMERICA 
National Broadcasting Co 
REA Service Co. Inc 
Victor Phonograph 
nea Victor Radio 
Victor Radio & Televison 


Victor Records %6 
Victor Record Changer & Player 
2,038 


Victor Television 
Tastitutional 


Products 
RADIO-KEITH-ORPHEUM CORP. 
Metion Pictures 
RAILROAD INTER-REGIONAL 
ADVERTISING COMMITTEE 
RAILWAY EXPRESS AGENCY INC 
Alp Express 
Railway Express 
RAINIER BREWING CO 


RALSTON PURINA CO 
Purina Feeds 
Ralston Cereals 
Rice Chex 
abe 
redded Ralston 
Shredded Rice 
Products 
RANDOM HOUSE INC 
s 
RAND McNALLY & CO 
Books 
RANGER JOE INC 
Cereal 
RATH PACKING CO 
Black Hawk Meat Products 
RAYCO MFG 
Auto Seat Covers 
RAYTHEON MFG. CO 


Television 
—,  eaeees ASSN. 


Mag 
REAL. “GOLD CITRUS PRODUCTS 
Grape-Fruit Base 
Orange Base 
REARDON CO 
Bondex Paint 
Dramex 
Reardon Paints 
RECIPE FOODS INC 
Bennett's Chili Sauce 
Bennett's Food Products 
Bennett's Mayonnaise 
Bennett's Prune Juice 
Bennett's Salad Dressing 
RE-CLEAN CORP 
Home Dry Cleaner 
RED TOP BREWING CO 
Barbarossa Beer 
Red Top Ale & Beer 
REDOI-WIP INC 
REGENSBURG & SONS. E 
Admiration Cigars 
REISS MFG. CORP 
Rway Furniture Co 
REMINGTON RAND INC 
Electric Shaver 
Institutional 
RENFIELD IMPORTERS LTD 
Cointreau Cordials 
Gordon's Gin 
Haig & Haig Five Star Scotch 
Haig & Hag Scotch Whiskies 
Harwood's Canadian Whisky 
King William IV Scotch Whisky 
Martini & Rossi Vermouth 
Heidsieck 


RENNEL CO 
Concentrate 
— HOME PRODUCTS CO 


zit 
REO MOTORS IWC 
Royale Mowers 


Trucks 
REPUBLIC STEEL CORP 
Truscon Steel Co. 
Institutional 
RESERVE LIFE INSURANCE CO 
RESINOL CHEMICAL CO 
REVERE CAMERA CO 
REVERE COPPER & BRASS 
Utensils 
Institutional 


ae 244; REVLON PRODUCTS CORP. 


144) Aquamarine Deodorant 
37,736! Toilet Preparations 

3,567 REX RESEARCH oaae, 
124,770 pg 

2,668 
545,398 REXAL DRUG CO. 

y Rex Wheat Germ Oi! 
66,507 REYNOLDS METALS CO. 

— — 

40,317 Reyno 


352,816 
638. 


328,976 | 


3,168,624 
68 


324,001 
117,379 


20,252 
112,681 
25,079 
55,337 
157,480 
280,657 
421,320 


Wra 
REYNOLDS TOBACCO co. R. J 


amels 
Camels & Prince Albert Tobacco 
Cavaliers 
Sera Albert Tobacco 


jucts 
nuove PHARMACAL CO. 
di ° 
RICE INC., WILLIAM Ss. 
Rupture Treatmen 
RICHARDSON & RoBeins 
Chicken Products ... 
Plum = Pudding 
=. 
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ne & 
| RICHMOND. CHASE co 
Diet-Delight Fruits 
Diet-Delight Products 


Heart's Delight Concentrated Prune 


Juice 
Heart's Delight Fruit Nectars 
Heart's Delight Prune Juice 
RINEHART & CO. 


ooks 

RITTER CO.. P. J 
Beans 
—. 


ava” PACKING co. 
Doaq Foo : 
— MILLS INC. 
ROCKWELL MFG. CO. 
| a aeeer 


ROCKWOOD & CO. 
Candies .. 


Pro 
ROMAN. CLEANSER co. 
RONNIE SALES _ 
Wearing Appa’ 
RONSON ART weTAL WORKS INC. 
Liohters & Accessories 
ROOTES MOTORS INC. 
Hillman — 
Institutiona 
ROSICRUCIAN ORDER “AMORC 
more Library ° 
— hog ven H. 


Esquire Sock 

ROYAL “TYPEWRITER co. 
Typewr 

RUBEL'S “SAKING co. 
Bread 


RUBINSTEIN INC., HELENA 
Estronenic Hormone Cream 
Gourelli Preparations 
Helena Rubinstein Prepar gg 
Helena Rubinstein Sham 


—— & armani "BREWING co 


Bee: 
RUMFORD co. 
~~ Club Baking Powder 


RUPPERT BREWERY, JACOB 
Beer & Ale 
RUSHMORE PAPER MILLS INC. 
Bive Ribbon Napkins 
Protex Tissues 
Vanity Fair Tissues . 
RUSSELLMILLER MILLING CO. 
American Beauty Flour 
American Beauty Macaroni Products 
American Beauty Mixes . 
Occident Cake Flour 
Occident Cake Mix 
Occident Flour 
Occident Mixes 
Occident Products 


Tonic . 
S & W FINE FOODS INC 
Coffee 
Juices 
Products 
SABENA BELGIAN AIRLINES 
SAFEWAY AIR TRAVEL INC. 
ST. LOUIS DAIRY CO 


366 ST. LOUIS INDEPENDENT 
ING CO 


PACK 
Mayrose Meat Products 


5 sT. LOUIS-SAN FRANCISCO 


RAILWAY CO 
SALADA TEA CO 
SALERNO MEGOWAN BISCUIT CO. 
Biscuit Products 
SALES BUILDERS INC 
Max Factor Hairpiece 
Max Factor Preparations 


5 SAN ANTONIO BREWING ASSN. 


Pearl Beer 

SAN FRANCISCO BREWING CORP 
Burgermeister Beer 

SANITARY DAIRY CO 

SANSON HOSIERY MILLS IN 


Cc. 
SAVANNAH SUGAR REFINING CORP " 


Dixie Crystals Cane Sugar 
SCANDINAVIAN AIRLINES — 
—o BREWING CO., F. 


Bee 
SCHEIDT BREWING CO., ADAM 
Beer ‘ 


Prior Beer 
Rams Head Beer & Ale 
Valley Forge Beer 
Products 

SCHENLEY INDUSTRIES INC. 
Ancient Age Whisky 
Belmont Bourbon Whisky 
Bertolli Chianti 
Blatz Beer 
Carioca Rum 
Cascade Whisky 
Cherry Heering L queur 
Coronet Brandy 
Cream of Kentucky Whisky 
Cresta Blanca Wine 
Daviess County Wh sky 
Dewar's Scotch Wh skies 
Dewar's White Label Scotch 
Dubonnet Wine 
Echo Spring Whisky 
Gibson ““8'’ Whisky 
Gibson Diamond ‘8’ 
Gibson's Selected Eight 
Gibson's Whiskies 
Gibson's XXXX Whisky 
Golden Wedding Wh sky 
Green River Wh sky 
I. W. Harper Whisky 
James E. Pepper Whisky 


Advertising Age, June 25, 1951 


418,773 
38,376 
460 


121.010 
120,293 
717 


40,386 

53,349 
223.662 

28.957 
169,743 


91.824 Jo-Ann Wine .... 48,547 |SIROIL LABS. INC. 93,175 STETEEL- WELLER DISTILLERY INC. 
3,504 La Boheme Wine 393 SKILSAW INC. Cabin Still Bourbon Whisky ° 
68,320, Lang's Scotch 11,877 | Skill Home Shop Tools 62.725 O10. ‘Elk Whisky 
32,934  MacNaughton's Whisky 993 SKINNER MFG. CO. Old Fitzgerald Whisky 
6,014 Marie Brizard Liqueurs 323 Macaroni & Noodles 44.627 STOKELY-VAN CAMP INC 
26.920 Melrose & Co. Inc. Products 81,153 SMITH BROS. Honor Brand Citrusip 
Melrose Export .. 22,433 Cough Drops , 114,101 Honor Brand Frozen Foods 
5,019 Melrose Gin 4,285 SMITH CORP. A. 0. Stokely's Canned Fruits 
213,075 Melrose Rare . . Permagias Water Heater 34,989  Stokely’s Catsup 
32,680 Melrose Whisky . 21,273 SMITH & CORONA, LC. Stokely’s Jelly & Preserves 
180,395 Monticello Special Reserve 5,88 Typewrite 72,970 Stokely’s Pickles 
5,368,930 Old Charter Whisky 29,345 ourre & SONS CARPET CO., ALEXANDER Stokely’s Tomato Juice 
4,856,942 Old Quaker Whisky 142,796 arpets & Rug 043 Stokely’s Vegetables 
82,528 Old Schenley Whisky 9,463 SOCONY- VACUUM OIL CO. . 04,982  Stokely'’s Products 
393,197 Old Stagg Whisky 461,137 General Petroleum Corp.. Products 301.744 Van Camp's Chili Con Carne 
. Pebbleford Whisky 96.352 Magnolia Petroleum Products 9.032 Van Camp's Meat Products 
7,457 Roma Wine 241,261 Mobitheat 2.154 Van Camp's Pork & Beans 
Sam Thompson Wh sky 9.983 Wadham Petroleum 20.114 Van Camp's Spanish Rice 
422,241 Schenley’s Gin 185 Products 711,938 = Camp's Tenderoni 
Schenley’s Reserve Whisky 947,883 SO-RITE FASHION INC n Camp's Products 
80.573 Schenley’s Wh skies 100,463 Wearing Apparel! 59,491 stonz BREWING CO 
85.774 Sir John Schenley Whisky 9.780 SOUTH AFRICAN ROCK Goldcrest 51 Beer 
36,916 Three Feathers Whisky . 319.503 LOBSTER ASSN. INC. 25,787 Storz Beer ; : 
2,252 Wilken Family Whisky 165,062 SOUTH CAROLINA ELECTRIC STRAUB & CO.. W. F. 
8.547 Institutional . & GAS CO. 30.176 Lake Shore Honey : 
.059 Products 15,877 SOUTHERN BELL TELEPHONE STRAUSS & CO., LEVI 
SCHICK INC. & TELEGRAPH CO. INC. 265,332 Wearing Apparel 
989 Schick Electric Razors . 72,060 SOUTHERN CALIFORNIA os co. 113.768 — BROS. BAKERY . 
123,668 SCHIEFFELIN & CO 90,322 SOUTHERN COMFORT COR 2.220 _— 
7,872 Don Q Rum 14,042 SOUTHERN CO. 56.848 
14,352 Hennessy Cognac pane 7. Alabama Power Co. 29,584 steen” ‘Greweny co. 
Teachers Scotch Whisky ‘ 58,696 Georgia Power Co. 27,264| Bohemian Bee 
5.966 — BREWING co. JOSEPH ag NEW ENGLAND | STROMBERG- CARLSON co 
69,552 Bee 158,832 TELEPHONE CO 49.134 adio . 
25.926 SCHMIDT & SONS INC.. C SOUTHERN PACIFIC CO. — > _Television 
Beer & Ale : 234,349 Railroad Transport 334,737 
56.580 SCHOENLING BREWING CO. SOUTHERN yr ld SYSTEM 148.068 STUDEBAKER CORP. 
29.533 __Beer 31,021 SOUTHWEST AIRWAYS CO. 31,498; Cars a 
4.563 SCHOENHOFEN-EDELWEISS CO. oe aeaeer : MeeLL | Trucks 
14.400 Edelweiss Beer 28.106 TELEP co 325.274 SULLIVAN INC., R. G 
10.570 SCHOLL MFG. CO. 193,156 SOUTHWESTERN LIFE Dexter Cigars 
Air Pillo Insoles 8.645 INSURANCE CO 62 R. G. Sullivan Cigars 
55,440 Bromidrosis Powder .. 5.629 SPALDING & BROS. A. G 101,744 7-20-4 Ciyars 
Foot Balm 3,278 Books “ 1,907 SUN hd co. 
48,060 Foot Powder 17,694 Sports Equipment 99.837, Gas & Oil 
Kurotex 4.976 SPOOL COTTON CO. SUNBEAM BAKING CO 
137.572 Pedicreme 3.106 wing Threads 36.294 Bread 
162.260 Solvex 4,773 SPRINGS COTTON MILLS Doughni 
110.778 Zino + os 135,186 Sumster a aoe & Cases 44,108 SUNBEAM. CORP. 
23.105 _ Produ 9,869 SQUIBB & SONS, E 327.205 Coffeemaster 
28.3 SCHONBRUNN & CO. S.A 101.278 Lentheric _ ati 4, 25.173 —— 
100.379 Medaglia D'Oro Coffee ... 4,933 Squibb Cod Liver Oi! 31,112 | Prod: 
| Gavarin Coffee .... 345 Squibb Dental Cream 151,482 SUNSHINE BISCUITS INC 
25,941 SCHULER FOODS INC 42,335 Squibb Tooth Brush 46.472 eee Wheat 
Potato Chips . 32,273 Products 72,966 | __ Pro 
47.693 Products. 0, SQUIRE CO.. JOHN P. SUPREME as co. 
99.%68 — & c0., “WM, Arlington Meats 46.247 | = = 
94.747 — oo rel 29,257 | SQUIRT CO tt OD .ccntcndascecaes 
5.121 scott PAPER CO. 765.452 | STALEY MFG. CO.. A. E. 85,616 SURFACE COMBUSTION CORP. 
Cut-Rite Wax Paper 165 Cameo Starching Powder .305| Janitrol Burner 
28,538 Scot Tissue 121,848 Sta-Flo Starch 54.067 SWANSON & — cA 
Scot Towels 12,892 Staley Cube Starch 13,905 Poultry Produ 
32.419 Scotties 342.099 Sweetose Syrup 5.893 | SWEETS CO OF AMERICA INC. 
Seth-Wiere Tissue 100.516 Products 7,446 | ww Coty’ n Frosting Mix 
faldorf Tissue 118.325 | cotsie Rolls 
47.718 scott aes ers a4 eo 54 bt e t Food 
30,454 & SONS CO., 0. 86.095 STANDA AN é lenn Plant Foo 
440:736 | Lawn Seed Products 81.911 | "Back & White ‘Seatch Whisky 126061 | Corkham Hill Products 
8.297 |. Scut! 4.184 Blue Bonnet Margarine 891.642, End-0-Pest 
7.215 | SCRIBNER’S SONS, CHARLES Blue Bonnet Mayonnaise 227 End-0-Weed 
410.902 | _ Books. 126,778 | Blue Bonnet Products 26.574] sonel Shortening 
14.322 SCRIPTO we | Chase & Sanborn Coffee 1,198,334 | bo Homestead Meat Products 
Pens & Pen 161.879 Chase & Sanborn Coffee | ard Dog Food 
35g SCUDDER FOOD PRODUCTS 122.632 & Instant Coffee 13,542/ Peter Pan Peanut Butter 
25.604 Laura Scudder's Food Products 76.495 | Chase & Sanborn Instant Coffee 557.958 | Quick Arrow Soap Flakes 
3.760 Laura Scudder's Mayonnaise 21.879| Chase & Sanborn Products 31,377 | Swift’ning 
21,844 Laura Scudder’s Peanut Butter 4 Fle'schmann’s Bond Whisky 30.726 Swift & Co. (Agricultural Research) 
Laura Scudder's Potato Chips 19.259! FE leischmann’s Churchill Bourbon 51.628 | Swift's Allsweet Margarine 
370,242 SCULL CO. WILLIAM S e) Fleischmann’s Gin 130,534 | Swift's Baby Food 
25.517 Boscul a 87.525| Fleischmann’s Preferred Whisky 468,908} Swift's Brookfield Butter 
809 | Boscul Produc 2.071! — Fleischmann’s Distillers Corp. Swift's Brookfield Cheese 
Ay 4 SEABOARD AIR ‘LINE RAILROAD 93.222 Products . 8.776| Swift's Brookfield Dairy Products 
11256 SEABOARD PACKING CO. Fleischmann’s Products 4,011 Swift's Brookfield Egos 
Neptune Sardines 37,989 | Old Oxford Cheddar Cheese 2,025 | Swift's Brookfield Egos 
215,830 SEABROOK FARMS CO. | Pisin fen... Fy & Swift's Premium Bacon 
3 Frozen Foods 164,763| Royal Baking Powder 6.570 Swift's Brookfield Meat Products 
20.144 |SEALY INC | Roya! Desserts 501.547 Swift's Cleanser 
6.551) Mattresses 35,691 | Tenderieaf Instant Tea 179,919 | Swift's Ice Cream 
2.322 — Ly KADE Tenderbeat Tea 974 Swift's Peanut Butter 
147,952 Pert 210,818 | Produ 2,398 | Swift's Poultry 
17,791 SEEMAN. "BROTHERS INC. = 489 STANDARD CANDY ‘CO. Swift's Premium Meat Products 
18,566 Air Wick Belle Camp Chocolates . 27,135} Vigoro Plant Food 
2.146 White Rose Coffee iz 324 | STANDARD MILLING co. 101.794 Products 
White Rose Coffee & Tea Aristos Flour .. 1 ‘400 SWISHER & SON. JOHN H 
Wh te Rose Soups 7.360 | Ceresota Flew op 45.6 King Edward Cigars .. 
White Rose Tea ae Hecker’s Flow 41. 736 | SYKES — 
SEMLER INC., R. B. . TANDARD OIL "co. OF CALIFORNIA 723,946 |. Hernia 
84.615 Krem! Hair Tonic 250,630 s California Spray Chemical 159] | SYLVAN SEAL MILK = 
39,429 __Krem! Shampoo 4,988] Chevron Surface Spray 219| Cottage Cheese 
45.186 SERUTAN CO. 7328 | Gasoline & Oils 682,793 Wilk 
Geritol 7.225 aoe -. buldnen 33, Produ 
202,958 Nutrex ; Signal Oil 6.287 SYLVANTA ELECTRIC PRODUCTS INC 
107.924 Retren. Serutan 29, 253 | STANDARD oiL CO. (INDIANA) 882.898 | Lamps . 
37,692 RO. 9, Gasoline & Oils 824. 4.232 | Television 
3,130 R. DO. x -Serutan 252.354 Pan-Am Southern Corp Products 
67.102 Sedagel 27.525 | Institutional ik: 310 
29,246 — Serutan 49.832 | STANDARD OIL CG. IN KENTUCKY 7 
70, Products 35.462 |" Gasoline & Oil .... 83.167 | 
28,518 SERVEL INC 430,212 | STANDARD OIL CO. (NEW JERSEY) 1,270.023 
Electrolux Cleaner 3.2521" atias Tires 90g | TAMPAX INC 
Electrolux Products 4.322| Carter Oil Co. Products 30,348 | TASTY BAKING CO 
84,087  Servel Gas Air Conditioner 5.074 | Esso Fuel Oi! 4.139} Tastykake 
Servel Gas Water Heater 5.912! Esso Heating Equipment 7,262| Tasty-Pie 
28.996 Servel Refrigerator 398.610 Esso Oil Burne 36 281 | __ Products 
567,375 __ Products 13.042 | Esso Standard ‘oil Co. of Penn TEA COUNCIL 262 
SEVEN-UP CO. 957.421 | Products 5,037 | TECHNICAL COLOR & CHEMICAL WORKS ine, 
47,414 SEXTON TABLET CO Pe pee 103,102 |, Red Devil Paints 55.2 
314.151 sWaLeR on 25,608 | Gasoline & Oils aes | TELE-KING CORP 
mobi 7 
aan| on me) See 1h 27g | TELETONE RADIO CORP 
SHEAFFER PEN CO. W.A 383.616 STANDARD OIL CO. (OHIO) 424,485 Television 
68.290 Pens & Pencils 339.06 | Gasoline & Oils 7 TERRE HAUTE BREWING CO 
Skrip 44,549  Sohio Aerosol Bomb me BR 
74.012 SHEDD-BARTUSH FOODS INC 97.255 | STARK. WETZEL & CO LEY TEA CO 
27,019 Keyko Margarine pid Meat Products 30.955 | Texas co 
oe | Soe ee ee 37 | STATE FARM INSURANCE CO. 57,996 | Gasoline & Oil 
Shedd's Lady Betty Mayonnaise 13 TEXAS ELECTRI RV 
244 Shedd's Lady Betty Salad Dressing 7.291 STATLER TISSUE CORP. 38,113 “4 L 7 C SERVICE CO. 
45,585  Shedd's Peanut Butter 8.529 issue 8. TEXAS & en ghd RAILWAY 
Products 8,354| Towels 20.00 | eee, oe 
517.637 SHEINKER & SONS INC.. W. | Products 19,638 | Feros ties. 6. 
164,514 Holland House Cocktail Mix 54,960 staze INC. 111,560 Bread 
23.678 SHELL OIL CO 1,318.971 sTEGMAIER BREWING CO English Muffins 
67.059 ~ Fuel Oil 42, 
Beer & Ale 37,367 Products 
oxen Gasoline & Oi! 1.276.323 | vey g CO. A THOMPSON CO. J. WALTER 
14.29] SHERWIN-WILLIAMS CO 504,282 |” Wearing Apparel 45,425 _ Advertising Agency 
. Acme Paints 5.525 THOR CORP 
5.967.184 Paint Products 498.757 | STERLING es INC Washer 
211,114 Beer & 135.472 Products 
38.513 SHULTON INC 168.986 STERLING DRUG INC 1,994,246 
1.097 Early American Old Sprce Bayer Aspirin 703,322 big: ois 4 Ne MINOR CLINIC & 
184.959 Shaving Cream 44.196 Cal-Aspirin 7.284 
90.727 Shulton Preparations 50.613 | Campho-Phenique 119.674 rive “WATER ASSOCIATED OIL CO 
171.216 Shulton Shampoo 4.546 Castoria 162.288 Fuel Oil 
14.305 Products 59.591 Dr. Caldwell’s Syrup Pepsin 2 Gasoline & Oi! 
003 SICK’S SEATTLE BREWING & MALTING CO. Or. Jaynes P. W. Tablets 2 TIME INC 
517.499 Sick's Select Beer 60,680 ~ :— ._—-— Tooth Powder Lp] Fortune 
40.042 r. Lyons Dentifrices 
3 302 SIEGLER ENAMEL RANGE CO Dr. Lyons Toothpaste 215 = 
16519 _ >i! Heater 103.051 by Lyons Tooth Powder 20.748 ween 
12.964 SIMMONS CO 180,882 Dr. Lyons Tooth Powders 74.185 TIMKEN-DETRGOIT AXLE CO 
25.851 Beautyrest Mattress 105,259 Double Danderine 82.867 Silent Automatic Burners 
413.498 Simmons Hide-A-Bed 75.623 Fleecy White Bleach TIMKEN ROLLER BEARING CO 
6 SIMMONS TOURS 36,526 = Bo-Peep Ammonia . 33.022 Bearings 
330.140 ido 
81.636 a ct tiene 4 Molle Shaving Cream .. 49,341 bey Mag org ce 
a-7 A Mattress 64,457 peako Meat Products 
22.105 Phillips Milk of Magnesia 757 First Prize Meat Products 
1.35] SIMON & SCHUSTER INC 5 nee Phillips Milk of eo Tooth Paste 54.469 Tobin Meat Products 
343.274 Books 252.986 STEWART-WARNER CORP 2.098 oie 
20.018 SIMONIZ CO 329.184 South Wind Car Heaters 2.015 DO EDISON CO 
207,837 SINCLAIR REFINING CO Stewart-Warner Heating System 3.966 TRANS-CANADA AIRLINES 
192.966 Gasoline & Ol ...........4.- 847,270  Stewart-Warner Television 86.117 TRANS-TEXAS AIRWAYS 
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Advertising Age, June 25, 1951 “ 
TRANSCONTINENTAL & | UNITED STATES LINES CO. 209 Wight’s Seartrent A ed 23,851 WEST END BREWING CO. 91,191 Willys Overland ine 
BE Te osccsee 780,240| Panama Pacific Line 26,271 ~=William Penn 25,414 Utica Club Beer 63,045 | _Institut.onal 584'304 
' TRANSPARENT PACKAGE CO. | United States Lines 51.938 WALKER’S AUSTEX int co. 32.869| Utica Club Beer & Ale 28.146 | WILSON & CO asses 
I teehee val 30,085 | UNITED STATES RUBBER co. 1,293; Chili 4,218 WESTERN AIR LINES. 128,709 . . 21/649 
" TREE. SWEET PRODUCTS co. 43,644| Fisk Tires ............ 18.933 Food Products 3,564 | WESTERN BEET SUGAR Bake- te Shortening 4] 
} Lemon Juice 25,346| Royal Golf Balls ........ 1,643 Meat Products ..... 21.071| PRODUCERS INC 448,725} Canned = 68. 3%63 
i Orange Juice 11,603 pated Sus es Royal Tires 1,086,683 Mexene Chili Powder . 4.016 WESTERN PACIFIC RAILROAD 42,642 Ideal Dog Food +74 
Products 6.695| Product 186,630 | WALL STREET JOURNAL 230,638 WESTERN RAILROADS 46.014 Margarine ns a 
TREO CO | UNITED ‘svaTes SHOE CORP. WANDER CO. WESTGATE SEA PRODUCTS CO. yesees | Ser Conme Ses 91 121 
Foundations ............ 35,198| Red Cross Shoe 118,189| Ova 529,639 | Breast O'Chichen Tune Fish 202,08) | ieetiy Dotieti 244.436 
j TROMMER TNC, JOHN F. | UNITED STATES. STEEL CORP. 220,666 WANZER & SONS, SIDNEY 46.165| Westgate Sea Produ 1,961 aw, ls letin 27.061 
Bee : 204,829 | UNITED STATES TOBACCO CO. 54,032, Egg Nog 7,226 | WESTINGHOUSE ELECTRIC CORP. _ 2,407,941 - a sid tne, ’ 
} TRU- ADE Inc. oad Gomme . 11,778 Milk 38,9 Appliances 16, 774 — . 53,040 
Bevera 59,267| Produ 42,254 WARD BAKING CO. 241.155) Blanket 537 | witson SPORTING GOODS CO ; 
j TWENTIETH century. FOX” [UNITED WALLPAPER INC. 204 Paradise Fruit Cake 19,016 | Clothes Dryer 82 339 ss t. Genkoment 35.274 
; FILM COR imz Borders S520 Tie-Tep Bread S| ee WINE ADVISORY BOARD 327.723 
Motion ~ 133,480 | Tries Wallner 888) Products 184| Fans 1 win wees GU LD 56.185 
| Trimz Produ 4,396 | WARNER BROS. CO. Presmer 5.021 | Wisconsin ELECTRIC POWER CO. 63,657 
U UNIVERSAL PICTURES ‘CO. Foundations & Brassieres 25,432, Lamps 225,295 WISE . CO.. WILLIAM H 
} yinetion Citeres 28,499 | WARNER & CO., WILLIAM R 173.277 nae ‘8 32) | 772,440 
UDGA INC. cm j AH Ww Bathasweet 3.551 aundroma ryer . 
{ Mere Compound $3,308 | Vv | Bell's Cough’ Syrup 4796 | Light Bulbs 7.180 [wise Potato CHIP CO aid 
Udga Tab 65.194 Chen Yu Preparations 5,043) Mobilaire 25.34 WORCESTER BAKING CO 
| varceee PRESS INC. VAN CAMP SEA FOOD CO. 728,923 | Hoods Sarsaparilta 2,623) Radio 9.099 | "Town Talk Bread 29,797 
fa A 2.066.008 | “48 SASP SEA fOOe x rend S070 | Richard Hudnut Permanent Wave 4,900| Radio & Television as 752 | WORCESTER SALT CO 55,336 
{ UNION CARBIDE & CARBON CORP. 820.286 Chicken of the Sea Tuna 288,907, Richard Hudnut Preparations 10,550 | Ranges ore 367.107 | Ivory Salt . 
Eveready Batteries ......... 22,880 White Star Tuna Fish 104.216 | Sloan's Balm 11,204 | Refrigerator 10 Worcester Salt 5.274 
Eveready Flashi.ght Batteries SULG89| Oreduels .........--2...0c00002 554,059] Stews Ucinent 1.878 | Sewing Machines 15.748 | wortD PUBLISHING CO 
Linde Air Products Co., The . 11,305 | vaN DORN ELECTRIC TOOL CO. | pp sloan’s Produc 128,732] Sun Lamp 19.176 ooks : 65,922 
i Prestone 248,884|" Black & Decker Tools 39,905 | WASHINGTON, BOOKER T., Television 374.925 | waicLey Ja cO.. WILLIAM 
} | Pyrofax Gas . 4/682 | VAN NOSTRAND CO., D. ad CONTEST 36,860) Vacuum Cleaner 38.068 |” Che 1,243,796 
| 6-12, Repellent Boo! 39,251 | WASHINGTON STATE APPLE | 47,904 | watstey CO.” ALLEN 6 167.978 
/ . Produc 416,104 ‘ 
Institutional ; ie 18.337 VETERANS OF FOREIGN WARS 66.884 | , ADVERTISING COMMISSION 172,898 Oliv-ilo Soap 3.915 
| UNION ELECTRIC CO. : 112.301 VAN PATTEN PHARMACEUTICAL CO. WATERFILL & FRAZIER WESTMINSTER PRESS Toilet Preparatons 4,036 
| | UNION OIL CO. OF CALIFORNIA . 318,504 Allimin Tablets 48,868 |, DISTILLERY CO. .. 79,350 eed Wrisley 139,101 
Hs Bif Spray 1651 | vick CHEMICAL CO. 647.671 | WATERMAN co. LE. WESTON BISCUIT CO. INC + ate 20.926 
Gasoline & Oil : 314.258 Histaid 6317 Pens & Penc , 118,917 Southern Biscuit Co. 48,799 | wyter & CO 49.985 
if Stop Spot Cleaning Products . 25 Prince Machabelli Preparations 7 2.025 WATER taasren CO. 88,535 |WHEATENA CORP. 145,942 Seasoning Flakes & Powders 26.944 
4 UNION PACIFIC RAILROAD... 528.657 | Seaforth Preparations 21,099, Mill-T 8.230 | WHEELING STEEL CORP. | Soup Greens 23.041 
, © UNION PHARMACEUTICAL CO. 566,321  Sofskin Cream .. 5.135, Wate raster 80.30 Hand-Dipped Wares 137,489 | 
é Imra ...... 17,105| Vicks Cough Drops 145 WEBSTER-CHICAGO CORP 41,618 | WHITE SEWING MACHINE CORP. 40.531 Y 
Inhiston Cold Tablets 441,216| Vicks Inhaler ... 8,088 —— 2. Domestic Sewing Goshiass 25,456 | 
| Sarcha 100,411) Vicks Vaporub .. 414071, Wire der 19,194) White Sewing Machi 15,075 | YARDLEY OF LONDON INC. 93,447 
Sut 7,589 Vicks ve tro-nol 42 158 WEBSTER ‘TOBACCO co. warreas & SON INC. STEPHEN F. Toilet Preparations 76,309 
| UNITED AIRCRAFT CORP Pro 148,633 |, Cigars 46,014) Cand Products 17,138 
S korsky Aircraft, 67,022 VIKING ‘ress INC | WEEKLY PUBLICATIONS INC | WIEDEMANN BREWING CO.. GEORGE | YORK CORP 27.769 
UNITED AIRLINES INC. 511,786| Boo 81,724 | . Newsweek 102.879 Beer 137,098 | Aire Room Conditioner ... 524 
UNITED BISCUIT to. OF AMERICA 296.487 VISKING CORP. WEISSNER BREWING CO WILBER-ELLIS CO. Automatic Flak-Ice Machine 270 
Felber Biscuit Co. .. 61,741 st ;_ 8 132,329 Southern Star Bonita Products 33,011) York Heat 9,662 
' Keebler Baking Co. 188.668 | VITA. Toop ‘PRODUCTS 54.908 | WEIL & yo WILBERT PRODUCTS CO 27,328 Inst tutional 17,513 
Merchants Biscuit Co. 9,405 | Don-De 40,576 Autoplate 7 210 YOUNG INC. W. F 
L Sawyer Biscuit Co. .. 2.119 W WELCH'S Gnare JUICE CO si 313) Dot Ceoomee 8,194 Absorbine, Jr 238,494 
i Stre'tmann’s Biscuit Co. 34,554 | Grape Juice Wax Prod 1,924 YOUNGSTOWN KITCHENS- 
| UNITED FRUIT CO. 126,060 | WABASH RAILROAD 86,356 |. Products * 702 | wasee. SUCHARD CHOCOLATE CO | MULLINS MFG. CORP. 424, 
Bananas 17.994| WAGNER BAKING CORP. WELSH CO Cand) 25.908 Kitchens 
Steamship Transport 108,066 Mrs. Wagner's Pies 52.315| Baby Carriages 31,633 | WILDROOT co. 386.247 — Kitchen Jet Tower Dishwasher 470 
| UNITED GAS CORP. 68,.631|WALKER-GOODERHAM & WEMBLEY INC. Frostilla Lotion 4,521 3 
| United Gas Corp. . 41,382 WORTS LTD.. HIRAM 1,696,159 Men's Neckwear 37,981 ee Hair Tonics 275,192 : 
} ' United Gas Pipeline co 27,249, Black Hawk Whisky 11892 WESSON OIL & SNOWDRIFT SALES Shampoo 106,534 
| UNITED JEWISH APPEA 105,701| Corby’s Reserve 498,753 co 1.306017 | wikia cO.. J. B 172.164 | ZENITH RADIO CORP 991 
UNITED MEDICAL SERVICE 100,623| Corby’s Whisky 37,844 Blue Plate Coffee 1,969 Conti Shampoo 41,7 Hearing Aids 719 
| UNITED STATES BREWERS Five O'Clock Gin ; 4,002 B'ue Plate Foods 27,327 Glider Shave Cream . 17.7 Phonevision 4% 
FOUNDATION INC. 68,365 G & W Seven Star Whisky 53,192 Blue Plate Margarine 3.664 Williams Shaving Cre: 12,578 Radio A 
U. S. GOVERNMENT 885.533 Hiram Walker's Deluxe Wh sky 192.621 Blue Plate Mayonnaise _.. $1,331 Vg —— HEATER Co .507| Radio & Television 374 
| Air Force 28.698 Hiram Walker's Gin 108.048 Blue Plate Salad Dressing Ae ay 14.172 Television 729 
| Army & Air Force . . Hiram Walker's Imperial Whisky 685.430 Blue Plate Products ons Sue | 16.335! Products 235 
| Army Recruiting Service 47.552 Hiram Walker's Products 30,498  Crustene Shortening 14,346 | | wits. OVERLAND MOTORS INC. 506.393 ZONITE PRODUCTS CORP 109 
| Coast Guard 7,846 John Jameson Whisky 788 Snowdrift Shortening . 492,825 deep Cars 152,594 Forhans Toothpaste 194 
| ational Guard 61,971 Old Smuggler Scotch 17.929 Snowdrift & Sperry Drifted Snow 33,185 Jeepster 22.167 Larvex 977 
UNITED at ad INTERNATIONAL Valliant Vermouth 4,034 Snowdrift & Wesson Oi! 10.877 Jeep Truck 142.564 Zomite 812 
| TRADE FAIR 28,860 Valliant Wines 1,863 Wesson Oi! 380,872 Station Wagon 4.464 Zonitors 126 


Now You Can Buy | 


| CONCENTRATED COLORED | 
OMIC ADVERTISING ... 


in Canada’s Richest Market—With NO waste circulation! 


Look to The WEEKEND TELEGRAM for coverage of the richest market in Canada . . 
anada’s buying power is concentrated. 

} Canada’s buying pe ed 

The WEEKEND TELEGRAM will be on the newsstands and in the homes for the first time on Saturday, September 8 


DON’T WASTE CIRCULATION — Place your advertising in the colored comic section and send them ONLY where 
the buying power of Canada lies —send them into Ontario via The WEEKEND TELEGRAM. 


wae 


. Ontario, where ONE THIRD of 


} Advertising rates for the colored comic section of the WEEKEND TELEGRAM are 
Four Color Two Color Black and White 
, Full Page $800.00 Full page $700.00 Strips per line 85 
Half page 500.00 Half page 450.00 


! Strips per line 1.10 Strips per line 90 
This will be the first time you can use colored comic advertising with a concentrated no-waste circulation. Another first 


1 for the TELEGRAM! 


| THE TELEGRAM 


TORONTO 1, CANADA 
U. S. Representatives 
The John E. Lutz Co., 
435 N. Michigan Ave., 
Chicago, Ill. 


O'Mara & Ormsbee, i 
420 Lexington Ave., 
New York, N. Y. 
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JWT's McBreen 
Presents Primer 
on R.0.P. Color 


Cuicaco, June 19—For adver- 
tising agencies, “r.o.p. color is our 
new problem child,” according to 
E. Thomas McBreen of J. Walter 
Thompson Co., Chicago. 

Speaking at the annual mechan- 
ical conference of the American 
Newspaper Publishers Assn. here 
last week, Mr. McBreen in effect 
presented a “primer for the use 
of r.o.p. color.” 

He said that making up a sched- 
ule for r.o.p. color for national ad- 
vertising “is quite a chore for the 
media and mechanical depart- 
ments of an agency. This is due,” 
he continued, “to lack of standards 
to follow, starting with page size, | 
the type of material wanted, clos- | 
ing days, days that r.o.p. national 
advertising is not acceptable and 
date of cancelation and, last but! 
not least, standardization of inks.” 


@ The many problems will be 
mipimized, he told the group, if 
in procedures are followed: | 
“Picking up art work previ- 

y used for magazine reproduc- 
tiow is rarely satisfactory,” he 
red, “regardless of how high- | 

ly ... type of copy is retouched.” | 
2, “Art work and copy should be 
prepared so that they will repro-| 
duce well on newsprint stock on 


) ASH EVILLE’S 


Such compelling attractions as Great 
Smoky Mountains National Park, Mount 
Mitchell and Blue Ridge Parkway— 
plus overnight proximity to Eastern 
America’s great population centers— 


draw throngs to the inviting mountain 


playground that surrounds Asheville. 
Annual tourist revenue now reaches a 
total estimated in excess of... . 


$76,000,000 


These millions are 
truly a tremendous force in spring-sum- 
mer-fal! commercial life —a_ sales- 
source you can effectively (and exclu- 
sively!) tap by way of The Asheville 
Citizen and The Asheville Times. 


Request TODAY full market facts! 
THE BRANHAM COMPANY, Representatives 


Pes Aherille, A €. é 


MORNING EVENING | 


ENST IMES 


SUNDAY CITIZEN - -Tiees | 


fast-rolling newspaper presses.” 

3. Using a specimen of J. Walter 
Thompson Co. newspaper color 
copy as an example, Mr. McBreen 
said that the agency endeavors to 
show the product and package to 
best advantage—in this case using 
a water color technique, with 
minor illustrations in line and with 
color overlays for laying tints. 

4. The art director, in his in- 
structions to the artist, should re- 
quest clean, open values through- 
out, keeping all units large, and 
avoiding small, intricate designs 
using full color which necessitates 
overprinting, as well as vignettes 


, and small-size lettering or type in 


color. 


a 5. Since no newspaper can as- 
sure perfect register, thin lines, 
underscores and reverse cuts 
should be avoided. 

6. Do not go in for solids in large 
areas, as they will offset on the 
facing shee. and, in some cases, 
smear on their own reproductions. 
Papers which have experienced 
difficulty with offset now are in- 
sisting that these areas be screened 
to an 85% tone, Mr. McBreen said. 

7. In ordering plates, production 
men should discuss the reproduc- 


tion problem with the engraver. 
8. Again using the Thompson 
company’s ad to illustrate, he said 


that it was necessary to check the | 


list of papers in which the ad will 
appear in order to size the copy 
properly. “Do not at any time 
oversize,” he said, “and plan on 
shrinkage to take care of oversize 
material. Be sure engravings 
carry register marks within bear- 
ers.” 

9. “Always see that all dead 
metal is left in, and indicate it as 
metal rather than leave a plain or 
smooth surface.” 

10. Proof the job in inks fur- 
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nished by a recognized ink com- 
pany and see that progressives 
carry the name of the ink company 
and the ink numbers on the top 
sheet. Let the engraver make up 
the progressives, proofing wet, and 
be sure that color bars showing all 
values are printed on the margin 
of the progressives. 

11. Upon receipt of the first 
proof, the production man and art 
director should seek to eliminate 
overprinting colors wherever pos- 
sible. 

12. Agencies have a choice of 
furnishing mats or electrotypes 
but, if mats are used, “send a good 


IS THE ONE SUNDAY MAGAZINE 
WHICH LETS YOU CHOOSE YOUR MARKETS 


CONCENTRATE . . . seiect 
those markets where your sales 
opportunities are richest. Take 
advantage of the unique flexibility 
of PICTORIAL REVIEW. Only 


PICTORIAL REVIEW lets you buy 
without penalty from 1 to 10 

of America’s big-profit Sunday 
Magazine Markets to fit your 
advertising exactly to your separate 
market sales plans. 
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i quality mat, baked on the form interest of register, sharpness and, Sheffield Launches NY Jacobs Advertising & Merchandis- 
/ with publication running head to clarity of reproduction, it is a must Cottage Cheese Campaign | i™&, New York. 
avoid a flat cast. These mats are| that press plates be cast direct s | 
pre-registered and centered te the from mats. Experience has proved Bo A, an ange Creative Art Now Staff Owned 6 | € 


publication’s page size. Color) to us that flat casting of mats for at selling Sheffield cottage cheese’ Following the retirement of 
should be identified, and carry r.o.p. color gives poor register and| to the New York Jewish market.| Lester Grimes from the organiza- 
proper register marks.” results in loss of tone values. Do| Spearheading the campaign is a| tion, Creative Art Inc., Cleveland, HUNDRED 
not flat cast unless absolutely nec-| folder printed in Yiddish and|is now entirely owned by staff 
; e @ 13. If mats are used, send a dup-| essary on an emergency basis.” | English, containing nine recipes members. Hoffer ry has been 
licate set for emergencies and en-| 15. Mr. McBreen urged agencies arm mg = eee Ege — Gierted QORTETEES of We Company. Mi LLION 
close two sets o r si isers to work as far : . ee 
' | complete site sania ae alanauk “cn aaa, o that the motion buildup from advertising Storecast Appoints Levene 


; . in the Jewish press and radio as Elliot Levene, formerly with 
company and the ink number. newspapers may check the mate-| wej) as point of sale displays. George Fine, market ae A on 
14. In copy instructions, when| rial sent to them and make a pre-| } 


Recipe folders are being distrib-| ganization, h ined Storecast 
mats are used, Mr. McBreen sug-|run, either in color or black, to/ uted by Sheffield drivers on their| Corp. of Amer! ~— > 


- : 3 . Corp. of America, New York, as 
gested that a paragraph be in-| adjust or correct inks, register,| regular route deliveries. The cam-| assistant to the director of mer- p 
cluded which reads: “In_ the! impression, tonal value, etc. | paign is being handled by Joseph’ chandising. 


| ONE 


| wt | COUNTY 
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Exceptional Sales-Pull In eng Seed 
os 


Pictorial Review ONE. 


MARKET 
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. ». The One Sunday Magazine You Can Use For Mass Selling In Single Markets 


¥%& PICTORIAL REVIEW generates an 
exceptional sales-pull on its readers for 
your products or services. 


* One fundamental reason is that this un- 
usual Sunday Magazine is rich in “‘mental 
meat” for the average man and woman. 

3 Tying its vast audience tight to its pages 
issue after issue is a star group of spar- 

; kling, provocative essays, short stories, 

t humor, cartoons by America’s top artists 

and writers. 


| je Issue by issue, too, PICTORIAL 
| REVIEW keeps reader-interest whetted 
keen with all the national and Jocal 
news of the movies, the theater, all show 
: business. Criticisms. Gossip. Advertising. 


SERVED 
EXCLUSIVELY 
BY 


ONE 


DAILY 
NEWSPAPER 


TEMPLE 


; 3% It will pay you handsomely to power Total 10-Market Circulation Takes Your Advertising To 


your advertising with PICTORIAL More Than 6,000,000 Families With The Sunday Issves Of DAILY 
REVIEW'S and ive reader- CHICAGO HERALD-AMERICAN + BOSTON ADVERTISER 
mig sc ong, ecaccaa NEW YORK JOURNAL-AMERICAN + BALTIMORE AMERICAN | TELEGRAM 
tos ” pmmacemn enero | TEMPLE, TEXAS 
LOS ANGELES EXAMINER ° MILWAUKEE SENTINEL 
| 3 Why not put PICTORIAL REVIEW {? ANON 2 se | 
. on your schedule soon ...and see? ahi ; ow ai ABC CIRCULATION 


kets. Any combination of three or more popers earns you c group discount. 


*15,128 *15,639 
| DAILY SUNDAY 
A HEARST PUBLICATION ¢' Represented Nationally by HEARST ADVERTISING SERVICE 


* March ‘SI Publisher's Statement 


COUNTY POPULATION 


80,000* 25,000 
CIVILIAN MILITARY 


* Includes Only Part of 
ABC Retail Trading Arca 
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5. CANINE QUIZ: This photograph of ten pedigreed Golden Retriever 

=. puppies was taken in 1946. Since then, four have become A.K.C. 

champions. Can you pick them? Be your own judge and then turn 
the magazine upside down for the answer. 


s "diy Uepjod $,198107 "yD puo 
uu wepIo ne “WD ‘Apt WEPIOS 5.1010) “YD ‘oused. vemog, 
Bog o> uepio. 4 Nei eekalt. 2° ia eal 


pase sled 


Penge, 


Photograph courtesy of 
New Milford, Conn, 
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ALITY JUST BECAUSE) 


T IN NEW YORK CITY... the home-going Journal: 

American is read by more families in 64 of New 

York’s 86 middle and upper income districts than 
either of the two other evening newspapers. 


Survey by another New York newspaper 


_. ND SUBURBS... the home-going Journal-American 
sells more newspapers in New York’s 8 best 
suburban counties than the two other evening 


ee combined. 
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Stark, Wetzel Elects Baker 


Jim Baker, president of Jim 
Baker Associates, Milwaukee 
agency, has been elected a director 
of Stark, Wetzel & Co., Indian- 
apolis meat packer. Mr. Baker is 
advertising and merchandising 
counselor for the company. 


Holden Elected President 
Parker Holden of Holden, Clif- 

ford, Flint Inc., Detroit, has been 

elected. president of the First Ad- 


vertising Agency Group. Everett 
Biddle, head of Biddle Co., Chi- 
cago, has been elected vice-presi- 
dent, and Gene Curtis, of Patch & 
Curtis, Long Beach Cal., was re- 
elected secretary-treasurer. 


GE Supply Buys WXYZ Show 
General Electric Supply Corp. 


is sponsoring the Saturday “Norm | 


Lenhardt” show for a year over 
Station WXYZ, Detroit, 10-12 
noon, EST. 
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IN THE SIOUX FALLS | 
METROPOLITAN AREA | 


This is one of the richest Metropolitan areos in the | 
nation. Few equal its high family wealth. Easy to | 

too! The market leads the notion in increese | 
in motor vehicle registrations. Family drug purchases | 
are 23% above national average . 
penditures 22% above national average. (Figures from 
Sales Management, 
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. all family ex- 


1951.) | 
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INTENSIVE NEWSPAPER COVERAGE 


You can reach this rich market with advertising in the 
Sioux Falls Argus-Leader, the paper that reaches and 
influences more than 52,000 families. 


100% Coverage of Sioux Fails 
and Metropolitan Area 


77% coverage of 14-County 
ABC Retail Trading Zone 


SIOUX FALLS ARGUS-LEADER| 


SOUTH DAKOTA’S LEADING NEWSPAPER — | 


Represented by GILMAN, 


NICOLL G RUTHMAN | 


and agencies can look forward to 
significant improvements in r. o. p. 


color as a result of the work of 
the joint committee of the Amer- 
ican Newspaper Publishers Assn. 
and the American Assn. of Adver- 
tising Agencies. 

At the ANPA mechanical con- 
| ference here last week, the joint 


| committee members outlined steps 
| which already have been taken 
|} to secure the improvements and 
| indicated the areas in which fur- 
| ther general developments may be 


| 
| 


expected. 
Erwin Miessler of Needham, 


| Louis & Brorby, Chicago, reported 


on the progress of the joint com- 
mittee’s report No. 4, “Improve- 
ment of Reproduction of Color 


Comic Advertising.” 


newspaper color and rotogravure | 


ANPA-Four A’‘s Committee Activity 
Points Way to Improved Roto, R. 0. P. 


Cuicaco, June 19—Advertisers) 


While the report has not yet 
been completed, he reviewed some 
of the achievements of the com- 
mittee—e. g., standardizing colors 
used for color comic ads. 

In working out the color stand- 
ardization, Mr. Miessler said, the 
committee consulted newspaper 
executives, photoengravers, comic 
printers, ink manufacturers and 
others; formulated and discarded 
colors in laboratory experiments; 
submitted the best sets of inks to 
art directors, production managers, 
newspaper executives, etc.; tested 
the set of colors selected by the 
group on high speed presses in 
regular comic runs and finally 
evolved a single set of standard 
color inks, which are now avail- 
able. 

The committee report, he said, 
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several weeks, and he urged the 


|eonference to follow the recom- 


will be ready for distribution in| 


mendations. “We must improve 
color comic reproduction if we 
hope to retain the present volume 
of this medium totaling $35,000,000 
to $40,000,000 per year. We must 
satisfy your boss and mine, the 
advertiser. We can do it if we fol- 
low the adopted standards.” 


@ The next phase of the joint 
committee’s work, according to 
Ben Dalgin, director of art and re- 
production for the New York 
Times, will be devoted to working 
out an answer to. the question: 
“What can the newspapers and 
the rotogravure printers do about 
improving the quality of color 
printing in rotogravure supple- 
ments?” 

“It is a fact,” he said, “that for 
many years the advertising agen- 
cies, individually and through 
their association, have been com- 
plaining about the poor quality of 
rotogravure printing with little, 
if any, satisfaction. 

“The frequency and intensity of 
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To the advertiser using a weekly newspaper list, Capper’s Weekly presents 


an ideal buy to cover this rich market area at low cost. 
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these charges from advertisers and 
advertising agencies have in- 
creased to the point where the 
American Assn. of Advertising 
Agencies instructed their mechan- 
ical committee to take steps to 
see if something could be done to 
help the situation. 


s “I am happy te report,” Mr. Dal- 
gin said, “that the mechanical 
committee of the ANPA has made 
this problem the next project of 
the joint committee and we are 
looking forward to a very satis- 
factory and productive solution.” 

“What concerns us as an asso- 
ciation of newspapers,” he de- 
clared, “is the fact that these ad- 
vertising agencies are unhappy and | 
are complaining that our adver-| 
tisers, whom they represent, are | 
becoming more and more dissatis- 
fied with reproduction from issue | 
to issue. 

“While splendid work is being | 
done in research at Battelle Mem- 
orial Institute and the Gravure 
Technical Assn. and elsewhere,” | 
he emphasized, “their clients’! 
printing is meanwhile becoming 
continually worse. | 

“The Four A’s committee is em- 
phatic in its statements that clients 
are gradually leaving colorgravure 
and going back to magazines, or 
dropping out of color altogether. 
Their criticism is not aimed at any 
particular newspaper,” Mr. Dal- 
gin said, “nor at any one group of 
supplements nor any one plant. 
Their complaint is nationwide and 


embraces the entire rotogravure | 


industry.” 


@ In its study of the problem, he 
said that four sub-committees 
would be assigned to investigate 
four phases of the over-all situa- 
tion. These are: 

1. Preparation of art work, de- 
voted to working out recommenda- 
tions which would eliminate many 
of the difficulties arising from 
faulty copy. Mr. Miessler and Mr. 
Dalgin are on the sub-committee. 

2. Positives. National accounts 
depend on companies which spe- 
cialize in making color positives 
which then are distributed to roto 
publications throughout the coun- 
try for simultaneous release. 

The sub-committee, composed of 
Ernest Donohue of Batten, Barton, 
Durstine & Osborn, New York, and 
W. H. James of the New York 
News, will study the subject of 
positives from the time the posi- 
tive house receives the original 
color copy until they release the 
okayed progressives and positives 
to the printer. 


e 3. Plant operations. Unfaithful 
reproduction and extreme varia- 
tion in roto color appear to be 
agencies’ chief complaints, he said. 
The plant operations sub-commit- 
tee will study questions of tech- 
nique affecting the gallery, print- 
ing of carbon tissue, etching, ad- 
vance proofs, press run and other 
phases of production. Eli Gordon 
of J. Walter Thompson Co., New 
York, and Cliff Murray of the 
Philadelphia Inquirer will handle 
this phase of the study. 

4. Material. George Martin of 
the Louisville Courier-Journal and 
Times and Jack Aldinger of Young 
& Rubicam, New York, will ex- 
amine all material which goes into 
the printing of color rotogravure 
to determine the answers to such 
questions as whether colors should 
be standardized and whether pa- 
per and other material could be 
standardized. 

Mr. Dalgin said that while the 
job seemed impossible initially, 
“we are now confident that we 


can accomplish our assignment | 


with the help of the advertising 
agencies, publishers, and rotogra- 
vure printers... 


se “In our opinion,” he said, “roto- 
gravure still is a young industry 


and the surface has only been. 
scratched. If we can narrow down! 


this business of variation and in- 
consistency and get more uniform- 
ity and faithfulness in our print- 
ing, colorgravure, with its speed 
and so many advantages of qual- 
ity, richness and beauty, should 
reach a height almost undreamed 
a 

In the session on engraving 
problems, Joseph E. McMullen, as- 
sistant production manager of the 
Milwaukee Journal, reported on 
the Journal’s work with three- 
color r. 0. p. 

The paper was faced with the 
problem of shortened deadlines, 
use of color on live news pages, 
dealer listings and type changes 
on full-color national ads that 
necessitated flat casting and re- 
molding. 


a The Milwaukee Journal found, 
Mr. McMullen told the group, that, 


| with the help of the Curtis Color 


Analyst (AA, March 5), the three- 


color process has been developed | 


to the point “where we can repro-| 
duce a full-color subject in true 
colors, with full, rich black where 
black is indicated, using yellow, 
red and blue plates only. The same 
inks are used for both three- and 
four-color work.” 

Mr. McMullen listed a number 
of advantages which the Journal 
believes the method affords, and 
said it “has lived up to our ex-| 
pectations and shows definite 
promise of greater things to come.” 

Burt Mader, engraving superin- 
tendent of the Christian Science 
Monitor, acted as discussion leader 
during the session devoted to en- 
graving problems. 


@ Mr. Mader said that the large 
body of newspapers is not doing 
much with color. “I think,” he 
said, “that more can do color of 
the simpler sort than are doing it, 
and all of us should be thinking 


about the simple color treatments.” 

He said that, in most cases, stere- 
otypers and press men have had 
to consider b&w only, and are not 
experienced in working under the 
close tolerances demanded by color 
work. Since precision “is not de- 
veloped overnight,” he said, it 
would be a good idea to work with 
designers to achieve simplicity. 
For example, he said, “more flat 
tints of poster-like treatments us- 
ing the standard process inks will 
give a good display and variety of 
colors. 

“Splashy effects with a single 
element in full color dominating 
the piece will provide effective ad- 
vertising more often than the com- 
plicated, busy illustration which 
attempts to display all of an ad- 
vertiser’s wares in a single ad,” he 
said. 


e “You see, we are not ready, gen- 
erally, to run slick magazine copy, 


and we won't be until more news- 
paper men get the necessary ex- 
perience in printing color, and 
thereby gain a better grasp of the 
fundamentals necessary to the 
techniques of four-color process 
printing. . . 

“Start simply,” Mr. Mader sug- 
gested. “Get the advertising agen- 
cy people to provide us material 
geared to our limitations, but so 
designed as to make the most dra- 
matic use of our possibilities so 
far as we have demonstrated them. 

“As progress is made from hum- 
ble but proper beginnings, we'll 
more nearly be universally ready 
to tackle the diffi “lt in the light 
of experience gain .. Even then,” 
he added, “I think that simple, 
brilliant illustrations in large size 
are the watchwords for advertis- 
ing in newspaper colors.” 


s At the session devoted to stereo- 
type problems this morning, dis- 
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cussion centered on the growing 
trend toward use of color mats 
rather than color plates by agen- 
cies 

Speakers stressed the impor- 
tance of using highest quality mats 
available and seeing that they are 
made perfectly. Otherwise, in 
making 10 or 20 casts, as many of 
the larger papers must do in or- 
der to meet press run require- 
ments, mats may weaken and pro- 
duce plates which it is impossible 
to register. 

L. H. Conley, stereo superin- 
tendent for the New York World- 
Telegram & Sun, who conducted 
the meeting, urged publishers to 
“take the best the manufacturers 
can give us, and then proceed to 
use this material with skill and, if 
necessary, imagination enough to 
get the best out of it.” 


# Highlight of the session on com- 
posing room problems was the dis- 
cussion of teletypesetting develop- 


ments. Frank J. Phillips of Tele- 
typesetter Corp., Chicago, said that 
while press association Teletype- 
setter networks are not new, in- 
terest in them has been increasing 
steadily. 

The Teletypesetter, he said, 
“was originally intended for wire 
network operation. However, the 
idea was apparently somewhat 
ahead of its time, and consequently 
local operation was fostered. Now 
local operation is fostering wire 
networks.” 

He said that while certain stand- 
ards must be adopted by newspa- 
pers joining a network (such as 
style, column width, use of type 
faces with the same lower case al- 
phabet length, spacebands with the 
same justification range, identical 
linecasting magazine layouts and 
accurate vise jaw settings), there 
is no need to worry that papers on 
the network will be uniform in ap- 
pearance. 

“There are 15 type faces avail- 


able with the 118.1-point lower 
case alphabet length,” he said. 
“This allows each paper to retain 
its individuality.” 

D. P. Miller, vice-president of 
the Chronicle, Allentown, Pa., 
presented a detailed report of his 
papers’ use of Teletypesetting 
equipment and the shortcuts which 
the Allentown papers have de- 
veloped. 


Cal.; Independent, Richmond, Cal.; 
Register-Star-News, Sandusky, O.; 
Register, Torrington, Conn.; Tren- 
tonian, Trenton, N. J., and the 
World, Wenatchee, Wash. 


Hyde Park To Erwin, Wasey 
As a result of Hyde Park Brew- 
eries Assn.’s expansion into terri- 
tories served by other McCann- 
Erickson brewer clients, McCann 
has dropped the St. Louis account. 


| Erwin, Wasey & Co., Chicago, has 


@ Representatives of Mergenthaler | 
Linotype Co. and Intertype Corp. | 
discussed latest features of their! 
respective machines and offered 
suggestions for operating them at! 
peak efficiency. 


Nine Papers Join BofA 

Nine more newspapers have be- 
come members of the Bureau of 
Advertising, American Newspaper 
Publishers Assn. They are: Times 
& Tri-Cities Daily, Florence, Ala.; 
Times, Monett, Mo.; Nugget, North 
Bay, Ont.; Independent, Rasadiann, | 


been appointed agency as of July 
1, and Joe Benge, who was the 
Hyde Park account executive at 
McCann, moves with the account. 


Entering Canadian Market 


Anderson, Smith & Cairns, To- 
ronto, subsidiary of Anderson & 
Cairns, New York, has been ap- 
pointed Canadian agency for 
Dolcis Ltd., British shoe manu- 
facturer which will enter the Ca- 
nadian market with the opening 
of stores in Toronto and Ottawa. 
Eventually it expects to have a 
chain of stores throughout Canada. 
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|Continental Oil Co. 
Starts its Biggest 
|Summer Ad Effort 


Ponca City, OKLA., June 19—Its 
| biggest summer ad drive has been 
| launched by Continental Oil Co., 

through Geyey, Newell & Ganger, 
New York, for Conoco N-Tane 
| gasoline and Super motor oil. 

Conoco gas advertising broke 

recently in more than 1,000 news- 
papers in the company’s 22-state 
| distribution area in the Midwest 
| and Southwest. Copy emphasizes 
| extra milage, and the ads feature 
|cartoon-type illustrations. . Sizes 
range from 336 to 672 lines and are 
scheduled to appear about every 
other week through August. 


| @ Newspapers, The Saturday Eve- 
| ning Post, outdoor, radio and TV 
| spots, and farm and business pa- 
| pers will promote Super motor oil. 
| Newspaper insertions, in the same 
1,000 papers scheduled for the gas- 
oline promotion, will run alternate 
weeks. Copy will emphasize the 
theme: “50,000 miles—no wear.” 
Photos and testimonials of car 
owners who switched to Conoco 
motor oil will be used. Space again 
ranges from 336 to 672 lines. 

The Post will carry a four-color 
page each month during the sum- 
mer to play up Conoco’s scientific 
development of Super motor oil. 
| Radio spots are scheduled for 
58 stations 10 times weekly, and 
20 TV stations four times each 
week. The outdoor phase of the 
drive calls for using 2,806 outdoor 
boards (24 sheets) at 1,174 traffic 
points in the oil company’s dis- 
tributing area. Different panels 
will be posted each month, but 
the “50,000 miles—no wear” theme 
will be highlighted. 

Thirteen farm papers will carry 
two-color pages each month, and 
three oil trade publications will 
also be used. 


American Steel Names Marsh 


Archie M. Marsh, assistant sales 
manager of American Steel & Wire 
Co., St. Paul, has been named sales 
manager, succeeding D. R. Water- 
|}man, who retired recently. Ernest 
| E. Louis, assistant to the sales vice- 
| president in the company’s Cleve- 
jland office, has retired after 39 
|years of service with the U. S. 
| Steel subsidiary. 


| St. Louis Marketers Elect 


William H. Pfaff, of Arthur R. 
| Mogge Inc., has been elected pres- 
ident of the Industrial Marketing 
| Club of St. Louis. Other officers 
elected are: Braxton Pollard, Mon- 
| santo Chemical Co., vice-presi- 
|}dent; W. C. Caruthers, Todd 
| Studios, secretary, and C. S. Pang- 
man, Oakleigh R. French & Asso- 
ciates, treasurer. 


| Sterling Names Leona Bowman 

Miss Leona Bowman, an account 
executive with Sterling Advertis- 
|ing Agency, New York, has been 
| named executive vice-president of 
ithe agency. Miss Bowman will 
serve as executive consultant on 
merchandising and promotion 
planning in addition to her ac- 
count activities 


Kinzel Jr. Joins Lewis Agency 

Lewis Advertising Agency, New- 
ark, N. J., has appointed Charles 
H. Kinzel Jr. head of its industrial 
division. Mr. Kinzel was formerly 
director of sales and advertising 
for the Seal-O-Matic Machine 
Mfg. Co. 


Concord Names Levenfeld 

Gerald Levenfeld, advertising 
manager of Concord Radio Corp., 
Chicago, radio parts and electronic 
equipment distributor, has been 
named advertising and merchan- 
dising manager. 


Rheem Co. Appoints Horne 

Carl H. Horne, formerly vice- 
president of the Alabama Gas 
Corp., has been named sales man- 
|}ager of the refrigerator division 
‘of Rheem Mfg. Co., New York. 
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$10 Price Advance 
Adopted by 4 More 
Newsprint Producers 


New York, June 19—Four more 
Canadian newsprint producers 
have advanced their prices $10 a 
ton effective July 1. These include 
Mersey Paper Co., Ontario & 
Minnesota Pulp & Paper Co., Price 
Bros. & Co., and St. Lawrence Pa- 


While local operators are watch- 
ing with interest efforts on the 
part of the Office of Price Stabili- 
zation to induce Canadian news- 
print producers to delay their an- 
nounced price hikes, the consensus 
is that nothing is likely to be done 
about it. Moreover, it is predicted 
that U. S. mills will up their prices 
as soon as they can work out a 
new pricing formula based on 
higher costs allowable under pres- 
ent price regulations (AA, June 


Bishop's Appoints Hess. 

Sets New Ad Campaign 
Bishop’s Mills Inc., New York, 

knitting yarns manufacturer, has 

named Robert T. Hess general 

manager and director of sales. 

Mrs. Harriet W. Simons has been 


appointed advertising and promo-| 


tion manager. 

The company is running an in- 
tensive campaign using consumer 
magazines, business papers and 
point of sale dealer aids. Ads are 
scheduled for McCall's Needle- 


tions & Art Needlework, Notions &| president; George J. Watts Jr., 
Novelty Review, Smart Knitting| assistant vice-president of Corn 
and Vogue Knitting Book.) Exchange National Bank & Trust 
George N. Kahn Co., New York, Co., treasurer, and Mary J. Ward, 
is the agency. administrative assistant to the di- 

| rector of public relations of Curtis 


| Philadelphia PR Group Elects | Pastiehing Co., secretary. 
| Bernard A. Bergman, director of | 

public relations of Publicker In- Orange-Crush Promotes Fork 
dustries, has been elected presi- Alden E. Fork, director of ad- 
dent of the Philadelphia Public vertising of Orange-Crush Co., 


Relations Assn. Other officers Chicago, has been given the addi- 
elected are: Alex C. Corson, pub- tional duties of sales promotion 


per Mills Co. 


lic relations director of the Phila- 


manager of the company’s bottling 


‘ printing and publishing division of 


Bowater Pulp & Paper Mills has 
announced a price increase but has 
not stipulated the amount. Most of | 
the Canadian mills have now an-| 
nounced higher prices on news- 
print, and publishers here will pay 
$116 a ton after July 1 on a con- 
tract basis. 

The so-called black or spot de- 
livery market remains quiet with | 
quotations holding at about $245) 
a ton, f.o.b. mill, but there are) 
few takers. 

Local market men, looking to the | 
future, are concerned about the 
“inevitable shortage of sulphur,” 
and the wear and tear on mill ma- 
chinery caused by present high | 
production schedules for both 
newsprint and book paper. | 


@ Langbourne M. Williams Jr., 
president of Freeport Sulphur Co., 
told a meeting here last week that | 
although American sulphur pro- 
duction is 2% times what it was | 
before World War II, “a continued 
shortage is inevitable so long as 
this country is called on to fill | 
global demands.” He said the only | 
solution that he could see is fur-| 
ther expansion of production of | 
higher-cost sources of sulphur. | 

Paper men here insist that pub- | 
lishers, both magazine and pal 
paper, will have to devise ways | 
and means of conserving paper use 
if enforced allocation is to be 
avoided. It is understood that both 
Magazine and newspaper publish- | 
ers are working on this with the | 


the National Production Authority. 


s Many of the paper mills will 
close down during part of July 
for their annual summer vacation 
period, and mill representatives 
here say that some mills are ex- 
periencing difficulty in getting 
machine parts for worn-out equip- | 
ment. Current paper production of 
all kinds has been about 10% 
above that of a year ago for the 
first six months of this year. 


@ To sell Waterloo and 16- 
county trade crea — IOWA'S 
BIGGEST, RICHEST AGRICUL- 
TURAL-INDUSTRIAL AREA — 
cost your line in THE COURIER 

|__—the only paper that blank- 
ets this area! 


Waterico Daily Courier 


t2.100 tOwa 


Omaha World-Herald 


249,714 Daily, 256,939 Sunday — Total Net Paid Circulation for May 1951 


work, Modern Needlework, No- delphia metropolitan YMCA, vice-| division. 
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The World-Herald 
sells the Nebraska— 
Western Iowa market... 
I'!2 million people 
with 2 billion dollars 
to spend 


Read by 3 out of 5 Families in 
Nebraska and Western lowa 
se 


O'MARA & ORMSBEE, National Representatives 
New York, Chicago, Detroit, Los Angeles, San Francisco 


Pe a ea ; ee. a a CS ee i de es a 
ine oe 
i r ory: ” <l 
Ae 
ig ee 
7 ee 69 he 
es 
bi “Oe Sera 
ae 
4 mikes) 
ee 
es. 
iene 
, - es 
hace ee 
S| RS tg c- 
a 11). ‘ ak 
vey 
ene 
\ ee 
i mere 
S.% 
i yen 
Bore 
‘ eee - 
| mR oie 
a 
; ee = 
| ee. 
j is 
n ee 
Ad = a ; 
| er ae 
i ans ge ” ee 
wees hah 
0 oe 
{ 7 oe 
i a pa et 4 
i =" ele 
Zz dn 
te: ey 
cc Sy 
: Be oes 
Es Fees 
SS ys , Mek 
| \ S 1 1a ety 
' Lr ; ie? 
pater"? ee 
cos 7 a aa! 
Le a hae? 
ESS ' ee 
gee ‘ier 
j Ph aa 
i] sb es 
| >. 
i | eae 
eso5 
| Bae 
! «a 
| , <i 
: i Bs, 
; oP i 
: j ea 
: Po ie 
eee — 
' j ya 
3} : ore, 
t ; | +0 sy 
} | ;: |, aang 
} et. 
z 7 Gs 
4 _ oes 
: fy : _ ie 
’ | M “eS 
% ‘ ,. Pee a 
| es 
f | h 1, % 
| . ie K 
, itn 
i i 
_ 7 
1) \ ae 
iW a Lak 
, i ostiasaanersschmennaneeaatonaeaietiainpsctnmemaiie | het 
| iy 
| pAYS-1O eS 
j | ae * a 
' Gon A 
i THE | Bs a 
#4 eas 
| ND . at 
| 1G ‘ oe 
/ a Ss 
TH TH ec 
4 WwW 1 Saye 
ae 
| st FIS we 
M ©) a a 
apenas 
age | Wes 
- ee! lo Mae 
— ly Ben ee be 
} i “* oo a ‘ae 4 
| i =? | a) ss ere 
ne Ac oo a Fob), - * ae, ms 
i. ~ ~ al AN a By 
Ss | le Ri 
i + Flog 
whi ene: net ae 3. 
} az T S's BA bs. 
ae 3 ay 1OWA x Agze 
= —_ at wae 
om \ , : - No. 1 wage 
: : : = ay ty &&- ; 
\ ie “=i AGRICULTURAL Poe 
VERA inousTRIAL sae 
ame WARKET Po 
Pp oeee, 
\ BO 
POS 
Ce, idl 
one 
ee poe. 
a 
tee 
= ' Soc: f 
=a eS rm 
ends 
Do 
‘n ae a 
ea? 
| @ iB Bese 
; Sie Te 
om 
2 : ny nae “ . : : ; ~ fig * dae 
} = *, Eee i x RS Se ae 9 Cre ae _ gh, ee el ee ck as ; a ae OR oe. ey! i ae Poe a 


70 


Dailies’ National Ad 
Volume Continues Up 


(Continued from Page 33) 
called “More Profits from Na- 
tional Advertising.” 

“This vital and often neglected 
part of the national job can be 
done only at the local level—and 
only by individual newspapers or 
combinations of newspapers in in- 
dividual local markets.” 

And in its current annual re- 
port, the bureau re-emphasizes the 
paramount importance of the local 
sell: 


w “Newspapers’ failure to sell 
newspapers as a national medium 
to everyone who has an influence 
on manufacturers’ media strategy 
is one of the major reasons for 
the staggering turnover in na- 
tional accounts which the average 
newspaper experiences from year 
to year. 

“If only newspapers could keep, 
from year to year, even half of 
the national advertising accounts 
they lose in any given year, total 
national revenue would exceed its 
present level by many millions of 
dollars.” 

Briefiy, then, this was the BofA’s 
plan: 


@ “First, sell newspaper adver- 
tisiMg as such on the local front. 
If & manufacturer doesn’t pick 
newspapers in the first place—if 
he picks magazines or radio or 
TV=all you can do won't get a 
ule in your newspaper. 
“After that job’s done, 
equally important to make sure 
yal do a good job of selling your 
Ow newspaper as a national me- 
dium on your own local front. 
“To that end: 

. Equip yourself with factual 
ammunition. 

. Concentrate first on manu- 
facturers’ district managers and 
their salesmen. 

“3. Move on next to your major 
whélesalers, distributors and dis- 
tricé chain store headquarters. 


it’s 


s “@. Go after your audience in 
thé mass with a planned schedule 
of meetings. 

“5. Use the most powerful me- 
dium you have—your own adver- 


56 COUNTY 


SIOUXLAND 
Market 


tising columns—to help you sell. 

“6. Designate a definite person 
to start the job and carry through.” 

To underline the importance of 
hard selling to local representa- 
tives of national advertisers, the 
bureau recounted the following 
experience: 


e “Ten years ago a newspaper 
which then had little or no na- 
tional advertising department dis- 
covered that it also had virtually 
no national linage in drugstore 
products. Its first step was to do 
some investigating—locally.” 

“It was found that its city did 
have one drug wholesaler—but 
this wholesaler was anything but 
progressive. Further investigation, 
among retail druggists, disclosed 
that the market’s own wholesaler 
was given orders only when drug- 


gists were out of stock and had 
to replenish quickly, in minimum 
quantities. The lion’s share of 
their week-in, week-out buying 
went to another drug wholesaler 
in a city 40 miles away, whose 
salesmen called on nearly all of 
them once a week. 

“This discovery made it im- 
mediately obvious that the distant 
wholesaler’s city was getting credit 
with manufacturers for most of 
the sales actually made locally. A 
call on this wholesaler himself 
confirmed it: at least 50% of his 
whole volume was coming from 
this newspaper’s market. Which 
gave the newspaper's national man 
the perfect opportunity to point 
out the almost total lack of adver- 
tising coverage in his market. 


s “‘But what can I do about it?’ 
the wholesaler asked. The news- 
paper’s man had an answer: 
‘Plenty.’ 

“For one thing, tell the manu- 
facturers whose lines you handle 
that at least 50% of your volume 
goes into our market, ‘and there- 


fore it would be to your mutual 
benefit if their advertising went 
to work there, too. And don’t fail 
to keep mentioning the same thing 
every time a manufacturer's sales- 
man calls on you.’ 

“The ‘Distant City Wholesale 
Drug Co.’ promptly wrote to a 
long list of manufacturers whose 
products they carried, demanding 
newspaper advertising support in 
this market on the same basis as 
in ‘Distant City’ itself. 

“That was nine years ago. To- 
day the wholesaler’s volume in 
this market is vastly bigger, and 
far more of his manufacturers’ 
products are sold there, thanks 
to the steadily increasing manu- 
facturers’ advertising in the local 
newspaper.” 


e In April, 1951, the BofA pro- 
duced a slide presentation for use 
under its “More Profits” plan, | 
called “How You Can Cash in on| 
the Greatest Show on Earth.” This 
presentation is intended for the 
use of newspapers before district 
managers and sales forces of na- 
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tional newspaper advertisers. 

The object is to get local sales 
people enthusiastically behind an 
advertising campaign so they will 
merchandise the drive. The pres- 
entation illustrates the virtues of 
local newspapers, including their 
local news coverage, entertainment 
features and so on. Its job is to 
get across the idea of the essential 
role of the newspaper in moving 
products across counters. 

A second presentation tied in 
with the “More Profits” plan is 
“Why Not Get on the Band- 
wagon?” This is a desk presenta- 
tion in loose leaf form, intended 
to demonstrate to retailers that 
national newspaper advertising 
boosts their sales. The loose leaf 
form makes it possible for indi- 
vidual newspapers to insert local 
market facts, local coverage data, 
and the like. 

Officials at the Bureau of Ad- 


| vertising regard the “More Prof- 


its” plan as a long-range affair 
which may take several years to 
pay off in increased newspaper 
linage. While they testify that the 


The CONTINUING STUDY OF LOCALLY 


The Continuing Study of Locally-Edited 
Magazine Readership is being made available 
to advertisers and advertising agencies as a 
contribution to the more effective use of 
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their advertising dollars. 


Complete readership breakdowns are fur- 
nished for all editorial matter and for gen- 
eral advertisements of 70 lines or more. 


CONDUCTED 


PUBLICATION RESEARCH 


BY 


SERVICE 


These studies are conducted 


by the same organization 
that provides the field work for 
THE CONTINUING STUDY OF 


NEWSPAPER READING. 
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plan will be successful, and is al- 
ready showing indications in that 
direction, they are unable to cite a 
specific current case history. 


AANR DOING JOB 


Cooperating with the Bureau of 
Advertising—and with the News- 
paper Advertising Executives Assn. 
as well—is the American Assn. of 
Newspaper Representatives. Orig- 
inally formed as a defensive or- 
ganization to cut down the inroads 
of radio as an ad medium, the 
AANR has long since gone over 
to the offensive. Three major pres- 
entations occupied the AANR over 
the past year. ~ 

The first of these was a revi- 
sion of “Business—Speak Up!” 
which was unveiled in the spring 
of 1950. Originally given in siide 
form with explanatory comment, 
“Speak Up” has since been con- 
verted into a sound movie and 
shown, thus far, only to a few 


selected groups. 

The presentation warns adver- 
tisers they must invest part of 
their yearly budget in newspapers 
to preserve the American system 
by telling an “industry” story as 
well as a “product” story. “Speak 
Up” has as its objective convin- 
cing big companies they must do 
a big job locally in this public 
and employe relations area. AANR 
spokesmen say about 17,000 com- 
panies are logical prospects for 
this presentation. 


es “Speak Up” has been revised 
now to the extent that it has been 
simplified to fit the needs of local 
newspaper advertising managers. 
A war econumy atmosphere has 
been injected into the film to up- 
date the presentation. 

The second AANR presentation, 
“Whither TV?” was first shown 
at the American Newspaper Pub- 
lishers Assn. convention in New 
York two months ago. This is a 
more or less straight comparison 
between newspapers and televi- 
sion as ad media. AANR people 


think it important at this point 
to give agency personnel some- 
thing that will “offset the hog- 
wild attitude on TV.” 

“Whither TV?” points out that 
“network television cannot be 
called a national advertising me- 
dium” because it fails to cover 
three-fourths of the population 
and most of the markets in this 
country. The presentation is now 
being put into slide form. 


s A third presentation, tentatively 
titled “Cooperative Versus Subsidy 
Advertising,” is intended for show- 
ing to manufacturers. Its aim is 
not to discourage legitimate co- 
operative advertising, but rather 
to convince advertisers that it is 
to their benefit to sidestep any 
temptation toward “subsidy” ad- 
vertising. 

The AANR regards the latter 
kind of advertising as that which 
a manufacturer uses when he is 
selling “a means of buying dis- 
tribution.” In short, says the 
AANR, the manufacturer offers 
to pay too great a part of the 


total retail advertising bill. 

While most retail ad managers 
would be delighted to boost their 
linage in this way, the AANR in- 
sists that they thereby cut down 
the proportion of the newspaper's 
linage which would otherwise run 
at the higher national rate. 


s The rise in “subsidy” advertis- 
ing is attributed by some to the 
rate differential, but association 
officials assert it is traceable 
mainly to competitive factors in 
selling—causing those in weaker 
sales positions to reach for some- 
thing extra. 

“Subsidy” advertising is re- 
garded by the AANR as a dan- 
gerous thing for the advertising 
business as a whole, since, it says, 
genera) advertising will suffer and 
retailers will eventually pay out} 
more money because retail rates 
will be forced up. 

The AANR was active on the 
luncheon front, too, during the 
past year. These gatherings, fea- 
turing “name” speakers, were 
aimed at having advertisers and 
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COLUMBUS DISPATCH 

SAN ANTONIO EXPRESS 
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agency people come to realize what 
a constructive role the association 
is playing in the field: of news- 
paper advertising. “Aggncies and 
advertisers alike are beginning to 
wace up to the fact that the 
AANR is a group whose approach 


cal AANR chapters have also been | 


active in developing and showing 
special presentations to specific 
advertisers. 

An unusual activity of the as- 
sociation which has done much to 
increase newspaper prestige among 


is industry~ wide rather than com-| food editors has been the holding 


petitive,” 
association. 


e From the AANR’s standpoint, 
one of the best speakers of the 
year was Franklin Bell, director 
of advertising and public relations 
for H. J. Heinz Co., Pittsburgh. Mr. 
Bell, who spoke before the New 
York chapter last November, de- 
clared flatly that the only indis- 
pensable advertising medium is 
the newspaper. 

Mr. Bell, who said his company 
had invested an average of $1,200,- 
000 annually in newspapers for 
14 years, stated that the Pitts- 
burgh newspaper strike last fall 
had proved that “people’s wants 
and needs are met solely by news- 
papers.” 

New business committees of lo- 


§ 97% 


FAMILY COVERAGE 
of 

nd MOST POPULATED 

COUNTY IN IOWA 


. Plus Good Merchan- 
disable coverage of 
a $417,000,000 16 
county sales market 


viation 


274 
Official 1950 
Consus Figure 


Families in this high sales potential arec, 
one of the Midwest's most diversified in- 
dustrial and productive agricultural mar- 
kets, read and rely on The Cedar Rapids 
Gazette for buying information. The 
Gazette, the accepted “home town news- 
poper,” serves this marketing area with 
daily and Sunday carrier delivery service 
the day of publication .. . Your advertis- 
ing message is home delivered to 129° 
Eastern towa towns. 


Linn County...Cedar Rapids 
Metropolitan Area 

Tota! Retail Sales...... 121,643,000 
OE ee eee 19,938,000 
General Merchandise ... 14,814,000 
SIG a tke Ct aeeck aes 3,623,000 
Furniture, Household, Radio 7,954,000 
Automotive ri . 27,734,000 
Sixteen County Market... A 
Market of Over 400,000 
People 

Total Retail Sales...... 417,054,000 
Se . 69,400,000 
General Merchandise : 33,862,000 
Drug ... 9,029,000 
Furniture, Household, Radio 20,273,000 
ee 87,800,000 


said one leader of the | of newspaper food editors’ 


There is oniy one way to reach the 16) 
county Eastern lowa market both daily | 
and Sunday . . . Concentrate your ad- | 
vertising in The Cedor Rapids Gozette | 
100% coverage Cedar Rapids, 97% Linn | 
County . . . over 57,000° daily and Sunday. | 

* ABC Publishers Statement 6 months ending 
March 31, 1951 

Sales Figures from Sales Managements 1951 | 
Survey of Buying Power. 


Represented Nationally By 
THE ALLEN-KLAPP COMPANY 


con- 
ferences in various cities through- 
out the country. These usually at- 
tract the food editors of 100 or 
more newspapers, and are entirely 
editorial in concept. They allow 


food manufacturers to display 
their plants and products, and to 
bring the editors up to date on 
latest nutritional and product de- 
velopments, and on new and more 
attractive methods of serving 
food. 

The evidence of the salesmen’s 
progress lay in results, which for 
1950 were satisfactory to the most 
exacting publisher. Newspaper 
representatives were doing more 
than merely taking orders—they 
were doing creative selling. 


THE GOLD FIELDS 


In 1950, as in other years, three 
classifications vielded more than 
half of the n>wspapers’ $499,000,- 
000 national revenue; the classifi- 
cations were the same—grocery 
($123,354,000); automotive ($98,- 
094,000); and alcoholic beverages 
($45,473,000.) 


The grocery classification was 
' 
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|}up 9.7%, and the only items to 


show a decrease within the class 
were baking products and disin- 
fectants and exterminators, re- 
spectively off 6.4% and 6.5%. Big- 
gest gains in the classification were 
cereals and breakfast foods (32% ), 
soft drinks (24.6%), coffee and tea 
(24.6% ). 

Automotive was up 
usual, new passenger 
counted for the greatest single 
item in this classification—some 
$63,383,000 of the $98,094,000 to- 


14.3%; as 
cars ac- 


one of a series about the people who make The New York Times “ 


Several thousand subscribers to a theatre club were 


asked recently to vote for the drama critic 


whose reviews most influence their theatre-going. 
They voted 80°, for Brooks Atkinson, only 4°, 


for the next critic. 


Only a person completely alien to the U.S 


. theatre 


would have been surprised by this outcome. 
Time magazine calls Brooks Atkinson the “dean of 


Manhattan's drama critics.” More than his 


quarter-century of occupying a third row aisle seat at 
opening nights has gone into that distinction. 

When Atkinson of The Times calls the turn on a 
turn, more often than not the nation’s playgoers 


agree with him. 


Brooks Atkinson has been a newspaper reporter 


since he emerged from Harvard in 1917. He has been 


with The New York Times since 1 


1922, first as 


editor of the Book Review, and since 1925, with only 


one break, as drama critic. The break was an 


important one. 


It came during the war. Atkinson felt that the real 
drama was being played far from Broadway, and he 


wanted to review it. 


In 1942 he donned a war 


correspondent’s uniform and went to Chungking. In 


1945 he went to Moscow. There he learned about 
a curtain different from any he had seen in the 


theatre. It was an iron curtain, and it never went 


up. Atkinson rang it up in a series of pieces he wrote 


when he came back to the U.S. 


in 1946. They won 


him the Pulitzer Prize, journalism’s highest 


distinction. 


On The Times staff you will find many men and 


women of superior ability and achievement like 
Brooks Atkinson. Pooling their talents and their 
skills each day they help make The Times the 
_interesting, authoritative, unusual newspaper it 
is. Readers believe it and believe in it. 


* And when readers get more out of a 


newspaper, advertisers get more out of it, too. 
That's why The Times has been New York’s 
_advertising leader for 32 consecutive years. 


' There’s a lot in The Times story you ought to 


know. May we tell you? 


HUNDREDTH ANNIVE 


.__ ann 


sx | Che New York ¢ Cimes. * (e 


eon » $738,000 Tich * wn 
Reon wer 
Sad 


RSARY 195) 


America’s most distinguished newspaper” 


when 

he goes 
to the 
theatre 
the world 
goes 
with him 


Arnold Newman Photo 
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tal—and this important segment 
was up 8.7%. In 1950, the tires 
and tubes market became com- 
petitive again, and advertising ex- 
penditures jumped 82%; trucks 
and tractor expenditures climbed 
59% —another indication that the 
customers weren't snatching them 
out of the showrooms. Parts and 
accessories advertising declined 
55%, perhaps indicating that in a 
year when new cars had to be 
promoted, parts and accessories 


were worth comparatively fewer | 


dollars. 

The alcoholic beverages classi- 
fication is mute testimony to a 
superb selling job. Both wines and 
beers declined in their newspaper 
expenditures last year, down 3.9% 
and 8.7% respectively. But liquor, 
on which the BofA and representa- 
tives have lavished loving care, 
came through handscmely, boost- 
ing its total to $29,053,000 or 18.6% 
up, and carrying the whole classi- 
fication up 7.3%. 


Two of these classifications 


showed less spectacular gains than 
in 1949, when groceries jumped 
8.6%, automotive 44.8% and al- 
coholic beverages 24.6%. 


es Yet, although the gains seem 
small this year, the total dollar 
volume increase in the three 
classifications is more than $27,- 
000,000, or just about half the 
total gain of newspapers in 1950 
over 1949. 

The importance of these three 
classifications is evident: they nor- 


mally account for more than half 
of the total newspaper advertising 
national take, and last year they 
provided more than half the in- 
crease which gave newspapers a 
record year. 

But newspapers racked up gains 
all along the line to compile their 
record. The amusement classifica- 
tion, for instance, was up 44.9%. 

Also, newspapers could reflect 
that some of their sizable gains 
came from their competitors: mag- 
azines spent $5,003,000 in news- 
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papers in 1950, a gain of 18.3%. 
Radio and TV stations spent $6,- 
097,000. Together, stations and 
magazines spent some $11,100,000 
—or slightly less than the com- 
bined coffee and tea volume placed 
in newspapers in 1950. 

Another terrific gain was reg- 
istered in radio and TV sets, which 
accounted for $16,507,000 in 1950, 
a gain of 98.9% over 1949. 


@ There were only a few classi- 
fications which showed losses. 
Among them: industrial ($8,480,- 


| 000) off 19.3%; jewelry & silver- 


ware ($1,190,000) off 7.6%; wear- 
ing apparel ($6,240,000) off 2.1%; 
and tobacco ($19,935,000) off 
0.2%, mostly due to a 3.6% de- 
cline in cigaret billing. 

One classification which had 
caused newspaper men concern 


| several years ago was coming back 


in fine fashion. Toilet requisites 
was up 14.3% to $34,904,000, with 
perfumes and cosmetics up to $10,- 
339,000—a gain of 39%, and some 
62% higher than in 1948, when 


Altoona 
residents 
earn more, 
spend more! 


Altoona, Pennsylvania, is a 
quality market for you because 
Altoona residents are earning 
more and spending more. 


For instance, out of every doll 
spent by Altoona Housewives 
in retail stores, 33 cents goes 
to buy food for the family table 
That's more than housewives in 
most other cities apportion 
for food! 


Altoona’s retail food bill, 
in meat markets, vegetable 
stores and other shops in this 
metropolitan area came to 
$36,353,000 in 1950—an 
increase of 9% over 1949. 
That's more than the average 
American food bill increase of 
6% for the nation. 


This ability to spend more 
reflects a higher standard of 
living in Altoona, shows the 
upward trend in family income, 
indicates the value to you of 
reaching the Altoona market. 


And your best medium to tap 
this rich market most effectively 
and economically is the 
ALTOONA MIRROR. Your 
advertising in the ALTOONA 
MIRROR is read daily in 95.4% 
of all the homes in the Altoona 
(ABC) City Zone. 


The ALTOONA MIRROR is 
your best advertising medium 
for results in the growing 
Altoona market! 


ALTOONA'S ONLY 
EVENING NEWSPAPER 
RICHARD E. BEELER 
Advertising Monager 


Altoona 
Mirror. 
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this segment spent only $6,223,000 
in newspapers. 


THE FIFTY-PERCENTERS 


Probably no single fact is more 
important in newspaper national 
advertising than that nearly half 
of it comes from the top 100 ad- 
vertisers, Last year was no excep- 
tion: in 1950, the top 100 com- 
panies accounted for $246,484,275, 
or 49.3% of the bureau’s projected 
$499,019,000 total national adver- 
tising for all newspapers, and con- 
siderably more than that percent- 
age of the actually recorded and 
measured billing. 

These 100 advertisers—a com- 
plete list of which appears on Page 
50-——-showed an 11% gain as a 
group. Only 30 of them spent less 
in newspapers than they had in 
1949 (when the top 100 spent 
$218,931,662, or 49.1% of a $445,- 
000,000 total)—-and 16 of the com- 
panies in the top 100 were there 
for the first time. 


The COURIER-EXPRESS 


SELLS 


“, WESTERN NEW YORK 

Becavse WESTERN N. Y. 
1S SOLD ON THE 

COURIER-EXPRESS 


is complete, 
ctual, unbiased reporting. 
n outstanding local staff com- 
ines with six great news serv- 
fees ... three of them exclusive 
with the Courier-Express in 
uffalo ... to bring Western 
ew Yorkers the full, up-to- 
ne-minute word and picture 
story of world, national and 
boeal happenings. 
Associated Press 
International News Service 
*Chicago Tribune 
United Press 
*Overseas News Service 


*New York Times Foreign Service 
*Exclusive with the C-E in Buffalo 


THE PROOF is found in the 


fact that more people* buy the 
Sunday Courier-Express than 
any other paper in the State, 
outside of New York City... 
and that the Morning Courier- 
Express is the proved medium 
to best sell those families with 
the most money to spend. 


*290,348 ABC Audit, 9/30/50 


COLOR 


for Greater Selling Power 
Full color (two, three or four) 
available weekdays... black 
plus one color, Sundays. 


BUFFALO 
COURIER 
EXPRESS 


Western New York's Only Morning 


REPRESENTATIVES: 
OSBORN, SCOLARO, MEEKER & SCOTT 


It Gets Results Because It 
"Gets Read Thoroughly 


The most spectacular increases 
came from advertisers in the tele- 
vision and proprietary fields. Ad- 
miral Corp. moved from 52nd posi- 
tion in 1949 to 21st in 1950, with a 
143% increase in newspaper ex- 
penditure. Motorola Inc., un- 
ranked in 1949 when it spent 
$547,945, moved to 32nd, boosting 
expenditures 273%. LeBlanc Corp., 
stoutly peddling the ubiquitous 
Hadacol, moved to 33rd _ place, 
spending $2,036,026 in 1950 against 
$140,521 in 1949, a mere percent- 


age gain of 1,348%. Nepera Chemi- 
cal Co., which put Anahist on the 
market last year, spent $1,373,466 
against $256,801 in 1949, a gain of 
434%. 

But there were plenty of other 
evidences of a big swing to news- 
papers: Chrysler, selling hard 
after a 100-day strike in the 
spring, boosted its newspaper ex- 
penditures 56.6%, moving from 
fourth largest newspaper adverti- 
ser to second. General Motors and 
Ford boosted their expenditures 


also (11% and 27.8% respective- 
ly), to hold the first and third 
positions. 


@ Studebaker and Kaiser-Frazer 
registered gains (4.3% and 12.6%) 
but Hudson, Nash and Packard all 
spent less (-24.8%, -3.6%, and 
-38.4%, respectively). Willys- 
Overland was up about 2%, while 
Crosley Motors, which spent $76,- 
000 in 1949, does not appear in 
the listing—presumably because it 
didn’t spend the $25,000 minimum 
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for inclusion. 

United States Rubber Co. also 
showed a sharp gain, rising from 
$391,690 in 1949 to $1,293,889 in 
1950, 51st on the list, a gain of 
230.3%. Among other companies 
which showed startling increases: 
S_andard Brands, tenth on the list 
with a 66.6% increase, not far be- 
hind rival Genera] Foods, eighth 
on the list and showing a 25.2% 
increase. RCA was 17th with a 
54.1% increase, and National Bis- 
cuit Co. turned up at 45th, with a 


| ’ 
WHATS THE 
ON THIS WOMANS 


She has a husband (with a ravenous appe- 
tite) and two children who take after their 


father. 


Before her sprawls a magnificent panorama 
of choice meats and shiny, fresh-caught fish. 


Behind her are baked goods, package foods, 


fruits and vegetables, dairy products. 


In her pocketbook is a limited number of 


dollars to feed the family for the week. 


Her problem is basic: 


“How am I going to get the best possible meals 


with these dollars?” 


We don’t know the answer to that one, but 
there is a parallel basic problem of national 


advertisers— 


“What's the best way to get our sales message 
into the minds of the most people—at the lowest 


cost?” 


And to that we do have an answer—a basic 
answer: Metro—Mighty METRO! Metro is 
packed with all the vitamins an advertiser 
needs—on a per dollar basis you can’t beat it! 


Examine the facts: 


ATLANTA Journal-Constitution 
BALTIMORE Sun 

BOSTON Globe and /or Herald 
BUFFALO Courier-Express 
CHICAGO Tribune 
CINCINNATI Enquirer 


Sales Offices for Metro Magazines and Metro Comics . . . NEW YORK * CHICAGO * DETRCIT * SAN FRANCISCO * LOS ANGELES 


METRO... 
THIS WEEK... 


WE. 


VITAMIN B: COVERAGE 
Metro has 50°/,-100 
list below) ... 


AMERICAN WEEKLY ... . 


WOMAN’S HOME COMPANION . 
SATURDAY EVENING POST . . 
(Circulation figures based on latest ABC reports) 


VITAMIN A: CIRCULATION 
Mighty METRO has the world’s largest magazine circulation: 


Over 14,000,000 


« & bs Over 10,000,000 
Over 9,800,000 

- Over 5,300,000 

Over 4,000,000 

Over 4,000,000 


coverage in each of its publishing cities (see 
and in 500 other cities of 10,000 or more! 


It’s the most intensive concentration of circulation in the prime 
markets that an advertiser can get from any medium! 
No matter what product you sell—food or furnishings, cosmetics 


or cigarettes, drugs or dog food—Metro reaches the mc-t people 
in the areas where most of your goods can be sold! 


VITAMIN C: ON-THE-SPOT EDITING 


Of the national mass magazines, only Metro is edited on the spot! 
It’s an integral part of more than a score of the country’s Number 


One Sunday newspapers and is individually edited to provide the 
greatest local interest. Because there is so much of themselves and 


their neighbors in Metro, people read it from cover to cover! 


VITAMIN D: READERSHIP PER DOLLAR 


All available readership data show that advertisements in Mighty 
METRO can get, per dollar, up to three times higher readership 


than in other leading magazines! 


VITAMIN E: SELLING POWER 


Of all the mass circulation magazines, only Metro contains pages 
of local retail advertising. Retailers, who must see immediate results 


from advertisements, know that Metro is a great selling force! 


Individually edited by these leading Sunday Newspapers: 


DES MOINES Register 


INDIANAPOLIS Stor 
LOS ANGELES Times 
MILWAUKEE Journal 


CLEVELAND Plain Dealer 


DETROIT News and/or Free Press 


MINNEAPOLIS Tribune 


NEW ORLEANS Times-Picayune & States 


NEW YORK News 
PHILADELPHIA Inquirer 
PITTSBURGH Press 
PROVIDENCE Journal 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 


ST. LOUIS Globe-Democrat 
and/or Post-Dispatch 
ST. PAUL Pioneer Press 
SEATTLE Times 
SPRINGFIELD Republican 
SYRACUSE Post-Standard 
WASHINGTON Stor 
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79.6% increase—double its ex- 
penditures in the medium in 1948. 


s The distillers continued to swing 
to newspapers. In the top 100 were 
Seagram, Schenley, National, Pub- 
licker, Brown-Forman, Glenmore, 
Park & Tilford and Renfield Im- 
porters. All showed sizable gains 
except Schenley, down 4% in use 
of newspapers; Glenmore boosted 
its expenditure to $1,095,998 from 
$391,032 in 1949, a 180% jump. 
It cost more to get into the Top 


100 Club last year. In 1949, Jacob 
Ruppert—the 100th advertiser— 
spent $606,531; in 1950, Lady Es- 
ther Ltd., last on the list, spent 
$713,453. 

Newspaper advertising directors 
have been warned by the Bureau 
of Advertising that turnover in 
newspaper accounts is much too 
high—perhaps as much as 50%. 
Among the leading advertisers 
who cut their newspaper budgets 
last year: H. J. Heinz (42%); 
Wm. Wrigley Jr. (23%); Pack- 


ard (38%); Pillsbury (47%); 
Sterling Drug (35%); American 
Tobacco (39%); Armour (23%), 
and Colgate-Palmolive-Peet 
(25%). 


@ These apostates are a source of 
considerable concern to newspa- 
pers, particularly in cases where 
the money turns up in another 
medium. For a view of how the 
largest advertisers—in all measur- 
able media—spent their money, 
see the table on Page 52. 


In this elite group, 40 spent 
more money in newspapers than 
in other media; 31 spent more 
money in magazines; 27 in radio. 
Both newspapers and magazines 
had improved their position at 
the expense of radio, which in 
1949 was the prime choice of 31 
of the group. 

In the top 100 group of news- 
paper advertisers, 67 spent more 
than $1,000,000 in the medium— 
this compares with 61 in 1949, 43 
in 1948 and about 20 in 1939. 


\ r 


1 Make METRO 
Sunday BASIC 


«+-FOR NO OTHER MAGAZINE CAN BRING YOUR 
ADVERTISING STORY TO SO MANY PEOPLE...AT SO LOW A COST! 


your 
BUY 


Of the 30 companies which spent 
\less in newspapers than in 1949, 
14 also spent less in all checkable 
media. 


McLeod Names Holley Agency 
McLeod Optical Co., Providence, 
| R. 1. has appointed Robert Holley 
|& Co, New York, to handle ad- 
| vertising for its lenses. Profession- 
al and trade publications are being 
used, with consumer advertising 
planned for the future. 


Groveton Buys Telecast 

Groveton Papers Co., Brighton, 
Mass., through John C. Dowd Inc., 
Boston, is sponsoring the “Buster 
Keaton Show” over Station 
WNAC-TV, Boston, effective June 
16. 


Names Chcse & Richardson 


Crosse & Blackwell Co., Balti- 
more food products manufacturer, 
has named Chase & Richardson, 
New York, to handle direct mail 
promotion for its gift service de- 
partment. 


Acceptance among agen- 
cies and advertisers . . . ac- 
ceptance of markets and 
media we represent stems 
from long and friendly con- 
tact. from 
coast to coast ore accepted 
because they are experi- 
enced advertising men with 
market information and 
media facts. 


THE fg. 
BRANHAM 
COMPANY 


Branham-men 
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Sinclair Tries Newspapers, Likes 
Results and Extends Its Efforts 


New York, June 20—After 15 
months spent pushing its anti- 
rust gasoline in newspapers, the 
Sinclair Refining Co. is enthusias- 
tic about the medium. 

“Newspapers have proved tre- 
mendously successful for us and 
we're sold on them,” said J. J. 
Delaney, advertising manager for 
the compuny. 

Sinclair turned to newspapers 
in a big way in March, 1950, after 
having used some radio, direct 
mail, outdoor boards and locaKzed 
newspaper campaigns for five or 
six years. In the spring and fall 
of '50, Sinclair used a total of 238 
newspapers (color pages and l,- 
000- and 600-line b&w insertions). 


Three months ago _ Sinclair 
launched the largest newspaper 
drive in its history, scheduling 278 
newspapers in 154 cities. Full-page 
and 1,000-line copy in color and 
1,000- and 600-line b&w ads were 
prepared by Morey, Humm & 
Johnstone to run for a 13-week 
period. 

In announcing the bigger 1951 
campaign, P. C. Spencer, president 
of Sinclair, said his company was 
prompted by the “tremendous suc- 
cess” of the '50 drive. “Our sta- 
tion sales of H-C gasoline were 
14.2% above those of 1949,” he 
said. “An equally significant mea- 
sure of the great success of the 
campaign was the enthusiastic re- 


PIPELINE—Sinclair Refining Co.—whose pipeline system is shown here—decided on 

a heavy splash in newspapers to push its gasoline because of the flexibility of that 

medium. Sinclair's marketing problems are variable from city to city since some 

markets are served by pipelines, some by marine terminals, others direct from com- 

pany refineries. There is no distribution in New England or the Far West. News- 
popers were used because “all Sinclair business is local.” 
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£ 99.4% home delivery | 
in the Canton City Zone 
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A Brush-Moore Newspaper, Nationally 


represented by Story, Brooks & Finley 
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No other newspaper 


gives merchandisable * 
coverage of this rich 
nertheastern Ohio market 
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sponse by dealers and distribu- 
tors.” 

Prior to returning to newspa- 
pers 15 months ago, Sinclair ran 
a test to determine consumer re- 


| sponse to its new anti-rust gaso- 


line. The new product was de- 
signed to give better car perform- 
ance by preventing the formation 
of rust in gas tanks, fuel lines and 
carburetor jets. The new gas was 
said to be the result of “an ex- 
clusive development of a special 
chemical known as RD-119. When 
blended with Sinclair gasolines, 
this discovery coats the inside of 
a car’s fuel system with an in- 
visible protective layer that pre- 
vents rust and corrosion.” 


@ The newspaper test began in 
March, 1949. Full pages (black and 
red) were used in newspapers in 
Chicago, Milwaukee, Indianapolis, 
Detroit and Cleveland. The test 
then continued to July, with 1,- 
000- and 1,200-line b&w ads ap- 
pearing weekly. 

As a check, a similar test was 
run in Philadelphia and Washing- 
ton. This was conducted from 
August to October, and made use 
of black and red pages, followed 
by 1,060-line b&w insertions each 
week. All told, 21 weekday news- 
papers were used. 

At the same time, a smaller ap- 
propriation was made for local 
radio spots in the first test, and for 
television in Philadelphia and 
Cleveland. Newspaper space got 
$187,500 of a $250,000 budget. 


e “In the first test,” the Bureau 
of Advertising, American News- 
paper Publishers Assn., later 
summed up, “sales of the new an- 
ti-rust gasoline showed an average 
increase of 10% over previous 
sales in the test area. In the sec- 
ond, or ‘double check’ test areas, 
sales showed almost identical 
gains. Dealers in all test cities re- 
port i new customers and in- 
creased business as a result of the 
advertising. 

“Final evaluation of over-all re- 
sults,” said the BofA, “led di- 
rectly to Sinclair’s decision to 
launch the biggest newspaper cam- 
paign in its history in March, 1950, 
with newspapers doing ‘the lion’s 
share of our whole job.’” 

As Mr. Spencer put it: “These 
tests proved conclusively that 
newspapers could put across eur 
story of ‘the world’s first anti- 


No Dead 


Spots Here 


BUSINESS — in St. Petersburg 
It Is EXCELLENT! 


Bank debits for the first quarter 
of 1951 show an increase of 27 
per cent over last year .. . LEAD 
ING ALL OF FLORIDA IN RATE 
OF GAIN.* 


The St. Petersburg TIMES, lead- 
ing newspaper of Florida's fastest 
growing market, continues to re- 
flect this gain with increased line- 
age over its record 21,859,699 
for 1950 . . . leading in ALL 
classifications . . . leading ALL 
Florida papers but one. 


St. Petersburg - Florida 


~» TIMES — 


Represented by 
Theis & Simpson Co. Inc. 
New York Detroit Chicago Ailonta 
V. J. Obenaver, Jr. in Jacksonville, Fila. 


*Source: Fed. Res. Bank, Jacksonville 
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rust gasolines’ quickly and econ- | 
omically. 


® “To paraphrase the newspapers’ | 
own selling slogan, ‘all Sinclair 
business is local.’ Our marketing 
problems vary from one city to 
the next. Some markets are served 
by pipelines, some by marine 
terminals, and others direct from 
our refineries. For properly de- 
veloping these varying markets 


with their varying local problems, | , 


we needed the most flexible local 
medium—hence newspapers.” 

Sinclair ads in 1950 emphasized 
the rust inhibiting development | 
and the super-power of the gas, 
its ability to prevent stalling, hard 
starting and motor skipping. This 
approach was indicated by a sur- 
vey which showed that motorists 
were then most influenced by copy 
promising such performance. 

This year, while the major 
theme of the campaign again was 
built around RD-119, stress was 
also laid on car conservation. A 
typical headline advised: “Cuts re- 
pair bills; increases car life.”” The 
change in emphasis resulted from 
a second survey, which Sinclair in- 
terpreted as demonstrating that 
motorists, anxious over the threat- 
ening world situation, are deeply 
interested in getting all the serv- 
ice they can out of their present 
cars. 


ANPA Plans to Fight 
Hike in Press Rates 
for Western Union 


WASHINGTON, June 19—Continued 
opposition to major boosts in tele- 
graph press rates proposed by | 
Western Union will be put up by | 
the American Newspaper Publish- | 
ers Assn. 

In a statement filed with the 
FCC, the ANPA said projected 
changes in press rates were dis- | 
criminatory because the proposed | 
increase in the first transmission | 
zone (up to 75 miles), where a/| 
large portion of press traffic | 
moves, would run up to 53%. The | 
ANPA added that the proposed 
changes would end the traditional 
relationship between commercial | 
and press rates that have been ef- | 
fective for 100 years. 


es Earlier, the ANPA had filed 
a protest with the FCC, and the 
commission blocked (on May 23) 
the proposed increases of 10% in 
commercial rates and an average 
of 15% in press rates. Phese had 
been scheduled to go into effect 
June 1. 

Western Union was directed by | 
the FCC to make no change before 
Sept. 1. Meanwhile, the commis- 
sion ordered public hearings on 
the increase to start here on June 
25. | 


Two Join Majestic Metal 


William B. Tower Jr. has re- 
signed as director of sales of New 
Haven Clock & Watch Co. to join 
Majestic Metal Specialties, New 
York compact manufacturer, as 
vice-president in charge of the 
consumer goods division. Claude 
Sartorius Jr., formerly with Ac- 
cessocrafts Products Corp., has 
also joined the consumer goods di- 
vision as sales manager. 


Elmer Wayne Shifts to WJR 

Elmer O. Wayne, on the sales 
staff of Station WGAR, Cleveland, 
has been promoted to sales mana- 
ger of Station WJR, Detroit, ef- 
fective July 2. Both outlets are 
Goodwill stations. 


Landor & Associates Moves 

Walter Landor & Associates, San 
Francisco industrial designer, has 
moved to larger offices and studios 
at 143 Bush St. 


Faiella Joins ‘Park East’ 

Pat Faiella formerly on the ad- 
vertising staff of the Newark Star- 
Ledger, has been named to the 
advertising staff of Park East, New 
York 


CONTEST OF CONTESTS—Colgate-Palmolive-Peet Co. wants to 
give away $50,000. So, apparently, do Procter & Gamble and 
General Mills. And all three got together in the June 10 This 


AA 


a tae -—=—. 


ts 


WHEATIES CONTEST 
S000" IN STOCKS! 


Week Magazine to say so. Colgate’s bid appeared on Page 3, 
P&G's followed on Page 8, and GM's Wheaties contest for cor- 
porate stock prizes was featured on Page 13. 


NRDGA Group Elects 

Robert J. Powderly, sales pro- 
motion manager, Kresge-Newark 
Inc., Newark, N. J., has been 
elected chairman of the board of 
directors of the sales promotion 
division of the National Retail 


| Dry Goods Assn. New chairman of 


the executive committee is Budd 
Gore, advertising manager, Mar- 
shall Field & Co., Chicago. Vice- 
chairmen of the board are Arthur 
See, sales promotion manager, 
Saks-34th St., New York, and Wil- 


liam J. McLaughlin, sales promo- 
tion manager, McCurdy & Co., 
Rochester, N. Y. Secretary-treas- 
urer is Joseph Purcell, of Fowler, 
Dick & Walker, Wilkes Barre, Pa. 
Willard H. Campbell, vice-presi- 
dent of Schuneman’s Inc., St. Paul, 


77 


former executive committee chair- 
man, was elected a member of the 
division's advisory committee. 


More See Daytime TV: DuMont 


The percentage of television sets 
in daytime use has increased 45% 
in seven cities, according to a sur- 
vey released by the planning and 
research department of DuMont 
Television Network. DuMont re- 
ports the largest increase in Chi- 
cago (117%), followed by Wash- 
ington (66%), Cleveland (65%), 
Baltimore (50%), New York 
(41%), Les Angeles (34%) and 
Philadelphia (31%). 


Dan River Names Lloyd 


Eaton B. Lloyd has been named 
director of merchandising and 
sales for Dan River Mills, New 
York. Prior to joining Dan River 
six months ago, Mr. Lloyd was 
vice-president of the Interstate 
Department Stores. 


Everett Bradley Joins B&B 

Everett C. Bradley, formerly 
with the Biow Co., has joined 
Benton & Bowles, New York, as 
a vice-president. 


Our national organization has been working for several years to find out 


what the newspapers require for best R.O.P. Color results. This field study of 


newspapers’ mechanical requirements, led to the development of the Bista 


Pre-Madeready mat, exclusive with Lake Shore. Many big name national 
advertisers, who use extensive newspaper color releases, have found that 
they can get sharp, clean color results ov/y with Bista mats. Bista 


Pre-Madeready mats are fully protected by U. S. patents. 


*Run-of-paper 


Complete informa- 


tion on the 500 


daily newspopers 
that now print 


ROP. Color, to- 


gether with tear 
sheets that 
prove Bista 
superiority. 


LAKE SHORE ELECTROTYPE Co. 


1224 WEST VAN BUREN STREET.- CHICAGO 7, ILLINOIS 
+ MICHIGAN ELECTROTYPE # REILLY PLASTICTYPE © AMERICAN FLECTROTYPE * ADVANCE 
DIVISION 
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Grocery Store Audit 
Available for tests 


The Press-Gazette store audit 
contains a basic panel of 18 out- 
lets. A check of store inventory 
and invoices is made at regular 
intervals to determine actual 
S sales. Available without charge 
for test campaigns. 

contact the 


y General Advertising Dept. 


GREEN BAY, WISCONSIN has all the necessary charac- 
teristics of a test market. Its population is typical, industry 
diversified and its independence of other cities and outside 
media an established fact. 

THE PRESS-GAZETTE offers excellent cooperation to ad- 
vertisers and agencies testing in Green Bay. This includes 
— among other helps — dealer contacts, surveys, mailings 
and experience in the market. We'd like to tell you more 
about it. 


GREEN BAY PREss-GAZETTE 


Green Bay, Wisconsin 


Los ANGELES, June 20—In May 
of 1949, sales of Prudential In- 
surance Co. of America accounted 
for 3.7% of new life insurance in 
the Phoenix, Ariz., area. 

By March this year they had 
soared to 16.1% of the new life 
insurance in that area. 

Back of this phenomenal sales 
increase—which put the area No. 
1 in insurance per agent sales for 
the company—was a newspaper 
advertising campaign representing 
a distinct departure from. tradi- 


tional insurance company promo- | 


tion. 


When the campaign began, sales | 


were less than half the $4,300,000 


which was estimated as the po-| 


The key to the market? 
Podnuh, WE Got That One All Corralled. 


The Citizen Newspapers—all seven of them—cover the seven 


THE 


8.97 READERSHIP 


MONEY? 
HOUSTON’S GOT IT! 


FREE SPENDING? 
HOUSTON DOES IT! 


GOOD LIVING? 
HOUSTON WANTS IT! 


best residential areas of Houston. 
The home-delivered circulation is 104,000. 


Every editorial line is local news. 


The readership is 88.97, according to a survey of the areas by the 
top-flight market research firm of Gould, Gleiss & Benn, Inc. 


Houston's dailies had: Chronicle, 60.4%, Post, 56.1%, Press, 


37.3%. 


Do we get to the people who ‘buy from advertising 7” 


Just ask the Houston merchants. 


The grocers alone placed 334,322 lines of retail advertising in 
the weekly Citizen Newspapers just during the month of May. 


Want to be dealt in? 
Podnuh, the address is: 


euspapers 


7113 HARRISBURG BOULEVARD 


CITIZEN 


HOUSTON, TEXAS 
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Speaking of Test Campaigns... | Prudential's Phoenix Test Pays Off 
As Localized Copy Triples Business 


tential for the Phoenix area. At 
the end of 1950, little more than 18 
months later, sales were $6,031,370, 
substantially more than the com- 
pany target. 


@ The Phoenix campaign, which 
began in May, 1949, was one of 
the first major projects of the 
Prudential Western Home Office, 
established on an autonomous basis 
in Los Angeles late in 1948. 

It was started as a test of the 
effectiveness of a local advertising 
campaign in increasing sales. W. 
| R. Peterson, manager of advertis- 
ing and sales promotion for the 
western office, says it was also an 
attempt to measure an aggressive 
local promotion against usual 
| practice in the industry. 
| The company had an established 
| “ordinary” office in Phoenix. It 
| was decided to expand operations 
| with the addition of an indus- 
trial agency which would pro- 
vide a broader insurance service, 

Normally, an office would be 

opened quietly with, perhaps, an 
announcement ad only. There- 
after, the office would slowly “pull 
itself up by its boot straps.” Dur- 
ing this period the company would 
| be supporting an overhead sub- 
| Stantially greater than warranted 
by sales. The Phoenix test was to 
determine if the money so in- 
vested in the traditional manner 
could be used for promotion to get 
sales “right now.” 


@ Results proved that promotion 
on a sustained basis would reach 
the objectives assigned it. It was 
found that sales responded imme- 
diately. The new sales organiza- 
tion got rolling quickly. The fast 
start gave the sales organization 
an impetus that has not yet slack- 
,ened. In January, 1951, sales in 
ordinary insurance alone were up 
192% above the record figures for 
the same month in 1950. 

| Before the sales phase of the 
campaign could begin, it was nec- 
| essary to recruit a sales force. The 
opening 2,000-line ad thus had a 
dual objective: to announce a 
broader service to policyholders, 
and to offer “career opportunities” 
to men interested in selling insur- 


MONTGOMERY 
VOSII5 


U. S. Census, 1950 
Preliminary City Population 
MONTGOMERY, ALABAMA 
Metropolitan Montgomery, 138,129 


% 35.3 PLUS PERCENT IN CITY SINCE 
1940 


% 242 PLUS PERCENT INCREASE IN 
CITY AND COUNTY SINCE 1940 
FOR MORE DETAILS ON ALABAMAS 
CAPITAL CITY AND CAPITAL MARKET ASK 
KELLY SMITH COMPANY 


THE ONLY EFFECTIVE COVERAGE OF THE 
CENTRAL AND SOUTHEAST ALABAMA MARKET 


The AMlontgomery Advertiser 


MORNING EVENING SUNDAY 
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You Can Earn More 


aquin Valley! 


in the prosperous San Jeo 
een ae | 


The Prudential expands in Fresno 
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ane THE PRUDENTIAL 
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STARTER—This ad by Prudential Insurance | 

Co. in Phoenix and others like it have 

proved so successful that similar copy is 
now running in many other cities. | 


ance. A coupon in the ad drew 109 
inquiries. 

Supplementing advertising in 
the recruiting campaign was an | 
intensive personal contact drive. 
Secretaries of local fraternal and 
service groups were sent letters 
asking them to tell their member- 
ship about Prudential career op- 
portunities. Sidney V. Mitchell, 
manager of the new office, made | 
appearances before many of the | 
clubs to tell the same story..Con- | 
siderable publicity resulted from | 
these activities. 


# At the end of four months, the | 
weeding out of inquiries received 
from the newspaper advertising | 
and the other activities had re- 
sulted in addition of nine trained 
agents. This was considerably bet- | 
ter than normal experience in re- | 
cruiting and training of new men. 

Both Phoenix newspapers, the 
Gazette and Republic, carried the 
announcement ad and all subse- 
quent insertions in the campaign. 
Radio spots were used only during 
the announcement phase of the 
promotion. 

When the training of the re- 
cruits had reached a satisfactory 
point, the sales phase of the cam- 
paign was initiated. A second 2,- | 
000-line insertion set the pattern 
for the entire campaign. The ad 
was headlined “You Know These} 
Men” and two rows of pictures | 
showed both the new and the 
established agents. Captions gave 
personal details about them and} 
their families. Stress was placed 
on the fact they were permanent 
local residents. 


e Here was the departure from— 
the usual staid type of advertising, 
which, covering large areas, is 
general in nature. All ads were 
localized, and the personal angle 
was played up with the objective | 
of identifying Prudential at the! 
local level. Mr. Peterson points 
out that such an approach is ac- 
tually carrying the Prudential 
concept of decentralization to its 
logical conclusion. 

Advertising of the Institute of 
Life Insurance, and that of all 
companies at the national level, 
is visualized as an “umbrella” for 
life insurance. Even Prudential ad- 
vertising on its “Jack Berch Show” 
on NBC must be general in its 
selling. At the local level, however, 
says Mr. Peterson, it is necessary 
to “get out and slug.” 

The follow-up of the opening 
2,000-line announcement also was 
a departure from the usual in that 
it was a sustained campaign with 
400-line ads running every week 
for a year. Under the continuing 
theme, “Prudential Men ‘at work’,” 
a typical ad carried the headline 
“The Famous Chef of Myrtle Ave.” 
Copy showed him preparing for a) 
barbecue as a group of friends! 
watched. 


Other typical treatments: “Wal- 
ly Fuller Can Swim Like a Fish”; 
“You Ought to See Jack Lay 
Bricks.” Pictures illustrated the 
copy headline. 


@ The series on agents was fol- 
lowed by one with pictures and 
testimonials from _ policyholders. 
These covered specific personal 
problems of policyholders—mort- 
gage insurance, family income, re- 
tirement plans, etc.—and how their 


Prudential policy gave them the 
needed protection. 

(Aside from sales, there were 
other evidences of the readership 
gained by the ads. Many of the 
testimonials were repeated every 
six weeks. After the second run, 
one policyholder asked to be in- 
cluded out. He claimed that his 
proclaimed satisfaction with the 
protection afforded by mortgage 
insurance was creating just a lit- 
tle too much ribbing from his 


friends.) 

The campaign rounded out a 
year with a Jan. 3—April 24 
schedule in 1950. Three of the 
400-line ads ran every two weeks 
in both the Republic and Gazette 
during this period. 


s Although the Phoenix office op- 
erated only from May on during 
1949, the combined force of estab- 
lished and new agents achieved 
top sales per man per week for all 
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Prudential district offices by the 
end of 1949. In new insurance 
sold, 1949 was substantially ahead 
of any previous year in Phoenix. 
Sales totaled $3,282,623. This was 
76% of the $4,300,000 potential 
set up. 

The newspaper advertising cam- 
paign ended in April, but the 
momentum carried the sales force 
on to a record $6,031,370 of sales 
in 1950. The sustained impetus to 
sales has been the result of the 


Only the 


Can Satisfy the 


AMERICAN RUNGES 
FOR NEWS 


a dimension of people's appetites for the 
newspaper is hard to gauge under ordinary circum- 
stances. But let newspapers suspend publication as 
they did in Pittsburgh not long ago, and the evidence 
comes clear and fast. 


“N i 
© news is really the worst news we can 
have,” said Mayor David Lawrence. 


People drove 65 miles to buy a newspaper— 
any newspaper. Papers brought in from out of the city 
sold for $2 after their owners had finished reading 
them. Business slumped in some fields as much as 78%. 


[ee ee & 


Despite the advent of new communication 
systems, the American hunger for news—in the news- 
paper—grows and grows and grows. So that, today, 
increased prices notwithstanding, more daily and more 
Sunday newspapers are bought and read in the United 
States than ever before in our history. 


The circulation of weekday newspapers in this 
country now tops 53,750,000; the Sunday circulation 
reaches nearly 47,000,000. For newspaper readers 
pay over $1,000,000,000 annually to find out what's 
going on. 


Were living in an age at the same time 
chaotic and progressive. The significance of the news 
is too great to be skimmed over; too tremendous to 
be captured in a flash. 


“x ~*~ & 


Does the atom bomb mean a richer life, or a 
shorter one? Will the Kefauvet committee investiga- 
tions really find an answer to the national crime syn- 
dicate problem? How are the boys in Korea doing, and 
what was behind the MacArthur ouster? Is there a 
Third World War in the offing, or is Stalin just bluff- 
ing? How about Price Controls and the Inflationary 
Spiral which hits every one of us? 


0. they march ... a thousand new questions. 
And off the newsstands and the front porches news- 
papers are whipped into homes where avid readers 
search through fact and comment and analysis for a 
better understanding of each individual's role in the 
tightening world. 

x & & 

WINSTON CHURCHILL said it: “Americans 

live on Newspapers as caterpillars live on green leaves.” 


WILL ROGERS said it: “All 1 know is what 
I read in the Newspapers.” 


Published in the Interest of All Newspapers by 


MOLONEY, REGAN & SCHMITT 


NEWSPAPER REPRESENTATIVES SINCE 1900 


New York ¢ Chicago © Philadelphia © Boston ¢ Detroit 


los Angeles ©¢ San Francisco ©@ Seottle @¢ Dallas © Miami 
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U.S. Govt. Again Says: 
= “SOUTH BEND TYPICAL” 


First stop, Washington, D.C. Then, South Bend, Indiana... 
When the U.S. Department of Labor required a “typical 
city” for a German group, brought here to see how America 
lives, South Bend was chosen. Time and again this city is 
officially selected as a true cross-section of the nation... 


x Tests you make in “Test Town, U.S.A.” speak with author- 
5 ity for the entire country! Write for free market data book. 
} ; ~ 
ae COe All 
7 ie 
e Soulh Mend 
— Cribune | 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


See 


Business 
Is 
Local 


momentum gained by the cam- 
paign. Mr. Peterson believes it 
has proved the value of the human 
interest theme used. It contributed 


| substantially to the prestige of the 


company’s agents, and served to 
make them better known. From 
the morale standpoint, he points 
out, the publicity given the agents 
did much to make them feel good 
about their job, and gave them a 
good mental frame of mind. 


s As a result of the Phoenix test, 
similar projects have been 
launched in many other cities. Be- 
cause of local conditions, campaign 
themes have been modified, but 
the human element idea is basic 
in all those now going. Among the 
cities in which “project” cam- 
paigns have since run and are now 
running are Seattle, Cheyenne, 
Albuquerque, Ogden, Fresno and 
Sacramento. 

An example of the local varia- 
tions employed is the one in Se- 
attle. This is a long established 
office, with 90 agents in the area. 
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NATIONAL AVERAGE IN RETAIL SALES? 


A. South Dakota! 
National average family retail expenditure: 


TION OF MOTOR VEHICLES? 


* South Dakota's average gain was 26%. 


stores. South Dakota families spend $105.00. 


SOUTH DAKOTA MARKET? 


SOUTH DAKOTA MARKET? 


real sales punch at the local level. 


DAKOTA? 


homes in the state. 


Q. WHAT STATEWIDE maRKET SPENDS 22% MORE THAN THE [Po 


South Dakota average family retail expenditure:! $3844.00 
Q. war stave ts (22 in THE NATION IN INCREASED REGISTRA- {f= 


A South Dakota. The national average gain in 1949 was 16%, |p) 


Q. IN WHAT STATEWIDE MARKET DO FAMILIES SPEND 23% MORE || 
THAN THE NATIONAL AVERAGE IN DRUG STORES? Po: 
A. South Dakota. The average American family spends $85 in drug é 


Q. WHAT MEDIA Gives You THE GREATEST circutation with || 
RESPONSIVE READERSHIP AT THE LOWEST COST IN THIS RICH || 


A. The South Dakota Dailies, with 130,000 circulation and a a 
combined line rate approximately 25% below any paper or com- ‘s 

bination of papers claiming ANY coverage in South Dakota. 
Q. wuar is THE ONLY mepia OFFERING DEALER TIE-IN HELP 
AND SALES BUILDING MERCHANDISING IN THE RICH RESPONSIVE 


A The South Dakota Dailies—with a tie-in and merchandising 
* program aggressively promoted by local personnel to give you 


Q. wxat meoia etanxers BOTH RURALAND URBAN sour | 


A. The South Dakota Dailies reaching 85% of the city and farm 
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$2990.00 a 
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For the best buy—the greatest circulation at the lowest cost—sell rich, responsive 


South Dakota through the South Dakota Dailies. Promote your products at the local 


level, where decisions are made... 


cost with your advertisements in the S Dailies. 


From May 10, 1950, Sales 
Survey of Buying Power 


where sales are made. Take advantage of the 
extra influence and promotional helps of these locally edited, 
newspapers that are welcomed, day after day, in 85% of BOTH the rural and urban 
homes in this big statewide market. Sell ALL of South Dakota... and sell it at lowest 


locally managed 


FOR COMPLETE 


, HELPFUL 
WRITE TODAY! 


SOUTH DAKOTA DAILIES 
HURON, SOUTH DAKOTA 


eae) odie ale SR 


Comprise Six Locally -—_ and Locally 
Edited Newspapers Serving T 
Markets of South Dakota 


he Six Primary 
Rural and Urban. 


INFORMATION, 
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|The campaign ran nine weeks, 
|with newspaper ads running in 
two papers every third day. Basic 
insertions were localized but more 
|} general in nature. The human in- 
|terest appeal was obtained by 
|spotting the pictures of three 
| agents on other pages. Picture cap- 
|tions gave personal information 
about the individual agents, then 
| referred the reader to important 
information “on page....” 

Again results were good. How- 
ever, it was learned that in a long 
established territory, results come 
more slowly and tend to build aft- 
er an initial lag. As far as the 
Western Home Office is concerned, 
it is still testing variations of the 
Phoenix approach in other cities. 
Mr. Peterson says “we still have 
much to learn, but we are satis- 
fied we are on the right track.” 


@ Over-all, the company is doing 
a combination promotion of pro- 
jects in selected cities, and general 
promotion in markets not so cov- 
ered. Last year 83 newspapers 
carried a series of some five gen- 
eral ads during the spring and 
again in the fall. While the local 
approach has been found most 
effective, budgets don’t make it 
possible to hit every market in 
such fashion. The general cam- 
paign thus is designed to insure 
promotion of some kind in every 
market. 

Another test is now being made 
of the localized appeal by using 
local cut-ins on the “Jack Berch 
Show.” 

Botsford, Constantine & Gardner 
handled the major part of the Pru- 
dential campaign. The company re- 
cently switched over to Calkins, 
Holden, Carlock, McClinton & 
Smith. 


Artwood Exhibits Elect 


Sam B. Heppenstall Jr., presi- 
dent of Artwood Exhibits Inc. and 
Pittsburgh Carbon Inc., has been 
elected president of the Terminal 
advertising division of Artwood. 
The division has been formed to 
manage the New World Exposition 
at the greater Pittsburgh Airport, 
an exhibit of display windows for 
lease to industry. Other officers 
elected are: Jackson Reade, presi- 
dent of Reade & Co., executive 
vice-president; Anton Reetz, exec- 
utive vice-president of the Bank of 
Millvale, treasurer, and Birger 
Engstrom, president of McDowell 
Mfg. Co., secretary. 


Brown-Forman Appoints 


Robinson 3S. Brown, Jr. has been 
appointed regional sales manager and 
secretary of Brown-Forman Distillers 

| Corp., Louisville. Getting ahead in 
| business like Mr. Brown are thousands 

| of regular Wall Street Journal readers 
| throughout the nation—executives and 
their aides who make or influence de- 
cisions on planning, production, sell- 
ing and buying. 
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vertising, ANPA. They examined; The newspaper advertising pro- 


Newspapers Now Play Vital Role * - . [: a number of suggestions made by gram started on a test basis, 


ues sited the bureau and adopted several. (in February, 1949, using nine pa- 
meremecne apes a 


oe ae P One of the early decisions which pers in as many markets. 

1 e k ; B ] d Ad Pr Soe eer . has had an enormous influence on 
in ar er Ss a ance ogram | ay ate hs aan " the entire program involved Par- # Mr. Watrous candidly admits 
ker’s action in appointing all sales that “we didn’t feel the results of 
representatives as advertising the newspaper advertising imme- 
managers for their territories. diately. Our purpose, primarily, 

was to measure the potential of 
s This meant that every Parker newspapers in promoting the new 


JANESVILLE, Wis., June 21—) swer to its particular eae 
There was some doubt about the| through network radio. 
value of newspaper advertising in| 6. Pen retailers, always sonei-| 
the minds of Parker Pen Co. of- tive to the local business climate, : 
ficials when the company decided were convinced that local adver- | salesman — os an ae 
to launch a newspaper test cam- tising had become essential by the : tion, complete freedom of action 
paign in ac ae middle of 1948 and were becoming | in choosing the newspapers in his a 4 a BOY G A oe 

There is no doubt now. insistent that local support be markets and freedom to choose WISCONSIN 

David G. Watrous, Parker Pen given their own newspaper efforts. |the actual insertion dates (within Qne of the FURNITURE 
Co. advertising manager, will will- a three or four-week range). MANUFACTURING CEN- 
ingly testify that newspaper ad- # There were many other (and| The prestige of salesmen with 


vertising has: more complex) matters to consi- dealers and with local newspapers J nen ~ Af ae 
& 1. Boosted sales. der, of course, including company, # ; ——— |automatically increased with their arter ad es +i na ie th ’ SHE 
b. 2. Improved company-dealer re- policy, production schedules, etc. | appointments as regional ad man- your a vertising in the oih- 
§ _lationships. ¥ |Basically, however, future action SEFORE NEWSPAPERS—Porker Pen Co. | agers. Moreover, because of the BOYGAN PRESS. We will 


used magazines as its basic medium from | d COOPERATE! 

3. Increased the prestige and ef- | would have to take place with the \fact that salesmen became a Y 
fectiveness of company salesmen. six factors mentioned as a back-— + yrs tng anne ps Ragga “ |managers, they developed a Com- SEND FOR OUR smEsOrGAN MARKET FOLDER 

4. Proved to Parker that pro-| drop. end design. Sh as ee just before the prehensive approach to marketing WARD-GRIFFITH CO 
motional type advertising will not| Dave Watrous and George Eddy, company began testing newspapers. problems, and began to feel a per- ° . 
impair a prestige brand name. | who is assistant advertising man- sonal responsibility for every [BRMMARIA IMSS sie 

5. Helped Parker salesmen do| ager, considered the problem of | and talked at length with repre- phase of the marketing program Pom a ae np, 
an adequate promotional job in| newspaper advertising carefully,| sentatives of the Bureau of Ad- in their areas. “te _ 
several cities at the same time, " 
something which was re | ‘atts B80 08 88 2020. 0.10 8 OW 'e¥ 9.0 ON 8 as, re , at Sri ae 
difficult before the company be- ae a eg ac wiitere F858. a eda Ss "FaT Teas ; 
e For about 15 years prior to 


on something missing... 
° ° > 
1949, Parker Pen Co. had based | 


«- "“-* _ . @*. v © 3@ 6° © Sci ehth ve © . 
its advertising and promotion stra- | “eras ee iS, : ts : “ Hg =e oe. 
tegy on color magazine copy which oat, ‘ 
accented the quality, design and 
prestige of Parker products. 
During the war years, Parker 
held nine prime contracts for gov- 
ernment production and 352 sub- 
contracts—a situation which se- A ee ee gS " ae : oo heros . . ok od 
verely restricted the company’s ‘ oe ae ‘ ‘ See Ree ome fs yi ben.8 e330 ¢ 
pen production. . ; , 
As a result, when the war — 
over, Parker couldn’t supply pent- 
] up demand. It wasn’t until mid- 
1948 that the company caught up 
with its orders and had an op- 
’ portunity to look ahead and formu- 
; late a long-range program. 


pees 


RAITT TI 
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H e In setting up new advertising 

j and promotional plans, Parker 
considered the following factors, 
among others: 

1. There are three pen “selling 
seasons” each year. Most pens are 
sold at one of the three times— 
during the pre-Christmas weeks; 
in a three or four-week fail period 
(late August and early Septem- 
ber); or in the May-June period. 
Christmas is the most important 
peak, fall is second and the spring- 
summer season third. 

2. About 60% to 70% of all pens 
sold are sold as gift items, not | 
for the use of the purchaser. 

3. Pens are sold primarily 
through jewelry stores, depart- | 


: J 
ment stores, stationery stores, drug | lik Califo ia th ut the 
stores, gift shops, bookstores and! e | rm wi th] Are you getting a ies 2 sweep in Cali- 


pen shops. fornia? Far from it—if you fail to cover 
its inland market, the Valley of the Bees. 
se 4. For almost two decades, Par- / : ‘ ~ pa 
ker had promoted the Parker 51) Without i, yOu miss nearly $2 billion 
as a high-quality, prestige product. of California's buying power ... nearly 
In mid-1948, it planned to drop $2 billion of its retail sales. 
the $12.50 Parker 51 and add two) Be sure, then, that you do a thorough 
new pens, a $5 pen and a $13.50) job in the Valley. Be sure you use the solid 
Parker 51. The problem was obvi- | local chet inde t Valley 
ous—how to promote a lower price | papers f penden The 
$5 pen without detracting from the | people naturally prefer. They are a 
prestige and acceptance of the Sacramento Bee, The Modesto Bee 
Parker 51? 


5. Parker had sponsored a net- | 
work radio show (“Information 
Please”) in the fall of 1946 and 
most of 1947, but was not con- 
vinced that it could find the an- 


SALISBURY 


NORTH CAROLINA 
You can’t cover the South’s No. 1 
State— North Carolina — without 


The Fresno Bee. Together, they cover 
VALLEY | 2" 7=== 
ination. 


Remember, too, that in research service 


those three McClatchy papers rank with 
oO e cE Safi i the nation’s best. Rolling off the presses 
right now is the 1951 Consumer Analysis 


buying habits and brand preferences 


in the Sacramento, Modesto and Fresno 
’ 
The Salisbury POST, because only 


*Sales Management's 1951 Copyrighted Survey 
The Salisbury POST COVERS 


ei ay-mer Bae ge Saget — THE SA a un ire BEE. THE MODESTO BEE . THE FRESNO BEE 
CAPITA RETAIL MARKET. 7 
McClatchy Newspapers 


Nationally Represented by 
WARD-GRIFFITH CO. National Representatives ... O'MARA & ORMSBEE, INC. 
The Ward-Griffith Co maintains offices Senta + tiled Salen « heheune 

in all principal advertising tenters Detrou 
_ GET OUR CITY ZONE FOLDER -- 
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Parker $13.50 pen. 

“Frankly, it was the wrong sea- 
son and the price was not right 
for the market. But we were quite 
impressed at the amount of dealer 
interest the test kicked up. And we 
were more than casually interested 
in what newspaper cooperation 
could do for the promotion.” 


e Both Mr. 
agree that 


TORONTO, CANADA 


Capital City of ptead. 5 — Canada’s Richest 

Province Having One-Third of Canada’s 

Total Population and 42% of Retail Sales— 
Blanketed by the 


TORONTO DAILY STAR 
— 400,000 circulation (largest in 
Canada) 
— 80% coverage of Toronto 
— 50% coverage of 45 prosperous | 
Ontario centers 
SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
hepresented In United States By 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
‘in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


Watrous and Mr. Eddy 
“our most important 


| 


Mr. 


achievement in the tests was the 
creation of a real interest in the 
campaign on the part of our} 
dealers. They felt that Parker was 
giving them local support and they 
responded accordingly.” 

At this point, development work 
was nearing completion on a new, 
lower-price Parker pen, the Par- 
ker 21, which would be priced at 
$5. One of the big question marks 
revolved around the effect of the 
$5 pen promotion on company 
prestige and on the sales of the 
$13.50 pen. 

A second and somewhat larger 
test took place in May and June of 
1949, centering around the new $5: 
Parker 21. Aaditional emphasis 
was placed on obtaining tie-in ads 
from dealers for the same issues 
in which large factory ads were 
| placed. In all cases, the tests were 
highly successful and became the 
basis for Parker’s current news- 
paper promotion technique. 

“We do not expect any news- 
paper to do our selling job for us,” 
Eddy declares. “Our sales- 


4 New Parker Gier Pens 


TRANSITION—Following initial tests in 

newspapers, Parker evolved this promo- 

tional-style ad which featured the Parker 

$13.50, $10, $5 and $3 pens. J. Walter 

Thompson Co. handles the Parker ac- 

count (Tatham-Laird directs promotion on 
the Parker lighter). 


men know it is up to them to 
secure approval of tie-in ads from 
dealers. All that we expect the 
newspapers to do is to follow up 


these commitments from our deal- 
ers, because our salesmen’s terri- 
tories are altogether too large for 
them to be present in each market 
when the promotion runs.” 


e In most cases, newspaper co- 
operation on such follow-ups has 


| been more than satisfactory. When 


Parker runs a 1,000-line factory 
ad, it feels that it is getting good 
cooperation when from 1,000 to 
2,000 lines of tie-in advertising run 
in the same issue. 

How important are the tie-in 
ads? 

“In cities where we have had 
good cooperation,” Dave Watrous 
told AA, “business was good. 
Where we had poor cooperation, 
business was bad. The tie-ins give 
us some of the advantages of con- 
tinuity and frequency, in one issue. 

“How important are these tie- 
ins to us? I'll tell you that without 
this tie-in promotion, the hundreds 
of thousands of dollars Parker has 
spent in newspapers would never 
have been spent.” 
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into Pittsburgh's Drug 


® Second in Central City Circulation 
with one-third the population. 


© First by Far in the 144 neighbor- 
oe ing cities within a 50-mile radius 
. —two-thirds of the population. 


IN PITTSBURGH for example, THE POST-GAZETTE 


double-teams with your salesmen perfectly 
in sending the million central city folks 


- to send two million more around the corner 

in their own hometowns to buy your products 
from the drug stores in the 144 neighboring cities 
of 1,000 to 75,000 population. 


- 


a 


Stores—then travels beyond 


Advertising Age, June 25, 1951 


In the fall of 1949, Parker was 
ready for the plunge. The tests had 
jindicated the approach was cor- 
rect. Results were encouraging. 
Mr. Watrous and Mr. Eddy recom- 
mended putting $100,000 into 
newspapers for the fall selling 
season, with the first ad scheduled 
for Atlanta on Aug. 14. 

Dave Watrous flew to Atlanta 
to watch the plan in action, The 
ads ran on Sunday. On Monday, 
traffic past the pen counter was 
normal. Sales were normal. On 
Tuesaay, traffic and sales still 
were normal. On Wednesday, it 
rained steadily. Traffic and sales 
were at a standstill. Mr. Watrous 
flew back to Janesville in a mood 
that only ad managers and account 
executives can understand. 

Thursday morning, the phone 
rang. An Atlanta drawl said: 
“Dave, you left town just one day 
too soon. The pen counters are 


, 
Militias wants a new pen when 


THEN TO MAGAZINES—Following the 

successful use of promotional-style news- 

paper ods, Parker decided to adopt the 

same technique for many of its magazine 

ads. Typical is the one above, which is 

practically a duplicate of the newspaper 
copy. 


absolutely jammed. We've never 
seen anything like it.” Hundreds 
of similar reports poured into 
Janesville during the three weeks 
following. 


e By Christmas of 1949, newspa- 
pers had taken over a regular posi- 
tion in the Parker advertising line- 
up, and the list has been increased 
steadily. Today, more than 400 
papers are on the schedule. 

If there was any doubt about 
newspapers remaining in the 
minds of Parker officials, it van- 
ished during the Christmas promo- 
tion. A Boston dealer, by now an 
old hand at working up tie-in 
ads, whimsically decided to run 
a three-inch ad for Parkers solid 
gold, $275 pen and pencil set. Op- 
timistically, he ordered one of the 
sets. 
| He was flabbergasted by the 
| 
| 


|response. The curious jammed his 
|shop for a look at the expensive 
solid gold set and he found him- 
|self writing orders. Both the deal- 
‘er and the local Parker salesman 
scoured the area looking for more 
sets. And within two days, the re- 
tailer had sold eight $275 com- 
binations, as a direct result of one 
three-inch ad. 


es Parker's $2,000,000 1950 promo- 


CHARLESTON 


WEST VIRGINIA 

The LARGEST MARKET 
in the state with the high 
average family income of 
$6,087.00 is served by Charles- 
ton’s ONLY EVENING news- 
paper 

THE CHARLESTON Dé DAILY MAIL 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal centers 
GET OUR CITY ZONE FOLDER — 
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the selling, get the space order 
from the dealer, turn. it over to 
the advertising department to 
make final arrangements—and, all 
too often, nothing happens. Hap- 
pily,” he adds, “such papers are in 
a minority. Generally, we've had 
excellent cooperation.” 

Parker's cooperative ad plan 
deserves an important share of 
credit for the company’s success 


jin using newspapers. Parker start- 


ed with co-op early in 1949 on the 
West Coast. Linage on the coast 


was checked with linage run dur- 
ing the previous year in that area, 
and definite gains were recorded. 


e By March, the co-op plan had 
been extended to all sections of the 
country. Parker offers dealers 5% 
of net sales for co-op ads and 
matches the dealer’s 5% dollar for 
dollar. Thus, if a dealer buys 
$1,000 in merchandise, he can 
spend $100 on advertising, with the 
company supplying $50 of the 
local ad budget. 


“Without co-op advertising,” 
Dave Watrous says, “we wouldn't 
have come anywhere near our cur- 
rent linage totals.” 

The fact that Parker has found 
newspaper advertising profitable 
and has used its newspaper promo- 
tional technique in b&w magazine 
advertising does not mean that the 
company is permitting newspapers 
gradually to “take over” its en- 
tire advertising budget year by 
year. 


“We definitely feel,” Mr. Wa- 


trous told AA, “that it is unsound 
thinking and poor strategy to run 
nothing but promotional ads. The 
15 years in which we employed 
magazines as our basic medium 
proved the importance of basic 
product selling, and we will con- 
tinue it.” 

At the present time, Parker is 
putting the finishing touches to 
its forthcoming fall drive, through 
J. Walter Thompson Co. (Tatham- 
Laird handles advertising on Par- 
ker lighters). 


ONE OF THE LATEST—Parker campaigns 
run in newsp ond three 
times a year— titan, fall and spring. 
One of the most recent promotions illus- 
trates the infl of ads 


PoP 


on the company’s magazine copy. 


tions were what Dave Watrous 
likes to call “the academically per- 
fect campaigns.” (He and George 
Eddy did much of the planning, 
though they modestly give most! 
of the credit to the Bureau of 
Advertising and J. Walter Thomp- 
son Co., Parker's agency.) 
The magazine list included Bet-| 
ter Homes & Gardens, Collier's, | 
Country Gentleman, Esquire, Life, | 
Look, The Saturday Evening Post | 
and Scholastic Magazines. 
Newspaper ads featured four) 
Parker pens, the $13.50 51; the $10 
51 Special; the new $5 Parker 21, 
and the new $3 Parkette. Copy was 
written with a dominating head, 
short body copy and included in- 
dividual, catalog-style descriptions 
of the pens, with illustrations of 
each and the price in reverse. 


ws Since this type of copy pre- 
viously had sold pens well via 
newspapers, the company also de- 
parted from its prestige-type maga- 
zine copy in full color and ran b&w 
pages in magazines with copy al- 
most identical to that in newspa- 
pers. 

Cardboard counter cases featur- 
ing the four pens also were used. 
In addition, Parker supplied all 
retail sales people with “sizzle 
cards” on the entire line. 

The results were eminently sat- 
isfactory, according to Parker of- 
ficials. “However,” Mr. Eddy (who 
is responsible for all media) told 
AA, “we found that mediocre 
cooperation from the leading pa- 
per in a market is far less valuable 
than good cooperation from the 
second paper (in cities where the | 
papers are within 25% to 30% of | 
each other in circulation) .” 


e “In some cases, the amount of 
cooperation has been slightly as- 
tonishing. An Iowa daily sends 
its salesman around with our rep- 
resentative, follows up all prom- 
ises, merchandises the drive in a 
wide variety of ways—and the 
sales figures show it. One paper, 
in fact, sold 9,000 lines of tie-in 
advertising for the issue in which 
we ran a 1,000-line ad.” 

But he admits, somewhat rue- 
fully, that some papers leave much 
to be desired. “Our salesmen do 


DAYTONA BEACH 


FLORIDA | 


THE ‘DAYTONA BEACH WI WEWS-JOURNAL 
1. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the USS., Canada, 
Cuba and South America. 
Over $55,000,000 effective buying in- 


come. 

Over $38,000,000 retail sales. 

A quality market index of 140. | 

. 1949 total advertising 10,066,667 lines. 

. National advertising gain 20.58%, 
compared to Nation's average 14.80%. 

SEND FOR OUR ADVERTISERS’ MERCHANDISING PLAN 

Represented 


By V. J. Obenaver Jr. In_Jacksonville 
And Nationallvw Represented By 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal centers 
— GET OUR CITY ZONE FOLDER — 


Pee 


EGE 


py a Ss aa 
ae P esc S.. te 2 OS 
ates 


ee ae 

a ee | 

bad 

t& 

¥ 

ees 
the 

ive ee 

tates 

ie > -w . 

= 

hie 
ie 

sn 

* 

? 

* 

‘% 

4 

i 

4s 


ee ee ere ee eae ae 


let acne MS lt gp Tal 


Per) ete mente Le ) ee a erin 
ih the ; 


a 


More than $176 MILLION 


Spent in Rockford Stores Last Year 


More than °OLT MILLION 


126,876 


Spent in Rockford Trading Area Last Year 
(Above 1950 figures based on State Sales Tax) 


A. B. C. 
CITY ZONE 


A. B. C. RETAIL 
TRADING ZONE 
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403,500 
ROCKFORD MORNING STAR 
Rockford wn len, gape 
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Aries WATIONAL MAKES THIS 


which makes the Mounds candy package for Peter Paul Inc. 
Fluorescent neon and sealed-beam floodlights light the display. 


GF Transfers Ralph Watts 
Ralph M. Watts, formerly sales 
and advertising manager of gro- 


tt 
Joins ‘Nation's Business’ 
J. Melvin Cooke, formerly sales 
manager of Promenade, has joined 
the advertising staff of Nation’s ’ 
Business, covering Philadelphia ‘ 
and vicinity. 
‘Grade Teacher’ Names Cahill 
The Grade Teacher, New York, 
has appointed Jno. J. Cahill & 
Associates, San Francisco, as its FOR: Pp E a E R PA 
west coast representative. 
* ELIZABETH COOPERATIVE—This 132’x25’ spectacular rests on top of a 
, NEW JERSEY warehouse of the National Folding Box Co., New Haven, Conn., 
A Wealthy —_— to od Product B 7 hI} A oO Ss 
3 Cov ulloch Joins A. O. Smith 
at. ELIZABETH DAILY “JOURNAL Charles E. Bulloch, formerly as- 
~ 1. Metropolitan high spot of New sistant to the general sales mana- 
Jersey ger of Thor Corp., has been named 


assistant to the marketing director 
of the Kankakee, Ill., water heater 
division of A. O. Smith Corp. 


Union County market index 115. 
Net buying income $634,201,000. 
Retail sales $330,948 ,000. 
ASK FOR ADDITIONAL MARKET FACTS 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all advertising centers 
— GET Our CITY ZONE FOLDER — 


2. 
g. 
4. 


Basford Boosts Muscarell 
Raymond V. Muscarell, who has 
been assistant space buyer with 
G. M. Basford Co., New York, has 
been appointed assistant to the 
president, Henry C. Silldorff. 


cery specialties for General Foods’ 
Igleheart Bros. division, has joined 
the Post Cereals division, Battle 


| Creek, Mich., as product manager. 
' 


DeWolf Appoints Bernstein 

E. A. Bernstein has been named 
public relations manager of A. P. 
DeWolf Organization, Philadel- 
phia, national installer of point of 


| purchase advertising. 


Walton Motors Backs TV Show 

Walton Motors, Chicago auto- 
mobile dealer, is sponsoring “Wal- 
ton’s First Edition,” a new week- 
day baseball and weather roundup 
over Station WGN-TV, 6:30-6:45 
p.m., CDT 


SAM Elects Blank President 

H. E. Blank Jr., editor of 
Modern Industry, has been elected 
president of the Society for the 
Advancement of Management, 
New York. 


capt Tan CO TO ee 


0» cc esac cell 


— he Conrier-Zonrnal — 


THE LOUISVILLE TIMES — 


364,123 DAILY * 


293,426 SUNDAY * 


REPRESENTED NATIONALLY BY THE BRANHAM CO. 


Owners and Operators of Radio Station WHAS and Television Station WHAS-TV 


Ad- 


Industrial 
annual conference, Wal- 
dorf-Astoria, New York. 

June 24-28. Assn. of Newspaper Classi- 


June 24-27. 
vertisers Assn., 


National 


fied Advertising Managers, 3ist annual 
convention, Mount Royal Hotel, Montreal 

June 25-27. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Cosmo- 
politan Hotel, Denver 


July 7-13. International Advertising 
Conference, London, England. 
Sept. 5-8. National Assn. of Photo- 


| Lithographers, annual convention and ex- 
hibit, Statler Hotel, Buffalo 

Sept. 17-18. Pennsylvania Newspaper 
Publishers’ Assn., annual classified clinic, 
Roosevelt Hotel, Pittsburgh. 

Sept. 17-21. Premium Advertising Assn. 
of America, New York Premium Cen- 
tennial Exposition, Hotel Astor, New 
York. 

Sept. 23-28. Advertising Specialty Na- 
tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago 

Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York 


Sept. 28-29. Continental Advertising 
Agency Network, 19th annual meeting. 
Philadelphia 


Oct. 5-6. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 

Oct. 13-16. Mail Advertising Service 
Assn., 30th annual convention, Schroeder 
Hotel, Milwaukee 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 
ler, Boston. 

Oct 15-16. Inland Daily Press Assn... 
67th annual meeting, Congress Hotel, 
Chicago 

Oct. 17-19. Direct Mail Advertising 
Assn., 34th annual conference, Schroeder 
. Milwaukee 

22-23. Agricultural Publishers 
. annual meeting, Chicago. 
. 23-26. Advertising Typographers of 
America, 25th annual convention, Hotel 
Nacional, Havana, Cuba. 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler. 
Boston. 

Oct. 25-26. Audit Bureau of Circulations, 
annual meeting, Congress Hotel, Chicago. 

Nov. 12-15. Financial Public Relations 
Assn., annual convention, Hollywood 
Beach Hotel, Hollywood, Fla 

Nov. 18-19. National Business Publica- 
tions, annual meeting, Drake Hotel, Chi- 
cago. 

Nov. 20. Controlled Circulation Audit. 
annual meeting, Drake Hotel, Chicago. 

December (date not yet set). American 
Marketing Assn., winter conference, Ho- 
tel Kenmore, Boston 


Publishes New Listing 


Common Council for American 
Unity, 20 W. 40th St.. New York, 
has published listings of 914 
publications printed in the 
U. S. in 39 languages and believed 
to be the most comprehensive list 
of foreign language publications 
available. It includes 84 dailies, 
|33 semi-weeklies, 352 monthlies 
and semi-monthlies, and 107 of 
lesser frequency. Price of the en- 
| tire listing is $3.50, with individual 
| lists also obtainable. 


} 
|Teague Heads Graphic Arts 
Walter Dorwin Teague, indus- 
trial designer, has been elected 
president of the American Insti- 
tute of Graphic Arts. He succeeds 
Merle Armitage, art director of 
Look. The institute’s medal for 
outstanding service to graphic arts 
was presented to Harry L. Gage, 
former institute president, a print- 
ing educator and first director of 
the school of printing at Carnegie 
Institute of Technology. 


Jack Willner Joins Harshe 


B. Jack Willner Jr., formerly 
with City News Bureau, Chicago, 
has been named assistant account 
executive in the Chicago office of 
William R. Harshe Associates, 
public relations concern. 


HAVERHILL 


MASSACHUSETTS 
A Key City Of 50,696 at = Zone 
Population Reached By The 
HAVERHILL GAZETTE 


World shoe making center. 
Western Electric Co. manufac- 
turing center. 

Effective merchandise help. 
Business is good in Haverhill. 
REQUEST MORE FACTS—ADVERTISE IN HAVERHILL 
Naticnally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in ail princioal centers 
GET OUR CITY ZONE FOLDER — 
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Canadian Dailies Hit Advertising 
and Circulation Peaks in 1950 


ToronTO, June 20—Canada’s 95 
daily newspapers topped all pre- 
vious circulation records in 1950 
with a total of 3,478,000, a gain 
of 43,549 over the previous high 
of 3,434,451 attained in 1949. 

Most Canadian publishers at- 
tribute the circulation gain of the 
past year to general improvement 
of daily newspapers, many of 
which have installed new mechan- 
ical equipment and improved their 
makeup and typographical treat- 
ment of news and features. 

In addition, several Canadian 
newspaper chains are experiment- 
ing with new teletype equipment 
which enables news to be trans- 
mitted by wire to specially equip- 
ped Linotype machines in news- 
paper composing rooms so that 
copy is set directly in type, thus 
speeding up publication. 


@ With the increased circulation, 
advertising has increased substan- 
tially. National advertising linage 
in Canadian dailies was up ap- 
proximately 9.9% in 1950 over 
1949, when the total was 507,892,- 
262 lines, previous all-time high. 

Canadian dailies in 1950 had a 
gain in national advertising rev- 


enue of approximately 13% over 
"49. 
The situation in Canada as far 


as newsprint is concerned is even 
more tight than it is in the U.S. 
With the $10 a ton increase in 
newsprint effective July 1, Cana- 
dian newspapers will pay about 
$122 a ton. This includes a Cana- 
dian 10% sales tax and about $10 
freight charges. 


Of Canada’s total newsprint 
production under contract, the 
U.S. gets about 89%, Canadian 


publishers 6% and other countries 
the remaining 5%. With increas- 
ing foreign demands, many Cana- 
dian publishers are apprehensive 
that domestic quotas may be cut 


WCOW Names Steinley 


Richard Steinley, formerly com- 
mercial manager of Station KVOX, 
Moorhead, Minn., and more re- 
cently associated with Station 
WMIN, St. Paul, and several Twin 
Cities agencies, has been named 
general manager of Station 
WCOW, new South St. Paul radio 
station which will start broadcast- 
ing July 1. The station’s studios 
are at 208 Third Ave. N. 


Dow Jones Promotes Three 
William F. Kerby, since 1945 
executive editor of Wall Street 
Journal and the Dow Jones news 
services, has been elected vice- 
president of Dow Jones & Co. 
Buren H. McCormack, senior as- 
sociate editor of the Journal, suc- 
ceeds Mr. Kerby as executive 
editor, and Vermont C. Royster has 
been named senior associate editor. 


Jam Handy Shifts Elkins 

Clarke Elkins, regional field 
services representative in the Kan- 
sas City area for Jam Handy Or- 
ganization, has been transferred 
to the company’s main office in 
Detroit. 


Union Gas Names Douglas 

George M. Douglas has been ap- 
pointed general sales manager of 
Union Gas Co. of Canada, Chat- 
ham, Ont. 


In CANADA 


39% of the 
English-speaking Families 
read 


The STAR WEEKLY 
Ask for Information 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in off principal edvertising centers 

GET OUR CITY ZONE FOLDER 


because of the international situa- 
tion and Canada’s need for more 
dollars. 


@ There is still little attempt on 
the part of Canadian dailies to in- 
crease the use of color. With the 
newsprint situation as it is, and the 
need for conservation and econ- 
omy increasing, it is considered 
doubtful here that color will be 
used extensively for some time to 
come. 

Canadian newspapers continue 
to hold their lead over other media 
in their share of the national ad- 
vertising dollar. As in 1949, during 
1950 Canadian dailies carried 
more national advertising than all 
other Canadian publications com- 
bined, and they continued to carry 
more advertising than radio and 
magazines combined. Television is 
not a factor in the Canadian ad- 
vertising picture, and it probably 
will not be for some time to come. 


‘Exporter’ Names Galassini Smith Appoints Dunsmore 


C. J. Galassini, formerly sales! Robert Smith Mfg. Co., Los An- 
director of the export division of| geles, has appointed J. Douglas 
Hitchcock Publishing Co., has been| Dumsmore manager of national 
named to the Chicago sales staff| sales and advertising for its Nylon 


of American Exporter. 


River Raisin Names Walter 


Clarke K. Walter, production 
superintendent of the display di- 
vision of River Raisin Paper Co., 
Monroe, Mich., has been named 
manager of the division. 


Dip washing compound. 


Gerlach Names Greene V. P. 


Irving L. Greene, general sales 
manager of Gerlach-Barklow Co., 
Joliet, Ill, calendar and business 
gift concern, has been named vice- 
president and director of the com- 


pany. 
Glendale Appoints Fradkin 


Glendale Name Tapes, Torring- 
ton, Conn., has appointed Fradkin 
Advertising, New York, as its 
agency. 


/ ‘Collier's’ Names Harvey 

Evelyn Harvey, formerly man- 
aging editor of Cue, has been 
|appointed associate editor of 
Collier's, concentrating on the 
entertainment field. 


THIS IS HARRY GRIFFITH— ( Another W-G Salesman) 


Harry C. Griffith entered the representative business in 1907. He started his own 
agency in 1912, later merging with Gen. Bryant to form Bryant, Griffith & Brunson, 
Inc. In 1941 they merged with the Chas. H. Eddy Co. to form our company of which 
Harry is Secretary & Treasurer. Harry's long experience has made him a host of 
friends and an able advertising counselor. He was President of the N.Y. Chapter of 
the A.A.N_R. and he served on the Committee in charge of the Bureau of Advertising. 
Harry like any of our salesmen, wil! help solve your advertising problems 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


Lexington Building Plaza 5-702 NEW YORK 
Wrigley Building Superior 2485 CHICAGO 
General Motors Building Trinity 3-6365 DETROIT 
Statier Office Building Liberty 2-5669 BOSTON 
22 Marietta Street Walnut 1231 ATLANTA 
215 Builders Building CHARLOTTE 


Russ Building 
Lincoln Liberty Building 


GET OUR CITY ZONE FOLDER 


. -5-8020 
Yukon 2-6028 SAN FRANCISCO 
7-427 PHILADELPHIA 


Combi 


Post 


DAILY ENQUIRER 


yao 4 4243 


P . 30 of each y 
Source: A.B.C. Publishers Statements, Sept 


ned City and Retail Trading 
Zone Circulation 


TES STAR a 


“4 45 46 


“ar 


ee 


Dusted off these facts, lately? More and 
more and more. ..Cincinnati is a morn- 
ing-newspaper town! Today, the Daily 
Enquirer has the-largest combined city 
and retail trading zone circulation of 
any Cincinnati daily. 


Represented by Moloney, Regan and Schmitt, Inc 
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Experimental Newspaper Flyer 
Now $750,000 Rubinstein Drive 


Cosmetics House Changes 
Media Plan; Spending 
75% in Newspapers Now 


New York, June 21—Helena 
Rubinstein Inc. is an illustration of 


a company that took an experi-| 1950 
|mental flyer in newspaper adver-| newspapers 
| tising and became so convinced of 


the selling qualities of that medi- 


jum that this year it is devoting 


75% of its budget of approximate- 
ly $1,000,000 to newspapers. 


Newspapers were never given! 
| too serious thought as a cosmetics 
| advertising medium until Helena 


Rubinstein more or less set the 
pace for the industry, a pace since 
become SOP (standard operational 
procedure) for the cosmetics field. 
cosmetics advertising in 
totalled $10,339,000, 
contrasted with $7,440,000 in 1949. 


@ Dave Ogilvy, senior vice-presi- 
dent at Hewitt, Ogilvy, Benson & 
Mather, and Rubinstein account 


THIS IS LOYAL PHILLIPS — (General Manager) 


Loyal Phillips is General Manager of 


THE FASTEST GROWING NEWSPAPER 
IN UNITED STATES—THE LAKE CHARLES, 
LOUISIANA, SOUTHWEST CITIZEN 


represented by the 


the daily 


WARD-GRIFFITH CO. 


With Offices In All Principal Advertising Centers 


"| reasons 


| STAY-LONG—This ad, in Life this month, 


will run shortly in Rubi in’s ne 


| schedule with slight variations—elimina- 
Starting from “scratch” on pe 14, 1949, the Sunday meyer ye Citizen | 
gained leadership in local, general and classified advertising and 
Citizen is right up there too. Lake Charles is the 4th market in Louisiana. | 
Schedule your advertising in the growing newspaper, the Southwest Citizen. 


tion of the picture and substitution of a 
subhead. 


| executive, explained the two main 
behind the Rubinstein 
shift in media: 


“1. Sales distribution. “We took 


‘a pretty close look at sales figures 


—— 
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‘ IT'S EASY WITH 


THE 


Right 


Ci icatten! 


Scripps-Howard Newspaper: 


We propose June as an appropriate time to “tie the knot” between your 


advertising investment and real sales results with a good combination. 


Every month in the year, The Commercial Appeal and Memphis 


Press-Scimitar are the RIGHT Combination in the 2 billion dollar Memphis 


Market. Make it a double ring ceremony with BOTH Memphis 


Newspapers (333,277*), at an optional daily combination rate saving to 


you of 18¢ per line. It’s easy to get results with the Right Combination. 


“Combined Daily Circulation, ABC Publisher's Statement 3-31-51 


THE COMMERCIAL APPEAL 
MEMPHIS PRESS-SCIMITAR 
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to see what we could find in the 
way of regional variations,” Mr. 
Ogilvy said. “We found that about 
60% of Helena Rubinstein sales 
were in 35 cities. In addition, we 
found that only about 30% of mass 
magazine circulation is in these 
cities. Obviously, we need newspa- 
pers in order to concentrate our 
advertising where sales are great- 
est.” 

2. New products. “Madame Ru- 
binstein is putting out quite a 
number of them” (hair cosmetics, 
Stay-Long indelible lipstick, deep 
cleanser, etc.), according to Mr. 
Ogilvy. “We want to make them 
big news and naturally the place 
| to make news look hottest is in 
newspapers.” 


|@ For example, the agency placed 
!a hair cosmetics test ad in five 
cities around last November. With- 
in three weeks, Mr. Ogilvy said, 
the local department stores and 
the factory were sold out and pro- 
motion for the product was sus- 
pended for three months to allow 
the factory to pull abreast of or- 
ders. 

Another example: Stay-Long 
indelible lipstick is said to have 


scored a “sensational success” fol- 
lowing its introduction’ three 
months ago (AA, Feb. 12). The 


company spent a 100% newspaper 
media appropriation for eye-catch- 
ing 2,100-line ads. While it is not 
the top-selling indeliple lipstick, 


Helena Rubinstem 
Presents 
Hair Cosmeties 


sy) 


® dyes ffi? 


HAIR COSMETICS—One of five test ads, 
this copy ran in the Los Angeles Exam- 
iner in October, 1949, and helped sell 
out local department stores in three 
weeks. This is one of the earliest news- 
paper ads used by the cosmetic house. 


nor is it the first, the company 
estimates in current ads that 5,- 
000,000 Stay-Long lipsticks will 
be shipped by the end of this 
‘month, putting it among the top 
| three. 


e Almost as important in sched- 
uling advertising as the above two 
factors is the psychological impact 
on department stores when they 
see Helena Rubinstein ads in their 
local papers and in a style that 
smacks of local placement. 

“It’s been made very clear to 
me,” Mr. Ogilvy said, “that we 
need newspaper advertising to ex- 
cite the department stores about 
our product.” 

A buyer is always impressed by 
a department store style ad in the 
local paper, he points out. When 


VIRGINIA 

| An a Center. A hi ag Key 

City Reached Thro 
THE LYNCHBURG NEWS ry ” ADVANCE 
1. Effective buying income 

$66,994,000. 

|2. Quality of market index 1138. 
|$. City zone population 47,241. 
|4. Lynchburg cannot be sold from 
| 


outside. 
ADVERTISE IN LYNCHBURG-GET OUR MARKET FOLDER 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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_ Now Helena Rubinstein 

Offers a Solution for 

‘Twelve Beauty Problems! 
Rest0 NE TE, 


Helena Rubinstein Antiounces New Make-l'p 
Spot Smadar 


TYPICAL—These three ads ore typical of the kind that Helena 
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Amadne Dicsoweas by 
Helena Rubinstein! 


Forms Woodward Company 


Following the retirement of Wil- 
liam H. Hussey from the firm of 
Hussey-Woodward, New York 

producer of window displays, 
W. O. Woodward, vice-president 
and sales manager, has formed 
Warren O. Woodward Co. at 47-07 
Pearson Place, Long Island City 1, 
New York, a similar concern, to be 
associated with Brett Lithograph- 
ing Co. 


Vance Buys Three Magazines 

Vance Publishing Corp. Chi- 
cago, has purchased Wood Prod- 
ucts, Venetian Blinds and Barrel & 
Box & Packages, formerly pub- 
lished by Lumber Buyers’ Publish- 
ing Corp. Wood Products will be 
combined with Wood, published by 
Vance; the others will continue as 
separate publications. 


Names Merchandising Co. | 


‘North Country’ Debuts 

Grant Halladay Inc. Three 
Lakes, Wis. has published the 
first edition of North Country, a 
new picture magazine devoted to 
the outdoor attractions of Minne- 
sota, Wisconsin, Michigan and On- 
tario. Plans call for publication 
five times a year—February, June, 
July, September and December. 
Rate cards are available from 
Grant Halladay on request. 


PATERSON 


NEW JERSEY 
Srd City In New Jersey Covered With 
THE PATERSON CALL 
in 1949 the Morning Call carried 
more than 7,000,000 lines of local 
odeavélene. Department Stores and 
national chain food companies 
know, from long experience, the 
people of Paterson read and are 
| influenced by their advertising in 
the Call. 


proaches, the budget in this medium for 1951 is about $750,000, 
about three-fourths of the total ad budget. 


| REQUEST MORE FACTS—ADVERTISE IW THE CALL 
Merchandising Coordinates, New Nationally Represented ty 
York, has been appointed by Bach-| 
enheimer-Lewis Inc. to direct the 
public relations-merchandising 
program for Diane Young Ltd., the 
agency’s blouse account. 


Rubinstein uses in newspapers. Covering a wide range of ap- 


4 the buyer sees the Rubinstein ad! Langdon Joins ‘Family Circle’ (joined the New York sales staff 
he is not only induced to buy Ru-| Hal Langdon, formerly with of the Shopping Circle, Family 
binstein but also tends to give; Everywoman’s Magazine, has Circle’s new mail order section. 
Rubinstein products good store dis- | 
play so as to take fullest advantage 
of the local ad. 

In addition, many co-op adver- 
tising problems are eliminated be- 
cause of the company’s heavy con- 
centration in newspaper media. 


es Currently, Helena Rubinstein 
uses newspapers in 60 cities on 
a continuous schedule. The com- 
pany has a 1951 budget which is 
the largest in its history—approxi- 
mately $1,000,000—of which 75% 
goes to newspapers. The rest is 
divided between Life and fashion 
magazines. 

While there are variations, Ru- 
binstein follows a basic pattern 
in scheduling. Most ads of an in- 
troductory nature run 2,100 lines, 
with 1,000-line follow-ups. Fre- 
quently, where available, ads will 
run in two colors. Research studies 
by George Gallup and Claude Rob- 
inson play a great influence in 
advertising decisions, Mr. Ogilvy 
told AA. 


the basic 
approach to 


maximum sales results 


in the great and growing 
Detroit Market 


s As might be expected, publish- | 
able sales figures are anathema to 
companies in the highly competi- 
tive cosmetics business (unless 
they’re about the competition!) 
and Madame Rubinstein is no ex- | 
ception. She does say, however, | 
that sales this year are running 
25% ahead of last year, pointing 
out that this is the result of argres- 
sive sales promotion and mercaan- 
dising as well as advertising 

There appears to be other sub- 
stantial evidence of the efficacy of | 
Helena Rubinstein’s advertising 
concentration. 

Else, Beauty Fashion magazine's 
1950 Jury of Awards, consisting of —oOone of these segments 
top cosmetics buyers, would not 
have recognized Helena Rubinstein 
as having one of the two best ad- | e 
vertising policies in the field (AA, 1S 


The Detroit Times HALF 


of the market. 


is coverage of 
the TWO segments 


of this market! 


e Nor would Helena Rubinstein 
have catapulted from a $78,686 
newspaper expenditure in 1949 to 
a $440,736 newspaper budget in 
1950 to an estimated $750,000 
newspaper budget this year. And, 
Mr. Ogilvy says, the chances are 
that the percentage given to news- 
papers will continue to rise in the 
future. | 


NORTH CAROLINA 


A Self Contained, Isolated Market 
Reached Through The 


NEW BERN SUN-JOURNAL 
We will help you merchandise your 
campaign in the Sun-Journal to 
reach the $19,249,000 effective buy- 
ing income of New Bern. Test your 
campaign in the New Bern market. 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 


Nationally Represented by 


You're missing something 
if you miss The Detroit Times 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER _ 
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Names McEwen Sales Manager 

Rochester Mfg. Co., Rochester, 
N. Y., manufacturer of thermom- 
eters and oil pressure and level 
gauges, has promoted David Mc- 
Ewen from assistant sales manager 
to sales manager. 


Appoints Doyle & Hawley 
Doyle & Hawley has been ap- 


pointed national advertising rep-| 


resentative for the Independent, 
Pasadena, Cal., effective Aug. 1. 


PEORIA 


ILLINOIS 

Buying Center For The Rich 13 County 
PEORIArea Market Blanketed With 

THE PEORIA JOURNAL STAR 

1. First metropolitan market in 
Illinois (except Chicago). 

Hy Metropolitan pop. 250,000. 

3. “Best TEST newspaper in U.S.” 

4. Per capita income—51% above 
Nat'l Ave. 

SEND FOR “PEORIAREA FACTS FOR FIFTY” FOLDER 

Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward Griffith Co. maintains offices 


in all principal advertising centers 
GET OUR CITY ZONE FOLDER - 


Pepperell Sets Summer Push 
Pepperell Mfg. Co., Boston, has 
scheduled for August the largest 
amount of advertising for sheets 
it has ever run in one month. 
Four-color half pages will appear 
in Better Homes & Gardens, Ladies’ 
Home Journal, McCall’s, Modern 
Romances, Today’s Woman and 
Woman’s Home Companion. Good 
Housekeeping will get a page in 
color, Life a bkw page, and Sunset 
Magaz ine a b&w half page. Pep- 


|perell work fabrics will be pro- 
| moted via b&w half pages in Sep- 


tember issues of 14 magazines in 
the Popular Fiction Group. Other 
magazines getting September in- 
sertions include Better Homes & 
Gardens, Glamour and _ Ladies’ 
Home Journal. Benton & Bowles 
is the agency. 


Two Appoint Badillo Agency 

Publicidad Badillo, San Juan, 
Puerto Rico, has been appointed 
agency for Alvarez & Pascual, 
Puerto Rico distributor of Mido 
watches and Sheaffer pens and 
pencils. The agency also has been 
appointed to handle the account of 
Banco Credito y Ahorro Poceno, 
San Juan. 


Nance Sees Continued Home Goods Supply: | 
Urges Stepped-up Advertising, Promotion 


Boston, June 19—Most of the 
nation’s larger producers of con- 
sumer goods will suffer cutbacks 
this year, but civilian goods for 
the home will continue in good 
supply, James J. Nance, president 
of Hotpoint Inc., Chicago, told 
members of the Electric Institute 
here today. 

In the last quarter of this year 
there may be some unemployment, 
Mr. Nance said, before defense 
plants reach capacity. This will 
place added responsibility on mer- 
chandisers of all investment type 
merchandise, he said, if the na- 
tion is to avoid . »usiness lag. He 
urged retailers ‘c be prepared to 
intensify advertising and promo- 
tional activities. 

“American industry is not as 
strong in distribution as business 
of the last few years would indi- 
cate,” Mr. Nance said. “Marketing 
was sustained for almost four 
years in the postwar period by the 


huge backlog of demand built up 
during the war, when 45% of the 
national product went to the mil- 
itary at the same time that infla- 
tionary government financing was 
creating a staggering accumulation 
of new buying power. 


ae “When rising production and 
prices finally balanced off that 
backlog, and pipelines filled up in 
1949, industry after industry went 
into a tailspin. 

“What happened to business 
then was not hard to understand. 
Almost no salesmen had been de- 
veloped for two decades,” Mr. 
Nance declared. “During the de- 
pression, older men were retained 
on aé seniority basis, and few 
young men were taken on. Then 
World War II came, which com- 
pletely stopped selling on con- 
sumer durables, and made selling 
merely an order-taking proposi- 
tion in practically all other lines. 


ad 


route tist 


ow eee 
ee ee 


Where else 


can you gef so 
much dependable 


research and 


SELLING POWER, too? 


These research studies 
provide advertisers with current 
marketing information so vital to 
the better planning of advertising 
and the measurement of results. 


The only daily paper that adequately 
covers Metropolitan Cleveland 


Advertising Age, June 25, 1951 


“While the public complained of 
| shortages, retail business boomed 
}even though its advertising and 
| promotion was not up to par.” 


e Now, Mr. Nance said, increased 
civilian and defense production 
have created a dual enterprise 
which will ultimately permit civil- 
ian production ¢; « to or greater 
than pre-Korea, ‘ven though an- 
nual defense produci:« is carried 
on over a great number of years. 

Because of this situation, he 
urged increased marketing activi- 
ties as the most practical way to 
remedy unbalanced inventories 
held by retailers. 

Speaking specifically on the sit- 
uation in New England, Mr. Nance 
said that while his own company 
onerates 10 plants, all in the Mid- 
west, 17% of its sales are in the 
New England area. 


@ The first quarter of 1951, he 
said, saw an 11% increase in sales 
here against a national average 
gain of approximately 5% for all 
lines of durable home _ goods. 
Heavy production in the first 
quarter, concurrent with a slack- 
ening promotional effort, he said, 
j}has caused heavy inventories, 
especially of lesser known brands. 
“In the face of current high op- 
erating costs and stern competi- 
| tion,” he said, “it is highly im- 
portant that retailers do not let 
their businesses operate at losses 
| because of cut price selling.” A 
good deal of this can be avoided, 
he suggested, by use of better ad- 
| vertising and sales promovion. 


| Baltimore Markets Opens Store 
Baltimore Markets introduced its 
newest supermarket in Philadel- 
phia with a seven-page editorial- 
style section in the Philadelphia 
Inquirer and 12-page ads in the 
Daily News and Evening Bulletin. 
|'In addition, 100,000 16-page cir- 
culars were distributed in the 
| store's vicinity. 


| Develops Non-Adhesive Decal 


A new type of reusable plastic 
| decal has been developed by Ad- 
| Stik Co., Pittsburgh. Said to ad- 
here to any smooth surface with- 
cut adhesive or tape, Ad-Stik is 
made from Geon paste resin pro- 
| duced by Goodrich Chemical Co. 
| Dubin Advertising, Pittsburgh, is 
| Ad-Stik’s agency. 


| Wis. Negro Directory Issued 

| The second edition of the Wis- 
consin Negro Business Directory 
has been published by Mrs. Mary 
Ellen Shadd, 2126 N. 7th St., Mil- 
waukee. In addition to businesses, 
the book lists Negro religious, fra- 
ternal and civic organizations. 


Clyde McDonald Joins Y&R 
Clyde McDonald, formerly with 
the Canadian Federal Department 
of Trade & Commerce, has joined 
the Toronto office of Young & 
Rubicam as an account executive. 


Simon Names Groetziner 

Franklin Simon, New York, de- 
partment store chain, has named 
Joseph Groetziner merchandise 
| director of its Greenwich, Conn., 
' store. 


Whole-Sum Appoints Shor 

Whole-Sum Products Co., Phila- 
delphia, has appointed Herbert B. 
Shor Inc. to handle advertising for 
its candy products. 


PORT HURON 


MICHIGAN 

The Port Huron Market is the 
ENTIRE THUMB DISTRICT 
\of Michigan — a WEALTHY 
/market reached through ad- 
vertising in the Port Huron 
Times-Herald! We can HELP 
YOU! 

SEND FOR ove Port A__J Saanet FOLDER 


itienally 


WARD-GRIFFITH CO. 
The Ward Griffith Co maintains offices 
ir o't orineipal advertiing cont ors 


GET OUR CITY ZONE FOLDER 
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Advertising Age, June 25, 1951 


Film Industry Spent 
$66,750,000 in Ads 

. ’ = = 

in ‘50: ‘Film Daily’ 

New York, June 21—The mo- 
tion picture industry spent an esti- 
mated $66,750,000 in advertising 
during 1950, according to the 
“1951 Film Daily Year Book,” is- 
sued yesterday. 

Of the $66,750,000 total, Film 
Daily estimates that the major 
portion (about $50,000,000) was 
invested in newspapers; $12,000,- 
000 went to radio and television; 
$3,000,000 to magazines; $1,250,- 
000 was invested in accessories 
and direct mail, and $500,000 of 
the total was spent in outdoor ad- 
vertising. 

The year bock also estimates 
the film industry placed an aver- 
age of 15,700 ads daily in various 
U. S. media. 


s Almost $3 billion are invested 
in the U. S. film industry at the 
present time, according to the 
publication. Studios account for 
$141,000,000 of this; distribution, 
for $25,600,000; theaters, including 
drive-ins, for $2.74 billion, and 
non-theatrical (including televi- 
sion) for $16,000,000. 

The volume also lists average 
weekly attendance figures of U.S. 
theaters since 1922. For the past 


ten years, attendance estimates 

are as follows: 

1940 .. 000.000 1946 . 90.000,000 

1941 85,000,000 1947 ... . 99,000,000 

1942 85,000,000 1948 . 90,000,000 

1943 .... 85,000,000 1949 .... 70,000,000 

1944 .... 85,000,000 1950 60.000.000 

1945 . 85,000,000 

C-M Names McShane. Young 
James E. McShane, formerly 


Michigan representative of Pur- 
chasing Directory, a Conover-Mast 
publication, has been appointed 
district manager of Mill & Factory, 
with headquarters in Detroit. This 
is a new territorial office; Michi- 
gan previously has been covered 
from the company’s Chicago of- 
fice. George A. Young, formerly 
on the advertising staff of the 
Press, Middletown, Conn., suc- 
ceeds Mr. McShane on Purchasing 
Directory. 


Kingston, Ont., Adclub Elects 


Orrie Michea of Michea Motors 
has been elected president of the 
Advertising & Sales Club of Kings- 
ton, Ont. Also elected are: Reg 
Walton, Ward & Hamilton Drugs, 
Ist vice-president; George Shurt- 
leff, real estate, 2nd vice-presi- 
dent; Frank Crofton, Bank of 
Montreal, secretary, and Art Tay- 
lor, Drury’s Fuel & Building Sup- 
plies, treasurer. 


Tolchard Joins Anderson 


Allen Tolchard, recently asso- 
ciated with Kenyon & Eckhardt 
in New York, has joined Anderson 
& Cairns, New York, as a member 
of the copy staff. 


Brooks Names Power Agency 
Edward M. Power Inc., Pitts- 
burgh, has been appointed agency 
for Brooks Chemical Co., Cleve- 
land. Direct mail, catalogs and 
business papers will be used. 


Gai-Tronics Appoints Foley 

Gai-Tronics Corp., Reading, Pa., 
manufacturer of sound equipment, 
has appointed Richard A. Foley 
Advertising, Philadelphia, as its 
agency. 


PORTSMOUTH 


VIRGINIA 


A Rich Industrial Center Of 66,270 
Population Reached Only By 


THE PORTSMOUTH STAR 
Per family buying power $4,046 
Effective buying income $90,220,000 
City circulation coverage 112% 

An ideal test market. 

WE WILL COOPERATE—ASK FOR INFORMATION 
Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co maintains off. ces 

in off principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


Industrial PR Firm Formed 

Charles F. Gannon has resigned 
from Benton & Bowles, where he 
was vice-president and public re- 
lations director, to form Arm- 
strong, Gannon & Associates, at 
280 Madison Ave., New York, to 
specialize in industrial public re- 
lations. Spencer Armstrong is the 
director of Opinion Leaders of 
America and was previously as- 
sociate director of the Bituminous 
Coal Institute. 


Carol Schreiber Joins Twiss 


Miss Carol Schreiber, formerly | 


assistant to the advertising man- 
ager of Antara Products division 
of General Dyestuff Corp., has 
been named assistant account ex- 
ecutive on chemical and allied ac- 
counts of The House of J. Hayden 
Twiss, New York. 


‘Everywoman’s’ Names Two 


M. R. Tennerstedt has been ap-| 


pointed western manager in Chi- 
cago for Everywoman’s Magazine, 
and W. H. Austin, Toronto, has 
been named Canadian representa- 
tive. 


_Philadeiphia Banks Use Roto Supplement 


in the ‘Inquirer’ to Announce Their Merger 


PHILADELPHIA, June 19—Yester- 
day's editions of the Philadelphia 
Inquirer carried a 12-page sup- 
plement unique in the history of 
financial advertising. 

Printed in gravure, with a 
three-color cover, the supplement 
announced the merger of the 
Girard Trust Co. and the Corn 
Exchange Bank here, and detailed 
the services which banking pro- 
vides for consumers and industry 
alike, with special emphasis on the 
facilities of the new Girard Trust 
Corn Exchange Bank. 

Prepared by the merged bank's 
agency, Aitkin-Kynett Co., 


‘plant, “Philadelphia Futurama” 
traced the growth of Greater Phil- 
| adelphia and the concurrent am- 
| plification of banking services. 


@ Text, photographs and illustra- 
tions pointed up the past, present 


and | 
| printed in the Inquirer’s new roto! 


| 
| 


and future of local industries, and | 
the development of business, trade, 
health, education and culture. 

George Watts, ad director of 
Girard Trust Corn Exchange, said 
the purpose of the supplement was 
to explain to the public that a 
bank is more than “a place to 
deposit or borrow money.” 


FTC Drops Holeproof Case 

The Federal Trade Commission 
has sustained Holeproof Hosiery 
Co.’s right to use the words “snag- 
resistant,” “non-run” and “beauty 
lock” in its advertising, ending a 
seven-year investigation of the 
Chicago company's advertising 
claims. 


Woodruff Joins Embry Agency 

Leonard R. Woodruff has joined 
Tally Embry Advertising Agency, 
Miami, as an account executive. 
He was at one time a district man- 
ager with Canada Dry Ginger Ale. 


eee Joins Phillips Co. 

. R. Drescher, formerly with 
mS Crop Marketers, has been 
named general manager of the 
frozen foods division of Phillips 
Packing Co., Cambridge, Md. 


Richard D. Irwin Inc. Moves 

Richard D. Irwin Inc., Chicago 
trade and textbook publisher, has 
moved into new quarters at 1818 
Ridge Rd., Homewood, III. 


QUINCY 


MASSACHUSETTS 
Fourth (4th) Market +" peescashenette 
Covered By T 


QUINCY PATRIOT-LEDGER 

$109,695,000 Effective buying 
income 

$85,616,000 Retail Sales 

os of market index 104 
dvertise and sell in Quincy 


ASK FOR OUR RETAIL DISTRIBUTION SURVEY 
Nationally od by 


WARD-GRIFFITH CO. 
The Word-Gr fith Co ern a tree 


bo elt principei sdvertiing centers 
Gt’ OUR CITY ZON* aaa | 


5 3 , A of U.S. consumers live in communities of under 


10,000 population—but not even half of most products are sold there 


BIGTOWN U.S.A. 


~ MARKET 


of America 
53% 

of your 

prospects 


ae ee ns 


Bigtown U. S. A. has potential sales far greater than currently 
sold — far greater than you have sold it.* 

For example, it is 49% of filling station sales, yet what oil 
company’s advertising and sales efforts match this? It is 36% 
of all food sales, yet what food company’s advertising and sales 
efforts match this? It is 28% of all drug products, yet what 
drug manufacturer can match this? It is 31% of all retail sales, 
yet what individual company can match this? 

While we doubt that very many manufacturers’ sales man- 
agers can match even these lower percentages, we know only a 
very, very few can prove 53%. 

The opportunity is there. A larger percentage is possible 
for you. We can prove it by new specific product brand-name 
research — the results of which are now available on request 
from the first state-wide survey. while similar research is now 
being conducted in a second state. 


The overflow of big city circulation depended on hasn't produced 
what was expected. The formula demanding local coverage of 
big city markets is equally sound for Bigtown U. S. A. 

You can’t stifle or hide the sales power of a 56-line adver- 
tisement in a 6-, 8- or 10-page newspaper. Apply actual adver- 
tising readership research figures to big city dailies’ rates, and 
you will find the low milline talk is more costly than you think. 

The only sound measure is: Apply your advertising cost 
against reader traffic for your advertisement. Then, assuming 
your past sales record experience proves you have good selling 
copy, you will seriously want to talk with us about the Bigtown 
U.S. A. market and the local papers that always sell best in 
any market and really do it cheaper in Bigtown U. S. A. 

It costs less than you think to get profitable sales in Bigtown 
U.S. A. You could sell 53% of your voluime. Call in an American 
Press Association representative for further information. 


AMERICAN PRESS ASSOCIATION 
920 Broadway, New York 10, New York 
Other offices in Chicago, Philadelphia, Boston, and Detroit 


Ours is the Only Representative with more than 40 years continuous 


experience and Sales Service te the Weekly Press of America 


*Expert retail sales analysts prove very few exceptions to this fact 
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Industrial Appoints Three 

Lester Aurbach has been pro- 
moted to executive vice-president 
in charge of all operations of In- 
dustrial Publishing Co., Cleveland. 
Edward Joseph has been appointed 
vice-president in charge of Occu- 
pational Hazards and circulation 
manager for all publications. Je- 
rome Peskin has been named vice- 
president in charge of Applied 
Hydraulics and Precision Metal 
Molding. 


ROCKY MOUNT 


NORTH CAROLINA 


The LARGEST MARKET 

east of Raleigh and north of 

Wilmington served exclusively 

by its only newspaper the 

Evening and Sunday Telegram 

SEND FOR OUR STANDARD MARKET DATA 800K 
Malionally Kepresemied by 


WARD-GRIFFITH CO. 
The Werd-Griffith Co. maintains offices 
in all. principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


Newspapers Improve Their Plants 
and Facilities in Year of Progress 


(Continued from Page 33) 
problems of newsprint, circulation, 
labor and technology. Advertising 
is treated elsewhere in this issue. 


GILT-EDGE NEWSPRINT 


Rising prices and the develop- 
ment of a black market for news- 
print followed within a few months 
the communist aggression in Korea 
in June, 1950. 

Before Korea, the newsprint 
market was relatively stable. Con- 
tract prices for newsprint had re- 
mained at $100 a ton from Aug. 1, 
1948. Scare buying immediately 
developed, and an active spot mar- 
ket sprang up almost over night. 

In its issue of July 31 last year, 


newsprint exceeds supply, and sev- 
eral midwestern and eastern news- 
papers are understood to be trying 
to pick up extra tonnage wherever 
they can at almost any price.” A 
sale of about 600 tons was reported 
at $140 a ton plus freight, up $5 
a ton over the preceding week. 


@ On Aug. 21, AA reported a quo- 
tation of $200 a ton during the 
week on spot delivery for 300 tons 
of newsprint. This was 100% 
higher than the official contract 
price of $100. 

The Canadian railroad strike 
late in August last year also in- 
creased the demand for spot de- 
liveries of newsprint. In Septem- 
ber, shortage of newsprint com- 
pelled the Louisville Courier-Jour- 
nal and Times to restrict the size | 


tent by 30% (AA, Sept. 18, ’50). 

In its issue of Oct. 9, AA pre- 
dicted that higher newsprint prices 
could be expected before the end 
of the month. On Oct. 19, AA re- 
ported price hikes of $10 a ton 
by two Canadian mills—Powell 
River Co. and Abitibi Power & 
Paper Co. This raised the base con- 
tract price on newsprint from $100 
to $110 a ton. 

On Oct. 30, AA reported the 
existence of two newsprint prices 
following advance of $6 a ton by 
International Paper Sales Co. on 
the heels of the previous advances 
of $10 by five other Canadian 
mills. Non-contract spot deliveries 
were being quoted at $175 to 
$185 a ton f.o.b. mill, with de- 
livery guaranteed within 30 days. 
Foreign newsprint was being 
fered at about $190 to $195 c.i.f. 
New York, with delivery in about 
90 days, but foreign supplies were 
short. 


es Early in November, all Canadi- 
an mills, except Powell River Co., 


AA reported that “the demand for | of the papers and advertising con-! dropped their prices from $110 a 
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With 2 e 


You need 2 Milwaukee news- 
papers to give you adequate 
coverage of the important 
marketing areas of Wiscon- 
sin. With this coverage you 
can make a name for your 
product—and increase your 
sales—in America’s most 
stable market 


TIMES as Many Wisconsin 


with 20% or more coverage. 
Both Milwaukee newspapers together provide 20% or more coverage 
in 35 Wisconsin counties, and in 4 large cities. 


Counties 


Milwaukee Sentinel 


The Newspaper Wisconsin Grew Up With 


MOLONEY, REGAN & SCHMITT, National Representatives 


In the Shaded Area 
Above, You Get 


71.9% of All Families 

67.7% of All Retail Sales 
67.9% of All Food Sales 
68.1% of All Drug Sales 


68.6% of Effective 
Buying Income... 


in Wisconsin 
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ton to $106. The reason was that 
since International Paper Co., 
largest producer, increased its 
price by only $6, mills that had in- 
creased prices $10 found them- 
selves out on a limb and scrambled 
back to the main trunk as soon as 
possible. Spot market prices had 
steadied at about $185. 

The following week six more 
mills raised their prices $6 a ton, 
including some of the leading U.S. 
producers. Spot market sales fell 
off and the market for spot ship- 
ments remained at approximately 
$185 a ton. 

Further mill price hikes were 
reported in AA Nov. 20, and it was 
predicted that another increase in 
pulp prices could be expected. 


s During November, two Phoenix 
newspapers, Arizona Republic and 
Phoenix Gazette, restricted their 
advertising space because of news- 
print shortage. They limited na- 
tional advertising space to 1,000- 
line units or less and restricted liq- 
uor ads to 600-line units or less. 

Early in December, Great North- 
ern Paper Co., largest U.S. pro- 
ducer of newsprint, announced an 
increase of $5 a ton effective Jan. 
1, which brought virtually all 
North American newsprint pro- 
ducers, with the exception of Pow- 
ell River Co., British Columbia 
producer, on a par with respect to 
prices. Powell still held at $110. 

Higher pulp prices became ef- 
fective for the first quarter of 1951. 
Unbleached sulphite rose $15 to 
$30 a ton from a range of $117-$120 
to $132-$150, and bleached sulphite 
rose about $10 from $135. At the 
same time groundwood pulp rose 
about $25 from $75 to $100. 

In February, 1951, the federal 
government through the National 
Production Authority issued its 
set-aside order M-36, which gave 
the government first call on 5% 
to 10% of the nation’s paper. Since 
then the order has been modified, 
and still is basically effective if 
the government chooses to exer- 
cise its authority. 


e In March, a study of 1,031 news- 
papers made by the Chicago chap- 
ter of the American Assn. of News- 
paper Representatives disclosed 
that only two newspapers were 
then restricting their advertising 
space because of newsprint short- 
age. Six papers, however, were re- 
quiring a three to five-day leeway 
on acceptance of contracts. Except 
for these eight instances, the sur- 
vey said, “newsprint in inventory 
and on order is reputed to be suf- 
ficient to accommodate general ad- 
vertiser needs equal to or even 
slightly in excess of 1950 volume” 
(AA, March 12). 

In March and April higher prices 
on sulphur, pulp and ground wood 
were reported, and the black mar- 
ket prices for newsprint soared to 
$230 a ton f.o.b. mill. Today the 
spot price is about $245 a ton, but 
there are few takers. 

In April, the Canadian Defense 
Production Department declared 
newsprint an essential material, as 
the first step toward bringing it 
under government control. 

At the American Newspaper 
Publishers Assn. convention in 
April, an official report of the as- 
sociation’s newsprint committee 
confirmed fears of American pub- 
lishers by reporting the estimated 
supply for 1951 as 5,920,000 tons, 
16,941 tons less than newspapers 
used in 1950. On the other hand, 
R. M. Fowler, president of the 
Newsprint Assn. of Canada, told 
the ANPA that 1951 tonnage of 
newsprint would total 5,985,000 
tons—“‘about 85,000 tons more than 
you received in 1950 and about 65,- 
000 tons more than you consumed 
in 1950.” He itemized the prospec- 
tive tonnage: 4,775,000 tons from 
Canada, 1,010,000 tons from U. S. 
mills and almost 200,000 tons from 
overseas. 


s During the first quarter of 1951 
newsprint production in both Can- 
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ada and the U.S. increased sub- 
Stantially over the comparable 
quarter of 1950, as reported by 
ANPA. Total Canadian production 
for the first quarter of this year 
was 1,351,079 tons against 1,267,983 
for the first three months of 1950. 
Production of newsprint in the 
U.S. for the first quarter of 1951 
was 271,087 tons against 223,845 
tons in the similar period of 1950. 
Thus, total North American pro- 
duction during this year’s first 
quarter totals 1,622,166 tons against 
1,491,838 tons in the first quarter 
of 1950. 

Consumption of newsprint for 
the first quarter of 1951 was re- 
ported by ANPA as 1,076,507 tons 
against 1,075,175 tons for the com-| 
parable quarter of 1950. 

By last week, additional Canadi-| 
an mills had increased the price of 
newsprint, and this basic newspa- 
per commodity was set to go to 
$116 a ton after July 1. 

On the spot market, quoted 
prices remained at $245, with few 
takers—indicating that newspapers 
would strongly resist such pur-, 
chases, and for a very good reason: 
at such a price it is difficult to 
recover the cost. 

Part of the publishers’ problem 
was that they were adding read- 
ers: 


CIRCULATION 


The circulation picture shows 
the same trend reported in last 
year’s AA newspaper roundup. 
Daily and Sunday editions con- 
tinued their gradual average cir- 
culation rise. 

There were 1,772 weekday pa- 
pers in 1950, (322 morning and 
1,450 evening), eight less than in 
1949, and 549 Sunday editions, 
three more than in 1949. Daily- 
wise this follows a slight down- 
ward trend started in 1948. Sun- 
day editions continued to gain as 
they have done every year since 
1944. 

Circulation ratio between morn- 
ing and evening papers remains 
fairly static, a difference of ap- 
proximately 10,000,000. In 1950, 
average circulation was 21,266,126 
for morning, 32,562,946 for evening 
papers, contrasted with 21,004,650 
morning and 31,840,901 evening 
circulation in 1949. 

Sunday editions, also, contiriued 
to gain in average circulation. In 
1950, circulation was 46,582,348 
compared with 46,398,968 in 1949. 


Tek-Hughes V. P. 


Matthew F. Ruffle has been inted 
vice president in charge of sales and 
advertising of Tek-Hughes Company, 
New York, manufacturers of too 
brushes, hair and personal brushes. 
Like most other men who are getting 
ahead in business, Mr. Ruffle is a 


regular Wall Street Journal reader. | 


( ADVERTISEMENT) 


} 


Cost per single copy shows a 
marked rise according to latest 
ANPA figures. Between 1945 and 
1951 more than 500 newspapers 
raised their newsstand price to 5¢ 
a copy. The following table, com- 
piled from an ANPA survey, shows 
the differences in single copy sell- 
ing price from 1945 to early 1951: 


1945 
45 papers selling at 2¢ per copy 
362 papers selling at 3¢ per copy 
295 papers selling at 4& per copy 
1,005 papers selling at S¢ per copy 
2 papers selling at 7e¢ per y 
5 papers selling at 10¢ per 
EARLY 1951 

5 papers selling at 2¢ per copy 
56 papers selling at 3¢ per copy 
77 papers selling at 4 per copy 
1,594 papers selling at S¢ per copy 
1 paper selling at 6e Der copy 
20 Dapers selling at 7¢ per copy 


papers selling at 10¢ per copy 

Daper selling at 15S¢ per copy 
Beginning with 1949, ANPA has 
made three cost-per-copy surveys 
of Sunday editions. Findings for 
1949 and early 1951 are: 


8 
1 


1949 

143 papers selling at Se per copy 

papers selling at 7 per copy 
4 papers selling at 8 per copy 
1 paper selling at 9 per copy 
219 papers selling at 10¢ —s_ per copy 
7 papers selling at 12¢ per copy 
93 papers selling at 15¢ per copy 
none papers selling at 20¢ per copy 

EARLY 1951 

118 Papers selling at Se per copy 
2 papers selling at 7e¢ per copy 
2 papers selling at Be per copy 
2 papers selling at % per copy 
258 papers selling at 10¢ per copy 
7 Bapers selling at 12e¢ per copy 
14 papers selling at 15¢ Der copy 
1 paper selling at 20¢ per copy 


In the weekly newspaper field, 
a difficult area for accurate fig- 
ures, circulation is going down in 
inverse proportion to the number 
of newspapers. In 1949, according 
to Ayer’s, there were 9,625 week- 
lies with a circulation of 13,643,465. 
In 1950, papers increased to 9,794 
and circulation dropped to 13,302,- 
397. 

To feed the growing body of 


readers, the publishers had new | 


technological aids: 


HOPEFUL RESEARCH 


During the past year a number | 


of important developments oc- 
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duction, particularly in composing 
rooms and stereotype departments. 
The most outstanding develop- 
ment of the year, perhaps, was 
Mergenthaler Linotype Co.'s sim- 
plified two-magazine iine-casting 
machine, the Blue Streak Comet, 
which is capable of sustaining 
speeds up to 12 lines of 12-em 
length per minute through auto- 
matic teletypesetter operation. It 
can also be operated manually. 
| This is the machine that has 
made possible chain operation 
typesetting by teletype which sev- 
eral newspaper chains and wire 
services have made part of their 
regular operations this year. 


i. In the Comet, the angle of the 


curred to facilitate newspaper pro-| magazines is 70° instead of 37° as 


Record-Breaking Years -- 


1941 


195] 


1949 
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A_RECORD IN CIRCULATION GAIN 


108% Daily, 124% Sunday 1941-51.* 


NO LEVELLING OFF 


Circulation has increased more than 22,000 Daily and Sunday 
in the last two years alone -- and it’s just begun to grow! 


A_RECORD IN FOOD ADVERTISING 


~ 


First in the entire nation in 1950, with 3,887,874 lines.** 


See your SB&F man today for all the details 


*6 Mos. Average, ending Mar. 31 


**Media Records 


MIAMI -- An International Market 


me tS or ft 


The Miami Herald 


JOHN S. KNIGHT, Publisher 
STORY BROOKS & FINLEY, Notiono! Reps. 


A. S. GRANT, 
Affilicted Stotions - WQAM, WQAM-FM 


Atlonte 


cae tae i eS Sa > ne 7 Aaa i SS she ra le Ae i Ants a E Bee 5 a ee 
ae (nd ee oe: _ o- oe _ oy = + eae eb met |S at eee tas “a 
i oe! eee oe a ¥ ae an ee) See 2) a 4 wclbee iat < e Be eo % i Tak Saw We 
: ; + ; . ry a 
OF 
ee lie 
. ‘eee 
ating i 
eS _ oo 
Ban aes 
Me 
Suis! 
oa 
ae 
feiss 
ca eae 
eS “i 
ST ee 
: a % 
ate 
e.7,* 
ed ee 
ett 
ae EAL 
: ah 
Peet A, 
ee =e 
SCS hs 
ey ae 
er, Sar 
Dietat ee 
ae 
» i 
_ ae Best. 
Te ae ~ et os 
0 af he c a : oa a 
is See 
: ee t Bret: 
iy 8 is ae : 
a : ae Be 
Sa ae «ae 
| 2 a < oe 
a= ewe 
‘ey . a. 
5 i + : if Pa 
Ow ri =e R : ii ae 
a a ees 
re pom H | and Sun +h i } ~ oh 
Pies a ; oe: 
—- | te | Pa 
eee ny i eo. 
unday ae 
«aie Ke 
| 239,575 
eet 
’ ais 
2 . 
Gy 
a ae 
. oa 
180,000 Daily : ee 
‘ Riche 
sn aaaeae 
208,304, |i 
’ oe 
160,000 ee 
2 _ aes 
aS. 
140,000 es 
Be 2 
ie 
Lee fi ie.. it, 
a 120,000 | : rhe 
| ’ ; sas ke 
; ie 
wee Balen ci. 
a eee Pi ie . — : pas’ f 
a 1 a . ‘ie ow 
. 2 tele. 100,000 | ees 
4 Le mz et. 
| Gee 
‘ | Sa ea 
' i | Raa. 
= ep Aha 
hee : ni 
4 _ Per 
-~ “~ ‘ ps ett Ba 
ee 
: ; Ba te 
. 7 y } se vd “y 
an — iF é ee ee: | | a 
: i mS ee 
Pot - = __ _____ _-________& fi eas 
4 ? : : . “5 tae pene re : m . rie "9 12 | of 
BL oe ‘ oe ag 
Complete Newspaper Js oth 
‘ ee Be! ci > a of .* 
: ee = ~~ 2a OR ae 
e ie Se mek “ aime 
4) fa a  =¢<ee es 
a a ~- 7 3 hg = ies 
ee 10a's OO Res 
Sere 
BS ee 
* ies 
weg 
De ys 
Rove 
5 te 
PY dstl 
ae 


in the regular Linotype, thus as- 
suring quick response of matrices. 
Quick shifting of magazines is ac- 
complished by a lever located at 
the right of the magazine, and the 
shifting device is counter-balanced 
by one adjustable spring. A simple 
parallelogram linkage system is 


used to transmit the shifting mo-| 


tion. 

The assembler driving mechan- 
ism has been simplified by elim- 
inating the gear drive 
Stituting a geared belt drive. 
rods act directly on the escape- 


and sub-| 
Key-| %hp., 


top and bottom have been ma- 
chined for even heater contact, and 
new mouth and throat heaters are 
cast in aluminum blocks which can 
be replaced without removing cru- 
cible from pot jacket and repack- 
ing the pot. High wattage gives 
adequate mouthpiece heat with 
low voltages, and over-tempera- 
ture protection will shut off cur- 
rent if temperature runs too high. 
es The motor used is a standard 
1,725 rpm motor. It is brack- 
et-mounted, carries a pulley on the 


ment plungers, eliminating all es-| end of its shaft instead of a gear, 


capement levers. 

Important modifications have 
been made on the camshaft and 
related linkages to permit high- 
speed operation. The second ele- 
vator has been redesigned because 
of the new geometry imposed by 
the steeply inclined magazines. It 
has also been considerably light- 
ened to meet higher velocity re- 
quirements. 

The micro-therm electric pot and 
its control mechanism are com- 
pletely new. The crucible throat 
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and drives a countershaft by 
means of a V-belt. The counter- 
shaft drives a geared pulley by 
means of a pinion. 

The Comet may be arranged to 
assemble and cast 12-em slugs at 
the rate of 12 lines per minute 
when equipped with a teletype- 
setter, specifically re-engineered 
by the Teletypesetter Corp. to 
function at this increased speed. | 

An automatic quadder controlled 
by signals from the teletypesetter 
tape has also been developed. The 
signals are stored in a “memory 
circuit” which simultaneously re- 
members quadding signals for 
three lines and transmits them in 
proper order and at the right time. 
An electrical safety aid is built 
into the left-hand vise jaw to pre- 
vent casting if the jaw is not in 
contact with either the line of 
matrices or the right-hand vise 
jaw. 


s With its introduction of the 
Comet, Mergenthaler announced 
its version of a photocomposing 
machine, the Linofilm. It is a two- 
magazine, single-distributor ma- 
chine similar to the conventional 
line casting machine, but the metal 
pot, mold disk, and molds are re- 
placed by a photographic camera, 
which photographs a full line of 
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STRIKE RECORD—This chart, by the American Newspoper Publishers Assn., shows 


the recent strike record of newspapers. In 1950 there were only 18 newspaper strikes 
and only two prevented distribution of newspapers. 


characters at a time. It can be 
operated at a normal speed of 8 
lines per minute, either manually 
or with the teletypesetter unit. 

By a simple arrangement of 
“focusing stops” undistorted mag- 
nification or reduction of type is 
possible. When the character de- 
sign is suitable, pointsize images 
from 6 pt. to 36 pt. may be ob- 


OVER 


*Beer and Wine Only 


New York 


Y bili 


LEAGUE OF HOME DAILIES 


with unusually high city-and-farm home readership 


covers 


138,113 Families 


WITH AVERAGE INCOMES 


Circulation 

city PAPER 1-1-51 
INDIANA LEAGUE OF HOME DAILIES 

Alexandria ‘ .. Times-Tribune 1,925 
Bicknell] « MOWS .... 2,621 
tBloomfield World 3,055 
eens City ..Post & Com’l Mail 3,745 
*Decat -Democrat . 4,222 
cae | ° Call-Leader . 4,319 
Frankfort . Times : 7,656 
Greencastle Graphic 3,579 
*Greensburg .. -News .... 4,623 
Huntington .. Herald-Press 8,177* 
Jasper ‘ Herald ...... 3,450 
Lawrenceburg are 2,451* 
Linton Citizen 5,631 
Madison Courier 4,754 
Martinsville | Reporter 3,657 
Mount Vernon Democrat 3,110 
*New Castle Courier-Times 10,190° 
tPlymouth Pilot-News 6,360 
Portland Com'l Review & Sun 5.707 
Rochester News Sentinel 3,735 
tRushville — Telegram 604 
Shelbyville . News . 7,182* 
apeneer eeen World . 2.814 
{Union City Times-Gazette .............. | 6.034 
Winchester . News or Journal Herald + 
Valparaiso . Vidette-Messenger 144 
Vincennes Sun-Commercial 13,492* 
Washington Democrat 4,876 
ILLINOIS 

Edwardsville Intelligencer 5,184 


*ABC 
tAlcoholic Beverage Advertising Not Accepted 


We have been experts in the small city field for over 35 years. Advertising can 
be placed in the above papers on the basis of one order, one bill, one check 


SCHEERER & CO. 


35 E. Wacker Dr. 


$5,000 


Chicago, IIL 


tained from a 12-point font of 
Linofilm matrices. 
Controls include a device for 


cancelling erroneous lines, and ar- 
rangement for varying space be- 
tween lines from 1 to 12 points, and 
a stop to prevent the last line from 
being distributed whenever com- 
position is interrupted. 


s Other photocomposition devel- 
opments during the year have seen 
refinements made on _ Intertype 
Corp.’s Fotosetter; further devel- 
opment of the Higgonet-Moyroud 
photocomposer by Lithomat Corp., 
Cambridge, Mass.; of the ATF- 
Hadego by American Type Foun- 
ders Co., intended primarily for 
photographic composition of dis- 
play and miscellaneous material; 
and of the Rotofoto, by Lanston 
Monotype Machine Co., which fol- 
lows regular single-type composi- 
tion practice based largely on the 
Monotype system and calls for the 
use of four machines. 


All of these! 
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|machines are described in detail 
in Mechanical Bulletin 414 of 
American Newspaper Publishers 
Assn., and have all been mentioned 
previously in these pages (AA, 
| Aug. 28, ’50). 

In the stereotype department, 
| ey the most notable devel- 
opment of the year has been the 
|new plastic stereotype molding 
blanket which can be used either 
| to inerease printing quality or to 
| increase shrinkage and thereby 
| permit reduction in the width of 
| newsprint rolls. 

| This blanket was developed as 
a direct result of work carried on 
by ANPA’s research department, 
and more than 500 daily newspa- 
pers are now Using these blankets. 
According to the ANPA report on 
the subject (Convention Bulletin 
No. 5-1951) “newspapers saving 
money by printing on narrower 
pages report annual savings vary- 
ing from $1,200 to $300,000 on each 
newspaper, depending on the ton- 
nage consumed and_ reduction 
made.” 


® Incidentally, construction of the 
ANPA’s new $110,000 laboratories 
building at Easton, Pa., is virtually 
completed. In addition to the new 
equipment purchased for the lab- 
oratory, approximately $100,000 
worth of additional equipment has 
been given or lent to the associa- 
tion by newspapers and cooperat- 
ing industries. 

The past year has also seen a 
more widespread use of plastic 
plates by newspapers throughout 
the country. In the opinion of some 
authorities this trend is likely to 


continue, particularly in the case 
of newspapers using flat-bed 
presses. 


Among other developments that 
should be noted, and in which 
ANPA's research department has 
been, or still is, active, the fol- 
lowing should be included: 

The Sheridan automatic stuffing 
machine, 24 units of which are 
now in service. 

A unit type stuffing machine de- 
veloped for Dexter Folder Co. is 
now being tested at a large metro- 
politan newspaper. 

A machine which counts auto- 
matically and stacks bundles of 
newspapers at the end of newspa- 
per conveyors has been perfected 
by Cutler Hammer Co. in cooper- 
ation with ANPA’s research staff 
and is now being tested in a large 
newspaper plant. 

The Wiretyper Corp. has brought 
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out a new type of wire-tying ma-! 
chine which is now in process of 
testing. 


s Still, the major development of 


1951 is likely to remain the wider | 


use of teletypesetter machines and 
wire service circuits for teletype- 
setters which are being expanded 
rapidly by both newspaper chains 
and the wire services. Associated 
Press and Uniled Press inaugu- 
rated teletypesetter circuits in 
April in the South and plan ex- 
panded service this summer and 
fall (AA, May 7). International 
News Service will start a teletype-| 
setter circuit in Ohio about July 
1 and expects to extend its cover- 
age in other areas later this year. 

The publishers’ technological | 
concern was based on a realistic | 
view of their labor problems: 


LABOR 


The postwar history of the news- 


paper business in the area of la-) 


bor relations has primarily been 
one of intermittent struggle and 
continuing litigation. The past year 
was no exception. 

In 1947, the International Typo- 
graphical Union began its 
contract” drive, an effort to ob- 
tain working agreements with 
publishers without the traditional 
contract, thus sidestepping provi- 
sions of the Taft-Hartley law. The 
slash in number of contracts was 
immediately apparent; where the 
Chicago labor office of ANPA had 
on file some 373 contracts with the 
ITU at the beginning of 1947, by 
1948 it had 110, and by the be- 
ginning of 1949, 70. 

After a series of legal actions 
before the National Labor Rela- 
tions Board and the Chicago Cir- 
cuit Court of Appeals, the ITU be- 
gan to return to the fold, and by 
the beginning of 1951 there were 
210 contracts on file. 


s Newspapers have, on the whole, 
been able to continue publication, 
strike or no strike. But last year 
the New York World-Telegram & 
Sun was blacked out by a Guild 
strike, with mechanical workers 
declining to cross picket lines, and 
a mailers’ strike in Pittsburgh de- 
prived the city of all newspapers. 
These were the only two strikes of 
the 18 which occurred last year 
which halted publication. 

If the ITU seemed to be some- 
what less of a labor problem than 
it had in previous years, it was 
only because some of the major 
developments were yet to come. A 
couple of years ago when the New 
York newspapers, confronted with 
the same problems in getting a 
contract which led to the lengthy 
strike in Chicago, prepered to go 
into Vari-typer and engraving, 
the union demanded control of 
the Vari-typers. The union didn’t 
get it, and there was no strike. 

Much the same kind of battle 


seemed likely over the teletype-| 


setter which promised to rid the 


$15 BILLION 
TREASURE HUNT 
NOW UNDER WAY! 


STAKE YOUR CLAIM 
IN THE NEGRO MARKET 


Strike it rich! A little digging —_ the right 
tool will pay off big in sales and profits—and 
the right tool to use in the vast i — market 
is their own Race publications, the newspapers 
and magazines they welcome into their homes. 
No one can afford to overlook a market of 15 
million people spending $15 billion a year on 
every conceivable type of merchandise—espe- | 
cially when a large portion of this market can 
be claimed at little effort and cost. Negroes are 
intensely loyal to their own publi rx - they’ n 


respond to sales messages Be 
be sure your message reaches this $15 billion 
market—and reaches it the best way! For full 


details write Interstate United Newspapers, 
Fifth Ave., N. Y¥., serving _ EES leading 
advertisers for over a 
 « *. yy 

of this 


can't test” — New Courier— 
states 


ONE EXAMPLE: 


rich marke’ + 52 
0.000 Negroes in 4 


“no 


mee 


publishers of many of their com- 
| posing room problems. 


. Teletypesetter jurisdiction dis- 
putes caused eight walkouts during 
the year, or 44.4% of all strikes. 
Wages gave rise to the same num- 
| ber of work stoppages, so that the 
|impact of the teletypesetter can 
already be relatively judged. 

The teletypesetter is not a new 
machine. But the organization of 
several regional wire circuits, the 
interest of publishers in the proj- 
ect, and the indications that the 
few mechanical difficulties (stand- 
ardization of newspaper type faces, 

| end ' the abandonment of the wire 

service’s jigsaw method of send- 
| ing stories) were about licked, 
brought the problem to the fore. 

ITU “law and policy” requires 


|that locals take jurisdiction over | 


operators, and that a scale be guar- 
|anteed which eventually reaches 
| the journeyman level for all per- 
forators. Union representatives 
have argued that contracts provide 
| that all points of transmission on 
a circuit be under ITU-approved 


contracts (or in the case of wire 
services, Commercial Telegraphers 
Union contracts) or else tape 
won't be received. 

In at least two jurisdictions, the 
ITU has argued that all type cast 
from circuit signals be reproduced, 
a practice which obviously elimi- 
nates any economies resulting from 
the machine. 


e However, some 50 newspaper 
composing rooms now have union 
compositors receiving tape from 
non-union perforator operators 
working at less than union scale. 
All these newspapers cannot be 
struck at once, but there is some 
fear that they may be picked off 
singly. 

The Newspaper Guild made con- 
siderable progress during the last 
year, despite the suspension of two 
newspapers (Oakland Post-En- 
quirer and San Diego Journal) and 
the demise of two Guild units, 
which simply gave up. For one 
thing, the Guild hammered out 
record wage agreements in New 
York, and it lined up ten contracts 


with seven publishers. 

The problems of wages and ma- 
terials cost are the reasons that 
few publishers feel as sanguine as 
they might otherwise; the break- 
even point in the newspaper busi- 
ness is much too high for com- 
placency. 

And they indicate why there will 
be no easing-up in the newspaper 
industry's drive for more adver- 
tising. 


Ronson Switches Shows 

Ronson Art Metal Works, New- 
ark, will sponsor “Star of the Fam- 
ily” over CBS-TV, 6:30-7 p.m., 
EDT, Saturdays, starting July 29. 
The advertiser has discontinued 
sponsorship of its longtime radio- 
video program, “Twenty Ques- 
tions” (Mutual-AM and ABC-TV). 
Ronson and Grey Advertising 
Agency are currently shopping for 
a network radio show. 


Sherritt to Canadian Agency 
The Toronto office of Canadian 
Advertising Agency has been ap- 
pointed to handle the account of 
Sherritt Gordon Mines Ltd. 


Editors Elect Zingg 

David D. Zingg, director of pub- 
lications of United Fruit Co., has 
been elected president of the 
editors’ group of House Magazine 
Institute. Others elected are: Wil- 
liam Craig, Standard Oil Co. of 
New Jersey, vice-president; Mar- 
tha Sloan, U. S. Rubber Co., sec- 
retary, and Ruth Boyce, U. S. In- 
dustrial Chemicals, treasurer. All 
companies are in New York. 


“Sunkist Appoints Bishop 


Bishop & Associates, Los An- 
geles, has been appointed to han- 
dle public relations and publicity 
for the “Blessed Event” promo- 
tion to introduce California Fruit 
Growers Exchange's new Sunkist 
line of frozen and canned citrus 
products in southern California. 


Wollaeger Named President 


K. J. Wollaeger has been 
named president and secretary of 
Northwestern Lithographing Co., 
Milwaukee, succeeding his father, 
the late J. G. Wollaeger. G. E. 
Schwarm has been named vice- 
president of the company. 


in Canada 


the bi egest 


advertisin 1g news 


WEEKEND PICTURE MAGAZINE, 
231 St. James St. W., 
Telephone MArquetie 


Toronto: 
Ww. o.T 


| 
| 


i 


, Advg. Mgr., 
WEEKEND PICTURE MAGAZINE, 
147 University Ave., 
Telephone EMpire 3-765! 


Initial Circulation in 
Canada over 800,000 


in years 


WEEKEND 


It’s like putting your wares into a new super 
market with over 800,000 families ready and 
willing to buy! That’s WEEKEND PICTURE . 
MAGAZINE — an entirely new idea in Canada 
—a week end color gravure supplement that 
becomes a part of the week end editions 
great Canadian newspapers*. 


of these 


Important to advertisers is the fact that 
most of these 800,000 families live in the major 
urban centres, and in Canada, that’s where most 
of the buying is done. Add this to the unique 
family readership which color gravure supple- 
ments always enjoy, plus the selling power of 
color . . . and you have a good idea of the ad- 
vertising impact which WEEKEND PICTURE 


MAGAZINE provides. 


And we can prove it with facts and figures that 
are now available. First issue Sept. 8th, 1951. 
Published by the Montreal Standard Publishing 


Company. 


*The London Free Press 
The Montreal Daily Star 
The Standard 
The Telegram (Toronto) 


The Telegraph-Journal and Evening 


Times-Globe (Saint John) 


The Times and Transcript (Moncton) 


The Vancouver Sun 
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PHOTOGRAPHIC 


AT OLD FAMILIAR STORY—The Four Roses cake of ice will appear just like this in 
il-color bleed pages in magazines during the summer months, with product men- 
n consisting only of the modest identification line in the lower left, and no copy. 
wr Roses ice cake advertising has been appearing since 1940, when the idea was 
— by Henry B. Lent, copy supervisor for Young & Rubicam, which handles 


GERMAN DISPLAY—Along Berlin's stylish Kurfurstendamm in the British sector mer- 
chants ore using display booths such as these in front of stores in addition to 
window space. The booths are reportedly attracting more i 


REVIEW 


the account. 


Henti 


CIVILIAN DEFENDERS—New York's civil defense director, Arthur 


W. Woallander 


seated at center) meets with his public relations 


advisory committee. At left is Harry Bruno, H. A. Bruno & As- 
sociates, chairman of the committee, and at right, T. J. Ross, 


NEARLY EVERYBODY—When Victor Borge used the now-famous Happily buying are (left to right): Barry Urdang, Bulletin pro- 
“In Philadelphia, nearly everybody reads the Bulletin’ slogan motion manager; Mr. Borge; Bruce Dodge, producer, and Frank- 
as the theme for a skit on his Saturday night NBC-TV show for lin Schaffner, director, both of Kenyon & Eckhardt, Kellogg's 
Kellogg Co., the three young ladies at left peddied the papers. agency. (Story on Page 97.) 


STULL FLYING—When Walter O Keefe 
(right) celebrated his 21st anniversary in 
radio, Campbell Soup Co., which spon- 
sors his ‘Double or Nothing” show on 
NBC for Campbell's pork and beans, 
staged “Walter O'Keefe Week.” Here, 
Rutly Vallee helps him celebrate with a 
rendition of “The Man on the Flying 
Trapeze,’ which Mr. O'Keefe started on 
the road to fame on the Vallee program 
20 years ago. 


Ivy Lee & T. J. Ross. Standing, left to right: Fred A. Eldean, Fred 
Eldean Organization; Ben Wright, editor of Field & Stream; Carl 
Byoir, Carl Byoir & Associates; and Robert C. Durham, supervisor 
of advertising, Metropoli Life Insu Co. 


TRADEMARK AUTHORITIES—Among those who heard the importance of trademarks 

in advertising emphasized at the recent meeting of the U.S. Trade Mark Assn. in 

New York were (left to right): Arthur A. Boylan, vice-president of Drackett Co.; 

James M. Best, general counsel for Quaker Oats Co.; Kenneth Perry, vice-president 

of Johnson & Johnson, and president of the associction; and William G. Werner, 
director of public relations for Procter & Gamble Co. 


DELICIOUSLY YOURS—To replace its old “Have you had it lately?” slogan, Dad's 

Root Beer Co. has started off on its most intensive outdoor campaign with posters 

like the above featuring the slogan “Deliciously Yours.” Similar posters hove been 
placed through Malcolm-Howard Advertising Agency, Chicago, in 26 cities. 
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Elect Ad Librarians 

Miss Mary Evalyn Crookston of 
Meldrum & Fewsmith, Cleveland, 
was elected chairman of the na- 
tional advertising division of the 
Special Libraries Assn. at its an- 
nual convention in St. Paul re- 
cently. Vice-chairman is Mrs. 
Florence Armstrong of Ross Roy 
Inc., Detroit. Mrs. Vera Halloran 
of J. M. Mathes Inc., New York, 
was named secretary, and Miss 
Jeanette Thorne of Fuller & 
Smith & Ross, Cleveland, was 
elected treasurer. 


Del Padre Appoints Hardy 

Russell Hardy, formerly with 
Tarbell-Watters Co., Springfield, 
Mass., has been named sales man- 
ager of the appliance division of 
L. L. Del Padre Associates, Spring- 
field appliance and television dis- 
tributor. 


Legion Adpost Elects Joseph 

| Julius Joseph Jr. of Franklin 

d Bruck Advertising, New York, has 
been elected president of the ad- 
vertising men’s post, 209, of the 
American Legion. 


‘Sunday Roto Steps 
Up Traffic for 
Texfloor Dealers 


New York, June 20—‘“Highly 
satisfactory” results have been 
achieved by Sloane-Blabon Corp. 
in a campaign which used four- 
color pages in April and May is- 
sues of 24 Sunday newspaper 
magazine sections, according to 
Wilbur Newman, vice-president in 
charge of sales. The campaign, 
handled by Geyer, Newell & Gan- 
ger, pushed Texiloor linoleum and 
tile. : 

Mr. Newman said a survey of 
133 dealers in Philadelphia, Mil- 
waukee, St. Louis, Buffalo, Pitts- 
burgh and Long Island, where the 
advertising appeared, disclosed 
that 75% were enthusiastic about 
Texfloor sales. “The campaign in- 
dicated that our advertising was 
particularly successful in building 
traffic and additional sales in 
stores located in suburban areas,” 


Mr. Newman said. 

The roto ad drive was keyed to 
a “home beauty show” theme, 
while on the page opposite, a sep- 
arate b&w insertion listed dealers 
in local markets who carry the 
Texfloor line. 

Texfloor linoleum and tile were 
displayed in 85% of the stores 
surveyed and 84% of the dealers 
used some or all of the display 
materials which the company sup- 
plied, Mr. Newman said. 


A. O. Smith Corp. Names Two 

F. F. Gregory, public relations 
director of A. O. Smith Corp., 
Milwaukee, has been named mer- 
chandising coordinator. A. P. 
Papke has been appointed manu- 
facturing coordinator of the in- 
dustrial company. 


Duranol Names Williams V. P. 

Col. John J. Williams has been | 
named vice-president in charge of | 
sales of Duranol Products Inc., 
Brooklyn manufacturer of plastic) 
specialties and advertising dis-| 
plays. 


Nestea Given Big Push 


Nestle Co., Colorado Springs, has 
scheduled a radio and TV cam- 
paign for Nestea, instant tea, in 
11 markets using program parti- 
cipations and 20-second and one- 
minute spots. This is the first con- 
centrated broadcasting drive for 
the product through Needham & 
Grohmann. 


Cherry-Burrell Names Two 

Allen G. Snyder, formerly as- 
sistant editor of Food Processing, 
has been named advertising mana- 
ger of Cherry-Burrell Corp., Chi- 
cago supplier of milk and food 
plant equipment. Fred _ T. 
Schwieger, on the company’s ad- 
vertising staff, has been named 
chief catalog compiler. 


Toronto Paper Names Two 

J. D. MacFarlane, formerly city 
editor of the Toronto Telegram, has 
been appointed assistant managing 
editor. L. M. McKechnie, who this 
year won the National Newspaper 
Awards prize for feature writing, 
was named to replace Mr. McFar- 
lane as city editor. 


R. F. Ruffley Joins D-F-S 

Raymond F. Ruffley, formerly 
with Kenyon & Eckhardt, has 
joined the research department of 
Dancer-Fitzgerald-Sample, New 
York, as a project director. 


Shaller-Rubin Agency Moves 
The Shaller-Rubin Co. has 

moved to larger quarters at 95 

Madison Ave., New York 16. 


CY ways 


the league in Boston! 


leading 


Smack through the middle The Post cleaves its half of all 
Greater Cincinnati .. . half the market, half the evening circulation 
... and gaining! In the all-important classification of Retail F 


again led the field with 
981,402 lines in 1950 against 

the second paper’s 901,700 and 
the third daily’s 18,389! 

In Total Food The Post ran a 
close second, with 1,873,885 
lines against the other dailies’ 
1,995,159 and 208,661, respec- 
tively. Get your share of 
Cincinnati food business by 
buying The Post’s market! 


of The Post’s 
Great Grocery Market 


~ 


ood, The Post 


IMPORTANT MARKET INFORMATION for many classifications; 
especially for food accounts and their agencies: 


1 Continuous Grocery Inventory monthly reports are available upon 
request. Started in 1941, they show sales and stock on hand for 50 
classifications under these 27 general headings: Prepared Flour 


Every year for 24 straight years, the Boston Herald-Traveler 
has walked away with the total paid advertising pennant in 
Boston. In 1950 we drove home a record-breaking 27,398,089 
lines. 

Always a leader in 

the National 


circuit, too! 


a~ 


For a decade now, the Herald and Traveler have finished in © 
the top five in total volume of general advertising — among 
all the nation’s daily newspapers. 

Space buyers 

never had it so 

easy! 
No coaching needed to capture the profitable New England 
Market. Now, as always, the Boston Herald-Traveler has it all 


sewed up! 


alos VE Soosio HERALD 


Traveler 


edt. 


PRP or we 


REPRESENTED NATIONALLY 
BY GEORGE A. McDEVITT COMPANY 


/NEW BRUNSWICK 


Canada 


A Market of 500,000 People 


Toilet 


Cleansers . All-Purpose Flour . Mise. Cleaning Aids 

Bar Soap Laundry Bar Soap . . . Packaged Soap and Synthetics 

Rleaches Oleomargarine ... Shortening Canned Meat , 

Catsup .. . Waxes & Polishes . . . Coffee... Canned Dog & Cat Food 
Cereals Baby Foods ... Packaged Desserts Peanut 

Butter Tomato Juice... Tea. . . Packaged Rice. . . Facial Tissues 


Laundry Starches . . . Sanitary Napkins Salad 
Powdered Milk. 

2 Grocery Product Distribution Check ready by July |; covers 100 
independents and every chain, showing 68 classifications of mer- 
chandise and thousands of brands 

3 Excellent Route Lists available for retail grocery and drugstores; 
liquor and wine outlets 


* The Post can sell anything GOOD! 


vil 


FOR ACTIVE CINCINNATIANS 


incinnati Post 


| ROBERT K. CHANDLER, Manager, General Advertising 


| the General Advertising Department of Scripps-Howord Newspapers | 


Covered by 
Che Celegraph-Journal 


The Maritimes’ Greatest Newspaper 


Che Evening Cimes-Glohe 


Saint John’s Home Newspaper 


| The readers of these news- 
papers are located in the 
midst of great pulp and 


Circulation covers every 
New Brunswick City, Town, 
Village and Rural Route. 
The Telegraph-Journal and 
The Evening Times-Globe 
furnish effective, economi- 
cal coverage at one com- 
bined rate. 


paper ies, 
turing centres, fishing, rich 
farming and dairying dis- 
tricts and in busy shipping 
centres. 


Members A.B.C. 
SAINT JOHN, New Brunswick, CANADA 


under same management 
RADIO STATION CHSJ ° THE MARITIME FARMER 
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Kellogg Switches to ABC 


Kellogg Co., Battle Creek, will 
move its two Mutual broadcasts, 
“Mark Trail” and “Victor Borge 
Show” to ABC starting Oct. 1. The 
programs, heard thrice weekly 
from 5:30 to 5:55 p.m., EST, are 
now on hiatus. Kenyon & Eck- 
hardt handles the account. 


Noer to Review Publications 

Fred J. Noer, formerly with 
Indianapolis Engraving Co., has 
become a partner of Review Pub- 
lications Inc., Hopkins, Minn., 
publisher of three suburban news- 
papers. 


Witherspoon Names Hampton 
Ot Hampton, formerly director 
of public relations of the Fort 
Worth Community Chest, has 
joined Witherspoon & Ridings, 
Fort Worth public relations firm. 


Kastor Promotes John Gillis 

H. W. Kastor & Sons Advertising 
Co., Chicago, has promoted John 
C. Gillis, an account executive, to 
director of research and market- 
ing. 


Daily Newspapers 
Continue to Buy 
More Newsprint 


New York, June 19—Newsprint 
consumption by daily newspapers 
continues to rise in the face of 
short supply and higher prices. 
Consumption in May by dailies re- 
porting to American Newspaper 
Publishers Assn. was 403,233 tons 
compared with 401,922 tons in 
May, 1950, ANPA has announced. 

This is an increase last month 
over May, 1950, of 0.3%, and an 
increase over May, 1949, of 2.8%. 
There were four Sundays in May 
this year and last, and five in 
May, °49. 

Stocks of newsprint on hand 
and in transit at the end of last 
month were 32 days’ supply. This 
was an increase of one day’s sup- 
ply as compared with the end of 
April, ‘51. There was 30 days’ 
supply at the end of May, ’50, and 
35 days’ supply at the end of May, 
"49. 


Total estimated newsprint con-, 
sumption in the U. S. for May, ’51,| 
was 527,102 tons, which includes 
all kinds and uses of newsprint. 
For the first five months of ’51, 
ANPA estimates consumption at) 
2,471,193 tons. 

Dailies reporting to ANPA Gur-| 
ing the first five months of °52 
used 1,890,463 tons of newsprint, 
an increase of 0.5% over the first, 
five months of '50, and an increase | 
of 6.8% over the comparable per- 
iod of *49. 


Ad Code Group Names Hoover 


Charles Hoover of Phoenix 
Newspaper Inc. has been named 
head of a Phoenix Advertising 
Club committee to draft a new ad- 
vertising code for Phoenix, Ariz., 
merchants and advertising agen- 
cies. 


Smith Joins Air Express 
Temperance Terry Smith, for- 
merly head of Terry Smith Pur- 
chasing, has joined Air Express 
International Agency, New York, 
in the new post of director of sales 
promotion and advertising. 
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Federal Reserve Figusse on Department Store Sales 


WasHINGTON, June 19—Retail 
sales during the week ended June 
9 were up 3%, compared with the 
same week last year. 

The 3% rise, sparked by New 
York’s price war and the resulting 
buying spree, pushed the Federal 
Reserve index figure to 311 (1935- 
39 equals 100)—an alltime high 
for the week. 

Sales across the ,nation were 
spotty. While the New York area 
reported a 15% gain, the Boston 
district had a 3% loss. 

Similarly, the Chicago district 
was off 2%, while the St. Louis 
area was up 4% and the Minne- 
apolis district reported an 11% 
loss. 

Only in the southern tier of 
states and along the West Coast 
were gains in dollar volume uni- 
form. 
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Test Market: 


MARKET FEATURES! 


One of the Top Ten 


Population: 798,100* people 
232,100* families 

Total Retail Sales: 
$737,795,000* 

Effective Buying Income: 


$1,147,640,000* 


*“Copr. 1951, Sales Management 
pa y of Buying Power 


change. 


Market. 


PROVIDEN 


tron OT 


Gre Evens 


CE JOURNAL-BUL 


Represented Nationally by WARD-GRIFFITH CO., Inc. 


Effective selling in a market isn't based on the hit-or- 
miss method. To effectively sell the Rhode Island market 
requires the use of the medium which enjoys the greatest 
state-wide acceptance. 

The successful merchant rates The Providence Journal- 
Bulletin an operating necessity, because of the complete- 
ness of its all-over coverage and the directness and intimacy 
of its penetration. It's a profitable habit—one he'll never 


Rhode Island is a BIG market in a small package... . 
compact, stable and isolated....one of the best test 
markets in the United States . . . where the Evening Bulletin 
placed I5th among evening newspapers ... where the 
Journal-Bulletin carried more than 34,500,000 lines of ad- 
vertising in 1950. 

For effective, responsive and economical coverage, it's 
The Providence Journal-Bulletin, the most far-reaching and 
cohesive sales force in New England's Second Largest 


LLETIN 


The Providence Journal 


The Evening Bulletin 


The Providence Sunday Journal 


Relaud a5 


Se ee ee 


DEPARTMENT STORE 
"SALES INDEX - 


935.39 EQUALS 100 


Week to June 9, '51*..p311 
Week to June 10, '50*..302 
Week to June 2, ’51*....274 
Week to June 3, '50*....261 
Month of April, ’51*..p284 
Month of April, ’50*....286 


pPreliminary. 
*Not adjusted seasonally. 


Miami, which has been enjoying 
better-than-average business for 
the past month, led the cities on 
the tabulation with a 32% rise in 
dollar volume. Augusta, where 
business also has been excellent 
recently, wound up in_ second 
place, with a 25% gain. 

Largest loss among cities re- 
porting to the Federal Reserve 
Board was the 15% decline in 
the Duluth-Superior area. St. 
Paul, off 12%, recorded the next 
largest loss. 

According to the Department of 
Commerce estimate, chain store 
and mail order sales in April 
totaled $2.4 billion, about 3% 
above the volume for the same 
month a year ago. 


% Change from "30 
Week Ended 


Federal Reserve May June June 
District and City 26 2 ” 
UNITED STATES 3 5 3 
Boston District -! 1-3 
New Haven 6 5 —10 
Boston —2 4-2 
Lowell-Lawrence 8-—l —8 
Springfield 6 2-7 
Providence 0 1— 
New York District . 4rlé 15 
| Newark ll 3 (18 
| Buffalo 5 3 4 
| New York 3 r2l 18 
| Rochester 4 7 5 
Syracuse 15 =r 3 
Philadelphia District 6r—l 1 
Philadelphia 3r-6 —1i 
Cleveland District . 6 3 ” 
Akron 7 2 2 
Cincinnati 2 1 —5 
| Cleveland 9 9 2 
Columbus 1 7-2 
Toledo 7 5 4 
Erie 4 7-98 
Pittsburgh 4-—5 o- 
| Richmond District 4 0 
| Washington 4 3-2 
Baltimore 7 3 3 
Atlanta District o rm ® 
Birmingham 0 9 10 
Jacksonville 1 3 8 
Miami 122 1 32 
Atlanta —3 r—1 7 
Augusta 21 24 25 
New Orleans —5 4-1 
Nashville 4 ed 6 
Chicago District 3 e-2 
Chicago 7 0-3 
Indianapolis 1 6 3 
Detroit 3-3 —5 
Milwaukee 0 2 4 
St. Leuis District 5 4 4 
Little Rock —7 -5 -—2 
Louisville —5 —3 1 
St. Louis Area —3 7 5 
Memphis 10 —2 3 
Minneapolis District o —i —II 
Minneapolis 7 2 —10 
St. Paul —9 —5 —12 
Duluth-Supe: ior —19 —9 —15 
Kansas City District 3 7 3 
Denver 5 1 —l 
Wichita 13 25 «21 
Kansas City 3 8 4 
St. Joseph 7 6 1 
Oklahoma City 5 i—-3 
ulsa 1 12 3 
Dallas District 2 & 66 
Dallas 6 2-2 
El — 2 4 Ww 
Fort Worth 3 «62 4 
Houston 13 24 «15 
San Antonio 4-3 4 
San Francisco District 2 4 By 
Los Angeles Area --1 7 0 
Oakland 1 11 6 
San Diego 7 1 ll 
San Francisco 2 4 6 
Portland —3 —3 0 
Salt Lake City —3 10 4 
Seattle 6 —1 7 
Spokane 5 7 
rRevised 


“Data not available. 


Scott Rejoins Station WKNB 

David Scott, formerly program 
director of Station WKNB, New 
Britain, Conn., and more recently 
in the sales, merchandising and 
programming departments of Sta- 
tion WEEI, Boston, has rejoined 
WKNB as sales manager of its 
Hartford office. 


Names Elmer H. Thompson 


Pro-phy-lac-tic Brush Co., Flor- 
ence, Mass., has named Elmer H. 
Thompson assistant sales manager 
of the Prolon Plastics division of 
the company. 
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National Ad 
Expenditures 
in Seven Media 


(In Millions of Dollars) 


949 1950] 

NEWSPAPERS — 

& SECTIONS, 
_ | 


-* 


a, 


* 
- 


FARM 


50 Cod 
“NETWORK TV. 


: WEEKLY NEWSPAPERS 


» 


Based on reports by the Bureau of Advertising, 

Publishers Information Bureau, Farm Publication 

Reports and American Press Assn. for 1950 ex- 
Denditures. 


Charles Gets Publicity Post 


H. Robert Charles, who recently | 
joined Fulton, Morrissey Co., Chi-| 
cago, has been named director of 
the new publicity 
department of 
the agency. Mr. 
Charles was for- 
merly field edi-| 
tor of American 
Builder. 

The depart- 
ment’s first ma- 
jor undertaking 
will be to publi- 
cize the 50th an-| 
niversary of U.S. 
Gypsum Co. The 

ypsum promo- 
tion will begin this fall and con-| 
tinue throughout 1952, the anni- 
versary year. 


H. Robert Charles 


Industrial Marketers Elect 


William C. Sproull, advertising| 
manager of Burroughs Adding 
Machine Co. has been elected 
president of the Industrial Mar- | 
keters of Detroit. Also elected are: | 
R. H. Blatchford, advertising man- | 
ager of Detroit Diesel Products Co., 
vice-president; J. W. Brown, ad- 
vertising manager of Detroit Die- 
sel Engine Division of General 
Motors Corp., secretary, and R. C. 
Schiller, McGraw-Hill Publishing 
Co., treasurer. 


St. Amant Made Midwest A. M. 

William G. St. Amant, formerly 
western advertising manager of 
Argosy, has been named to suc-) 
ceed Jack Macy as midwestern 
advertising manager of Field & 
Stream. Mr. Macy is retiring June 
30 after 45 years with the maga- 
zine. | 


Hartford Sales Execs Elect | 


Edwin H. May of Phoenix Mutu- | 
al Life Insurance Co. has been) 
elected president of the Hartford) 
Sales Executives Club. Vice-presi- | 
dents elected are: John J. Bricker, | 
International Business Machines 
Corp.; Rhoar M. Flydal, Southern | 
New England Telephone Co., and 
E. J. Gadue, Royal Typewriter Co. 


Gar Wood Names Shedd, Hinz 


K. J. Shedd and A. C. Hinz have 
been added to the administrative 
sales staff of Gar Wood Indus- 
tries, Wayne, Mich. Mr. Shedd will 
have charge of the packer section, | 
and Mr. Hinz will direct the winch | 
and crane division. | 


WROV. Roanoke, Joins ABC 
Station WROV-AM&FM, Roa- 
noke, Va., has become a full affili- 
ate of the American Broadcasting 
Co. The station will continue as 
a Mutual Broadcasting Co. affili- 


ate. 


‘Nearly Everybody 
Reads the Bulletin,’ 
Even on TV Show 


PHILADELPHIA, June 19—In this 
city of brotherly love nobody 
would be surprised to see WCAU- 
TV plug the slogan—‘“In Phila- 
delphia nearly everybody reads 
The Bulletin.” After all, the sta- 
tion is owned by the newspaper. 

But when a competing station, 
WPTZ, which is operated by Phil- 
co Corp., features The Bulletin’s 
advertising slogan of cartoon fame, 
that is something else. 

This unusual situation came 
about as a result of a special skit 
on Kellogg’s “Victor Borge Show” 
to welcome WPTZ to the NBC-TV 
lineup for the program. The scene 
opened with Mr. 
to a Philadelphia hotel. It was a 


ate 


beverages 


LIKE TOPSY—The Booth Bottling Co.'s “Beverage Girl” is a trademark that “just 

growed,” according to Harry Feigenbaum Advertising, the Philadelphia bottler’s 

agency. After spending “well over a million dollars to sell a distinctive’ logo, the 

company now feels that its Jamoica girl is largely ponsible for i d sales 
and plans to incorporate her in all its future advertising plans. 


Borge taxiing | the road. 


wild ride, with the driver more 
interested in The Bulletin than 


and bellboys read as they worked. 
On the street Mr. Borge en- 
countered a policeman shooting it 


At the hotel, doormen, clerks out with a couple of holdup men, 
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none of whom stopped reading The 
Bulletin for a minute. At the ballet 
the dancers went through their 
paces as they read. 


s Pianist Borge arrived for his 
concert to find every face in the 
audience masked by a copy of The 
Bulletin. Undaunted, he signaled 
to the orchestra to start playing 
At the signal the musicians lifted 
their evening papers and started 
to read. 

The skit and the show closed 
with Mr. Borge playing his sign- 
off theme at the piano—as he read 
The Bulletin. 

Announcements on WPTZ and 
ads in The Bulletin advised Phila- 
delphians to tune in this Borge 
telecast of special interest to them. 
The Kellogg program, which is 
handled by Kenyon & Eckhardt, 
leaves the air next month, but 
will be back in September. 


LATE NES 


7 


* Independent 
University of 


— conducted by 


study 
Utah, April, 1951. 


, va 


You can’t cover 
the Salt Lake -- 


is unduplicated!* 


exclusively.* 


v 


Mountain West Market 
without the Deseret News 


In the Greater Salt Lake - Mountain West 
market the Deseret News has a total circu- 
lation of over 93,000 — of which 70.39% 


Over 40° of the families in Salt Lake City 
alone subscribe to the Deseret News 
... of which 579% take the Deseret News 


You can say that again... 


You can’t cover the Salt Lake-Mountain 
West market without the Deseret News! 


Salt Lake City 


DESERET NEWS 


Serving the Mountain West — Daily and Sunday 


National Representative: Cresmer & Woodward, Inc. 
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May Advertising Pages and Linage in Farm Publications 


Official Figures as Compiled by Farm Publication Reports Inc. 


Publications with an * report directly to ADVERTISING AGE 


Current Month Current Month 
au Commercial Dis- Commercial Dis- 
7 play Excluding play Excluding 
Poultry, Classified Poultry, Classified 
-—Total Advertising, In Pages—. ———Total féwrticins, In Li and Livestock, In ——Total Advertising, In Pages— Total Advertising, In Lines————__ and Livestock, In 
May May Jan.-May Jan.-May May Jan.-May = Jan.-May Lines May May Jan-May Jan.-May May May Jan.-May Jan.-May Lines 
Z 1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 951 1950 1951 1950 1951 
&§ Farm Magazines Ohio Farmer 53.2 55.4 297.0 286.1 40,883 42,518 228,186 219,708 36,513 37,858 
Oregon Farmer 42.2 446 2140 2228 31.940 33.728 161.913 168477 29.484 31.138 
Cooper's Sarma -.... 49.5 136.3 2655 278.9 33.680 38.293 174,576 189,695 32,171 36.708 —egregon Grange Bulletin. 191 146 76 705 2079 15.778 83.0 76.49% 20.790 15.778 
; Country Gentleman... 110.0 1217 $12.0 $40.3 74.808 82.7. 348,140 367.413 72.957 80.993 pennutyania aeuns mS as mt at ke oe me a ee SS 
Farm Journal 92 185 6 536.9 39,144 50,761 209,671 230,351 37,374 48,724 | SD ire Farmer —— OF we > sae ee — 26235  “—— 39.322 
*‘tevatene eee Ses eS eS se 
ndiana Edition ..... 6 , . . 
eee: ee! SU!” lUrhhC lhl $ea208 — j= — _ . Average 2 Editions: 734 —— 1592 —— 53371 —— 231.762 a 
homer South Ceition : ; , es ; — —— ___ Rural New-Yorker ..... 29.6 36.1 1885 236.0 23,203 28,341 147.761 185,056 18.905 22,869 
a 15.0 —— 26,757 —— 171,851 — MOS —| te four .... 53.0 351 263.0 155.9 40.098 25.535 198851 117.906 35.404 24.726 
BCarolina-Va. Edition 75.3 90.6 414.7 449.6 $1,198 61,585 282,003 305,740 47,777 57.899 7 ew lowa =s m3 8s se Gm Gas ee oe ais eon 
—— Washington Farmer... 408 449 2140 225. ‘862 33,932. 161.750 170.187 28. 1,356 
3 Editon | ‘wi'yan! 7%? 91.6 439.0 458.8 54,202 62,316 298,517 311,974 51,365 59,009 western Farm Life <... 35.2 42 1950 (1815 co Soe 149.528 laoliy  “2'9a7 aes 
aicecteed erdsmen Edition . . . 4 78. J . . ; 1 y 
Pa 76.6 (86.1 409.4 434.3 52,103 58,571 278,434 = 295,341 48,950 55,263 | wisconsin Agriculturist, 563 561 3036 2828 445106 43.967 221.746 40.936 41.405 
Edition ......... 814 89.0 416.1 437.6 55,335 60,511 282,943 297,486 52,287 56,962 Total Group 1,095.2 1076.9 6,061.0 5,688.6 843.809 821,896 sas 50 4,377,505 738,874 724,346 
Texas Edition 89.2 106.6 460.3 477.5 60,67 72,499 313,023 324.738 57,440 60,355 Not included in totals. Illinois and Indiana editions not listed separately prior to April 1951. §This edition also carries 
Average 5 Editions . 80.4 92.8 427.9 4516 54,702 63,096 290.983 307.055 51.564 57.898 all linage appearing in Western Farm Life. 
Successful Farming 96.8 1044 5105 533.1 43,555 46.969 224.721 239.919 42130 45.512 
Total Group 427.9 493.5 2.2045 2,340.8 245,885 281,861 1,259091 1,334,433 236,196 269,835 . 
Not included in totals. §Published only two editions in 1950, so comparable figures are not available. Farm Linage Trend Figures in Thousands 
$f Monthlies 
*Agricultural Leaders’ MAGAZINES MONTHLIES 
Digest . 208 229 107.3 182 4,067 4480 21,026 23,164 4,067 4,480 1951 1951 
‘Y American Fruit Grower. 25.5 25.6 157.9 172.9 11,006 11,069 68,191 74.591 10.778 10.889 
i. American Poultry Journal: 
ie See ee ee ee Mer al ed ! tar 70 
© i zCentral Edition 6. . . d i A d 
“fl B  SWestern Edition 239 257 1741 1972 10251 11024 74633 «84.633 7.421 «7.729 | APR] O77 | APR.| 477 | 
: 2 Averaye 3 Editions. 27.7 286 2084 2328 11874 12237 89,379 99.839 8162 7877 
- © arkansas Farmer 151 126 845 726 11439 9511 63.903 '948 10,824 8.981 1950 1950 
a | Better Farming Methods 45.2 43.2 207.0 213.1 19,376 18515 88,771 1,464 19,201 18.347 
\ ez Breeder's Gazette 20.3 161 1212 1066 9118 7.264 54555 47.959 6275 4.296 - 
| J {California Citrograoh .- 219 265 1285 1336 14,700 17836 83.650 69.768 14574 17.696 
— 4 _*. | . ti ‘ 7 A . . . ‘ . , 
sity $ sg ap > 903 719 S008 © 429.3 33736 30;198 210.368 180.310 18.851 15.925 SEMI-MONTHLIES BI-WEEKLIES CANADIAN 
; ) Electricity on the Farm 141 128 63.1 63.0 5,027 4,582 22,511 22,493 5,027 4,582 1951 1951 1951 
A Picea St St at EN Be Be ue Be ge nse |e [99] , 
| *FI Cattle 36. ? . ; : : ° ‘ ‘ (‘844 | 
Me ficsee nt ee ie ie ie ee Re ie ie reese | jimrloe mr ized 
— *Idaho Grange: ; 6.7 10.2 . ’ $ ‘ ‘ . A ’ 
ff B kentucky Farmer 190 165 1260 111 14886 12,962 = 97.190 87,168 11.225 10.148 | | APR. | /OOT7 ] APR. 97 } APR. 
: Michigan Farm News 27 20 146 12 6 4.732 33.914 26454 6144 4.626 I 
d a Ae teee 98 86 SL? 550 7,154 6235 . 37,618 39,981 6,678 5,834 150 1930 1950 
» Prod ° . . ’ y 5 5 . . 
Be nation . ae iculture 100 7.2 450 418 4493 3, 20,196 18838 4493 3.25 MAY MAY MAY 
*New J F and 
Garden... 47.2 384 240.3 231.2 21,194 17,296 108,163 104,062 16,881 12,968 
a 91 148 55.6 4,105 6,67 25,068 28,075 3683 6405 Bi Weekli 
‘ rr re \ ‘ 2 ‘ ¢ . . r / -Weeklies 
ocean SS". See Sea , 9ASS = SOUT | aisees Famer ...... 65.6 643 3413 323.9 49,624 48,588 258,060 244,881 47,265 46,705 
4 } #Eastern Edition ... 34.0 42.0 270.3 325.9 14,607 18,010 115,980 139,789 10,533 11,690 a ~ hy . 6 69 22? m2 Om En mes me se am 
4 | Sentral Edition ... 30.4 365 2362 273.5 13,040 15,675 101,245 117.335 9,630 10,680 - & ‘ 208.7 y t 
: : 3 103.465 9.455 9,705 Southern Edition 54.6 58.1 269.2 277.5 41,259 3.939 203,531 209,765 38,357 41,284 
= ghee ite .. Bi > ee ee leas - “ae y Average 2 Editions | 541 57.5 266.0 2769 40.909 43.488 201.065 209253 38.006 40.833 
af 2. ee ee ee I Ba SB SB EE HE tans News 121 135 637 660 8799 9897 46342 48161 7540 8520 
» 7* h es 4 7 . . p. ¢ > . . s 
: on pty 30.2 248 1721 163.3 21,108 17,335 120,470 114.2 9,488 15,128 Total Group ...... 8 1353 671.0 666.8 99,332 101,973 505,467 502,295 92,811 96,058 
; *Turkey World 32.7 24.0 292.6 285.8 14.033 10,288 719 12261811475 7.684, Not included in totals. 
‘ *Western Dairy Journal. 40.3 30.4 204.0 2089 16,940 12,782 85,786 86,075 7,420. 7,826 
i } eo — 126.7 100.6 485.2 472.6 53,228 42,252 203,861 198,496 15,162 13,734 All figures in the following groups were compiled by Advertising Age 
*Wyom Stockman 
f PY Parmer 19.4 167 96.4 65.5 17,374 14,938 86,343 58,720 15,462 12,110 Weeklies se tie 
Total Group . 752.3 4,546.8 4,474.8 410,070 380,706 2,301,739 2,247,416 311,551 292,175 | UV antes Edition... " 294 28.0 1338 1386 72.563 68.888 329,825 341,376 55,573 53,133 
: #Not included in totals. Missouri Edition .... 28.9 27.2 133.1 133.7 71,302 66.998 328,206 329.624 55.297 52.398 
‘a ; Okla.-Ark. Edition. 28.0 25.1 1256 127.0 68,992 61.729 309,504 312.945 54252 48.479 
q Newspaper Monthly Farm Sections 
s t*lowa Farm & Home Dailies 
Register ........... 308 252 1189 117.0 32,476 26,696 125,879 124,849 31,141 26,514 Chicago Daily Oroves 
t*Rural Gravure ...... 58 45 334 30.7 5,980 4635 33,641 30.997 5.980 4,635 Journal ...... 22.6 135.7 153.6 43,083 48,132 288.719 326,942 25,317 30,504 
° * Tel Ranch & Kansas ¢ City Daily Drovers 
7. le. 137 6 nS 97.0 14,560 32,550 108,206 103,348 13,104 30,532 Telegram .., 28.0 175.3 1818 55,630 59,554 373,346 386,916 34,276 38,006 
Tota! Group 50.3 60.2 253.9 244.7 53,016 63,881 267,726 ~ 259,194 50,225 61,681 | Omaha Daily Journal 
tSmalier cm o size (1, 055 lines) in 1951. {Twelve pages in May 1951 issue; eight pages in May 1950 issue. ag ay OH mee 26.2 27.9 167.1 175.7 55,711 59,407 355.596 373,916 39,583 42,000 
Stock Reporter ...... 145 163 95.3 113.1 30,875 34,598 203,129 240,593 22,701 27,497 
Semi-Monthlies Total Group |........ 87.0 94.8 — 573.4 624.2 185,299 201,691 1,220,790 1,328,367 121.877 138,007 
American Agriculturist 33.0 295 170.3 157.2 23,994 21.468 123,932 114,467 21.679 18,575 j 
: “California Grange News 105 114 57.0 S49 11,360 12,388 61,529 59,462 10.040 12631 Canadian 
= Colorado Rancher a 
: Cer Bie ee ie er ee et ec 
*Cooperative Digest . é . : . z . 5 . . . AE 7 - . . " , . . . 
tFamily Herald & Weekly : 
ae. 0 8 ee te eee SI SH RF SES SS SSl | Feattarn Edition. 102.3 92.2 480.2 490.9 102,280 92,235 480,182 490,969 74,767 68,752 
——— "7 2255 27.347 27184 159,123 164.224 22564 22556 Western Edition ... m3 6S 423 32 Oe? a an aie ae SS 
erty — ns 4 ome 2295  34'235 ‘142 «175'490 -:173'595 31.590 33.566 Average 2 Elitions... 95.3 83.9 4463 457.1 95,304 83,858 446.257 457.084 72.721 64.526 
it ®Indiana Farmer's Guide 20.2 265 0.6 140.0 15,816 20,815 110,223 109,790 11.215 15.673 sed Ay ey higme””” 244 138.2 1242 19,417 17,558 99,447 89,443 19,417 17,558 
Karees Farmer ae a ey oa ass x4 ty 4 ans gry bg rts agazine 421 44.7 205.2 2251 29,474 31,275 143,593 157 23,635 24,303 
ie oll 3 ; ; : , i ; ‘ ‘ ’ aha " . ’ ; . , ; Y ; 
: aay nal 73 66 346 361 5563 4997 26109 27517 4.629 4728 Fi Be iii) 368 383 180.4 1811 25,764 26.810 126.259 126810 24,722 25,047 
- Missouri Ruralis 30.1 283 213.2 1703 22,886 21,513 161,986 129,342 20,984 18,984 Free Press Prairie a mee Gs ems ee eee Gee ee ee oe 
. a 62.7 $07 363 2616 SL185 45,150 299,197 107,758 44.968 30.621 | {Western Produce... S83 SLO 2763 277.3 62,389 54.964 295,664 297,678 42,013 36.816 
Nebraska Farmer 70.8 67.5 392.2 3641 53,501 51.045 296,481 275.245 47.008 44.635 Total Groug ........ 461.5 448.4 2,188.9 2,278.8 424,020 404,677 1,988,985 2,068,331 314,165 298.877 
New Engiand Homestead 34.5 37.2 2124 2042 24,135 6,060 148,587 142, 17,063 19,319 Not me | in totals. {Five issues in May 1951; four issues in May 1950. 


+ 


its two-color rate from $260 to Enright & Cleary Dissolved 

$325. The four-color rate will re- Following dissolution of Enright 
main at $395. The guarantee will & Cleary, Berea, O., publishers’ 
be raised from 90,000 to 120,000 representative, Richard E. Cleary 
at the same time. has formed Richard E. Cleary Co., 


Commercial Bank Bldg., Berea, to Affiliated 
represent American Foundryman 
and Power Equipment in Ohio, 
western Pennsylvania and Michi- 
gan, and Tool Engineer in Ohio. 


S. African ‘Digest’ Rates Up 
The South African edition of 
f Reader’s Digest, effective with the 

Movember issue, will increase its 

b&w rate from $225 to $280 and 


Agencies Meet 

The second 1951 meeting of the 
midwestern region of the Affiliated 
Advertising Agencies Network, 
held in Madison, Wis., June 23, 
was devoted to discussions of in- 
ternal agency problems, plus plans 
for the group’s participation at 
the national meeting. National 
headquarters for the 38-member 
network are in Spokane. 


Prints Research Booklet 


E. I. du Pont de Nemours & Co., 
,Wilmington, Del., has published 
“This Is du Pont—The Story of 
Research,” a new booklet designed 
to show the importance and signif- 
icance of industrial research and 
particularly of du Pont’s program. 


Penn Reels Appoints Chittick 

Penn Fishing Tackle Mfg. Co., 
Philadelphia, has appointed Walter 
S. Chittick Co. to handle advertis- 
ing for its Penn reels. Outdoor and 
men’s media will be used. 


E- WE'LL TELL THE WORLD... 
No other medium can give you a more 


comprehensive coverage of the rich 
TOPEKA MARKET than the 


TOPEKA CAPITAL—STATE JOURNAL 


TOPEKA is the Shopping Center . . . the CAPITAL-JOURNAL is 
the Shopping Guide of TOPEKA’S 21-County Drive-In Trade Area. 


@ 422,700 Population @ $451,600,000 Annual Retail Sales 
@ $530,000,000 Effective Buying Income 


REPRESENTED BY 


CAPPER PUBLICATIONS, INC.—NEW YOKK, CHICAGO, KANSAS CITY, SAN FRANCISCO 
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Institute Proposes 
Uniform Accounting 
Charts for Dailies 


ROANOKE, Va., June 19—Author- 
ization of three major projects to 
be-undertaken immediately by the 
Institute of Newspaper Controllers 
& Finance Officers, representing 
320 daily newspapers throughout 
the U. S. and Canada, was voted 
here yesterday by the organiza- 
tion’s board of directors. 

Projects authorized include 
preparation of a uniform chart of 
accounts suitable for use by daily 
newspapers of every size. This 
will be prepared by the institute's 
technical advisory board headed 
by Robert P. Hunter of the Bir- 
mingham News, with the assist- 
ance of Hasking & Sells, national 
accounting organization. 

According to Clark A. Renwick 
of the Detroit Free Press, president 
of the institute, the uniform chart 
of accounts is scheduled for com- 
pletion and adoption at the in- 
stitute’s fourth annual meeting to 
be held Sept. 23-26 at the Hotel 
Statler, St. Louis. 


es Mr. Hunter’s committee was also 
authorized td undertake a survey 
of cost studies made by institute 
members, with a view toward 
establishing a basis for obtaining 
comparable costs of production 
and operation in the newspaper 
field. 

The third project authorized is 
a study of advertising insertion 
orders and remittance advices, 
aimed at their standardization, 
which will be undertaken by the 
institute’s standard national adver- 
tising invoice committee, of which 
Charles J. O’Mara Jr., Chicago 
Sun-Times, is chairman. 

Preliminary reports on both of 
these latter studies will be made 
at the St. Louis convention, Mr. 
Renwick said. 

Tulsa, Okla., was selected by the 
board for the institute’s fifth an- 
nual meeting, to be held Oct. 19-22, 
1952. 


Hortense MacDonald's Petition 
Against Schiaparelli Denied 


An application by Mrs. Hortense 
MacDonald, former public rela- 
tions representative, for appoint- 
ment of temporary receiver for 
property and assets of French 
couturiere Elsa Schiaparelli has 
been denied by New York Su- 
preme Court Justice William Hecht 
Jr. 

The request was in connection 
with Mrs. MacDonald's suit against 
Mme. Schiaparelli for payment of 
$100,000 plus royalties under an 
alleged 1933 agreement engaging 
the plaintiff to initiate and develop 
contracts with U. S. companies to 
exploit the Schiaparelli name and 
creations. 


PUAA Elects John Canfield 

John E. Canfield of Wisconsin 
Power & Light Co. has been elected 
president of the Public Utilities 
Advertising Assn. at the group’s 
New York convention. Other of- 
ficers elected are: Paul L. Pen- 
field, Detroit Edison Co., Ist vice- 
president; Walter G. Heren, Union 
Electric Co., St. Louis, 2nd vice- 
president; C. Fred Westin, Public 
Service Electric & Gas Co., New- 
ark, 3rd vice-president; George G. 
Hanel, Connecticut Light & Power 
Co., secretary, and Meade Schenck, 
Interstate Power Co., Dubuque, Ia., 
treasurer. 


Fleer Pushes Gum in Canada; 
Appoints Blake and Mustin 

E. W. Reynolds Ltd., Toronto, 

has been appointed by Frank H. 

’ Fleer Corp., Philadelphia, to direct 
a Canadian drive for Fleer’s chew- 
ing gum. Copy will break in full- 
color comics sections of English 
and French weekend papers, run- 
ning through the summer. 

John A. Blake, in Fleer’s Phila- 
delphia sales department, has been 
named sales manager. Gilbert B. 
Mustin Jr., a Fleer executive, has 


been named director of distribu- 


| Advertising in the Test Stage 


TESTS SELAXA LAXATIVE 

Toronto, June 19—Copy for 
Selaxa senna laxative is being 
tested in Hamilton, Ont., newspa- 
pers by Boots Pure Drug Co. here. 
Ads of 960 lines will appear twice, 
to be followed by 250-line adver- 
tisements and some smaller copy. 
Ronalds Advertising Agency Ltd., 
Toronto, is the agency. 


TESTS ROLL-A-PAINTER 
Cuicaco, June 19—S. X. Gra- 
ham Corp. here has been using 
newspapers in Cleveland, Kansas 
City, New York, Pittsburgh and 
St. Louis to test its novel Essex 
Rol!-A-Painter, a layman's paint 
roller that feeds like a fountain 
pen from a supply in the cylinder. 
A patented shrunk wool appli- 
cator, fabricated to the cylinder, 
provides an even flow of paint, 
according to the company. 
Although the ads are not co- 
operative, local dealers are listed 


beneath the copy. Encouraging re- 
sults have led to plans for small 
space insertions in consumer mag- 
azines, and dealers have already 
been supplied with TV _ spots. 
Dealer mats, point of sale cards 
and merchandising kits have also 
been distributed. Kauer & Asso- 
ciates, who recently moved to 330 
E. Grand Ave., is the agency. 


Ford Division Names 3 S. M.s 


Ford division of Ford Motor Co., 
Detroit, has named three sales 
managers in the northeastern sales 
region. They are: John F. Con- 
nors, New York City; Robert F. 
Leonard, Somerville, Mass., and 
Raymond M. Murphy, Buffalo. 


Lois Bohlig to Leave ‘Vogue’ 

Mrs. Lois Bohlig, copy editor of 
Vogue for the past three years, is 
resigning at the end of July. For- 
merly advertising manager of 
Bergdorf-Goodman, Mrs. Bohlig 
plans to devote her time to free 
lance advertising work. 


\ 
0 


BE YOUR OWN DECORATOR... SLASH HIGH PAINTING COSTS 


DO PERFECT PAINTING 


ROLL-A-PAINTER—This newspaper copy is being used by S. X. Graham Corp., Chi- 
cago, in a five-city test. Kaver & Associates is the agency. 


Thomas Vallee Elected V. P. 

Thomas A. Vallee, sales manager 
of United Mfg. & Service Co., Mil- 
waukee, has been elected vice- 
president in charge of sales of the 
company. 


Van Tine Joins John LaCerda 

Ronald G. Van Tine, formerly 
with the Philadelphia Bulletin, has 
joined the public relations depart- 
ment of John LaCerda Agency, 
Philadelphia. 


Look at the figures 


1945 
1946 
1947 
1948 
1949 
1950 


For Sunday, April 29, 1951, net paid 
circulation of The Sunday Blade was 


85,633 

96,159 
102,733 
108,822* 
130,552 
146,529 


*During this year The Sunday Times became the Sunday Blade 


161,333 


Toledo Sunday Circulation 
Keeps on Growing 


233,014 


is the combineJ DAILY NET 
PAID BLADE-TIMES Circu- 
lation—and going up, too! 


TOLEDO BLADE-TIMES 


Represented by Moloney, Regan & Schmitt, Inc. 
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SEE MASS MARKET 
FOR DEODORANTS 


Demand for Top Brands 
Shows Intra-Market Shift 


WESCO Sets $10,000 Contest 
Promotion for Refrigerators 


A $10,000 contest, designed to 
focus consumer and dealer interest 
on Westinghouse Frost-Free re- 
frigerators, has been launched by 
Westinghouse Electric Supply Co., 
Newark, N. J. Open to parents in 
the northern half of New Jersey 
and the Poughkeepsie-Newburgh, 
Rockland County areas of New 
York state, the competition will 


| judge 25-word statements of “How 


Lighty-three per cent of the house 
wives in St. Paul use a personal de 
odorant. Is this usage consiste nt}. 
through the population? To test this | 
we will correlate buyers by age and | * 
income. 


Annual Family Income 


Under $4,000 $4,000 & Over 

Age Per Cent Use Per Cent Use 
40 and under 88.6%, 1.7% 
41 and over 72.8%, 86.1%, 
Thus, both age and income fac 


tors are modifying characteristics in 
deodorant use. Age appears to be 
the most important of the two since 
women under 40 show higher usage 
irrespective of income. Despite these 
variations note the tremendous po 
tential through all strata 

Within the deodorant classifica 
tion two brands have been fighting 
for preference dominance in St Paul 
for the past five years. This has been 


their performance 
Preferences 
1951 1950 1949 1948 1947 
rand A 17%, 20%, 20% 21% 21% | 
randB 14% 18% 20%, 20°, 23% 
ference 3% 2% — I —2% 


\s indicated from the percentage | 
point difference, Brand A has been | 
teadily gaining over Brand B. How 
ver, both have been losing on the 
bver-all because of new brands com 
he into the market. In 1951 alone 
pur new brands collectively took 
© of the Lamily preference. 


Using the same criteria as above, 
] might be revealing to see how the 
Wo leading brands penetrate the 
PWarious age—income levels per 


7" ol users who buy each 


Annual Family ! come 


' Age Under $4,000 

: Brond A BrandB Difference 
@ondUnder 17°, 16%, 1% 
@oandOver 17%, 16%, 1% 

$4,000 and Over 

$ Brand A BrandB Difference 
40nd Under 17% 13%, 4% 
41 and Over 21% 9% 23% 


Note that Brand B rates well with 
Brand A in both younger and older 


women under the $4,000) income 
level; however, moving into the 
higher income levels Brand A takes 


a definite 
especially 


superiority over Brand B, 
so among women over 40. 
concrete example of how 
a brand's strength or weakness hid 
den in a segment of the population 
can affect total market performance. 


This is a 


and the refine 
characteristics 


The trend preture 
ment of 
given here represents just one of the 
150 studied in’ the 
“1951 Consumer Analysis of the § 
Paul Market.” Similar information 
is available for foods drugs 
and toiletries home ap 
pliances, and miscellaneous. 


copsumer 


classifications 


“M mips 


beverages, 


Get analytical data on the per- 
formance of your product in the 
St. Paul Market. Specify the prod- 
uct or classification you are in- 
terested in and write Consumer 
Analysis, Dept. No. 11-A, St. Paul 
Dispatch-Pioneer Press, St. Paul 
1, Minnesota — the Northwest's 
Morning, Evening and Sunday 
newspapers with the market- 
tailored circulation. 


St Pant Dispatehy (ait. 


IA! LOR MADE C 


Pioneer Pressrgees 


| your baby has brought happiness 


” 


into your home. 

Ads ran in 15 newspapers June 
24 and 25, and follow-up insertions 
are scheduled for June 29 and 
July 1. Special display material 
and a sales training program will 
be used to promote the contest, | 
which is tied in with the Westing- 
house national Countess promotion 
on the refrigerators. Fuller &| 
Smith & Ross, New York, is 
WESCO’s agency. 


Opens Ad Personnel Office 

Sales Promotion, 1309 S. Detroit, 
Tulsa, has been opened as an em- 
ployment agency devoted exclu- 
sively to advertising personnel. 
Head of the new ‘company is Mrs 
Jeanne Alyea. 


Addresses Names Sheeran 

William A. Sheeran, formerly 
with Transit Advertisers, has been 
named sales manager of Addresses 
Inc., Camden, N. J., direct mail 
organization. 


National Advertisers Spent $20,322,339 
in 8,347 Weekly Newspapers During 1950 


New York, June 21—National 
advertisers invested an all-time 
high of $20,322,339 last year in the 


nation’s 8,347 weekly, semi- and 
tri-weekly newspapers. The 1950 
figure bettered 1949’s by more 


than $2,782,000 and improved the 
preceding year’s by upward of $8,- 
000,000. 

These figures were compiled by 
the American Press Assn., which 
made available to ADVERTISING AGE 
Statistics covering national adver- 


tising in weeklies since 1935. Here 
are the dollar investments an- 
nually: 

1950 $20,322,339 
1949 17,539,892 
1948 12,390,000 
1947 12,081,600 
1H6 8,920,800 
1945 7,596,000 
1944 7,038,000 
1943 6,559,200 
1942 5,180,400 
1941 5,925,000 
1940 5,868,000 
1939 5,522,400 
1938 5,407,200 
937 6,213,600 
1936 6,156,000 
1935 5,464,800 
e The American Press. Assn., 
which each month measures all 


national advertising appearing in 
a cross-section of the nation’s 
weeklies, told AA that volume for 


3 


a 


THE WORLD’S LARGEST 
SINGLE COMMERCIAL 
SHOPPING CENTER IS 
JUST ONE REASON WHY 


LONG BEACH, CALIFORNIA 


(Cia Made tha 0 fio! 


The May Company's $3,500,000 store is just 
one tenant in this vast construction project now 


underway in the Lakewood section of Long 
Beach. 

The PRESS-TELEGRAMI sells Lakewood 
just as it sells the rest of Long Beach. Reach 
the buyers in this fast growing area the one 


positive way. Your 


TELEGRAM goes to 


advertising in the PRESS- 


over 2 out of 3 Long 


Beach families, including Lakewood. No other 


medium can give vour 


LONG BEACH AN 
IDEAL TEST MARKET 
Relatively easy contre 
of important economic 
factors in this segre 
gated area will assure 
sound results that can 
be used with confi- 
dence elsewhere 


National Representative: Cre 


message such coverage. 


Press-Telegram 


IN LONG BEACH, CALIFORNIA 


smer & Woodward, Inc 


NATIONAL ADVERTISING 
IN WEEKLY NEWSPAPERS 


<> 
cE 


“ve 23% 


17.5 


one 
IN MILLIONS 
OF DOLLARS 


“4S “46 ‘47 


1935 1940 


“a4 


NATIONAL AD GROWTH-—Figures on 
dollar volume of national advertising in 
weekly newspapers have increased from 
$5,500,000 in 1935 to $20,300,000 in 
1950, according to data compiled by the 
American Press Assn., which bases its 
figures on monthly measurements of ail 
national advertising appearing in a cross- 
section of the nation’s weeklies. The first 
four months of 1951 paralleled the rec- 
ord-breaking year of 1950 “‘fairly 
closely.” 


the first four months of 1951 par- 
alleled the record-breaking year 
of 1950 “fairly closely,” but said 
that there was a slight drop noted 
for the month of April. 

Here are some statistics for 
April. The sample check (cover- 
ing 64 of the better weeklies—all 
members of Greater Weeklies) in- 
dicated that the average of this 
group ran 12,204 lines of national 
advertising during the month. The 
highest individual paper was the 
Red Bank Register in New Jersey, 
which set 
ads; lowest was the Telephone 
Sylvania, Ga., with 2,775 lines. 

According to the APA, the $20,- 
322,339 spent on national adver- 
tising last year paid for a total 
of 580,638,254 lines. This repre- 
sents a gain of 13% over the 1949 
linage and 65% over that of 1948. 


in 


@ Other statistics on weeklies: Ad 
rates have risen an average of 
6% during the last vear, and the 
line rate is now 3.725¢ (or 52¢ 
an inch), compared with 3.5¢ (49¢ 
an inch) a year ago. Average cir- 
culation per paper is 1,653 (in 1949 
it was 1,586), and the total circu- 
lation of the 8,347 papers of paid 


June 25, 1951 


Advertising Age, 


circulation in towns of less than 
50,000 population was 13,797,852. 

The American Press Assn. is 
currently intent on a pitch to ad- 
vertisers and agencies which points 
out that 53% of American con- 
sumers live in “Bigtown U.S.A.” 
—towns of under 10,000 popula- 
tion. The association stresses that 
1,832 of the 3,069 counties in the 
U.S. do not have a single daily 
newspaper published within their 
boundaries. These counties, with 
their 80,000,000 combined popula- 
tion, the APA says, “depend for 
news of everything most impor- 
tant to their welfare on their local 
weekly newspaper.” This medium, 
the association adds, has a proven 
coverage of more than 80% of the 
families in its own market trad- 


| ing area. 


29,780 lines of national | 


e Part of the promotion of week- 
lies as a profitable medium for 
national advertising is a research 
job which thus far has encom- 
passed papers in 22 states. All pa- 
pers are affiliated with the Amer- 
ican Weekly Newspaper Publishers 
Council. The papers are here eval- 
uated and rated on local news, 
local advertising and cost per 
thousand circulation. The studies 
are conducted by the Community 
Research Bureau, Ridgewood, N. 
J., an independent group special- 
izing in the study of newspapers 
and newspaper markets. 

Purpose of the bureau’s work 
is to “(1) analyze and evaluate 
weekly newspapers and their mar- 
kets and rate them accurately and 
with complete objectivity; (2) 
present the organized weekly 
newspaper market in practical re- 
ports for the profitable use of ad- 
vertisers and advertising agencies, 
and (3) with the end result that 
the productive weekly newspapers 
with their intense reader interest 
and influence may serve as a pipe- 
line to the rich reservoir of sales 
in the unexploited, high-income, 
non-city markets of America—a 
practical guide to the profitable 
use of good weekly newspapers.” 


e The formula used in rating the 
papers includes the following four 
major factors: 

(1). The circulation of the news- 
paper, which is verified by ABC 
reports or checked by means of 
sworn circulation statements pub- 
lished and filed with the Post Of- 
fice Department. 

(2). The advertising rate, which 
is reduced to the common de- 


That's net the only difference 
Buenos Aires and the rainy season in Mexico City. 
PORT BUSINESS IS LOCAL Too and that means LOCAL MEDIA. 


HOW? JUST ASK POWERS 


It costs no more than a telephone call 
or a 3c stamp to send for the folder describing our services to advertisers 


Summer in New York is winter in 


That's why ALL EX- 


ocean and listing the LOCAL 
ADVERTISE 7 I A we represent 
| pee ss 
JOSHUA B. POWERS, Inc. 
345 Madison Avenue 
Branches: London Paris Buenos Ai Mexico Ci i 
Agents: Rio de Janeiro —_ Suan a ‘Chile ae 
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ALL WEEKLY NEWSPAPERS WITH A.B.C. CIRCULATIONS 
OR WITH SECOND CLASS POSTAL TS 


Advertising Age, June 25, 1951 


PUBLISHED IN TOWNS UNDER 50,000 POPULATION 


Coapiled APM ZT, 952 


no. OF TOTAL Tor ESTIBATED 

STATE PAPERS Rares CIRCULATION __BEADERSHIP 
ALABAMA 123 4.66 234,744 1,173,720 
ARIZONA 29 1.31 37,159 185,795 
ARKANSAS 138 4.50 206,053 1,030,265 
CALIFORNIA 406 19.98 781,816 3, 909,080 
COLGRADO 118 3.91 132,473 662,365 
CONNECTICUT 45 2.40 106, 7% 533, 980 
DELAWARE 16 70 37,265 186,325 
FLORIDA 125 $.91 200,554 1,002,770 
GEQRGIA 188 6.23 256, 985 1,284,925 
TDAHO 79 2.68 107,365 $36, 825 
ILLINOIS $48 21.48 900,149 4,500,745 
INDIANA 244 7.76 345,617 1,729,085 
lowa 397 12.26 597,438 2, 987,190 
KANSAS 327 9.74 397,829 1, 989,145 
KENTUCKY 150 5.39 280,051 1,400,255 
LOUISIANA 103 4.00 166,008 830,040 
MAINE 45 1. 98 102,603 $13,015 
MARYLAND 70 3.38 180,600 903,000 
MASSACHUSETTS 116 5.80 231,412 1,157,060 
MICHIGAN 288 10.50 $42,867 2,714,338 
MINNESOTA 372 11.49 529,506 2,647,530 
MISSISSIPPI 110 3.84 182,877 914,385 
MISSOURI 384 11.89 $65,977 2,829, 885 
WONTANA a4 2.95 108,741 $28,705 
NEBRASKA 261 7.87 303,240 1,516,220 
NEVADA 21 76 21,538 107,690 
NEW HAMPSHIRE “4 1.63 78,106 390,530 
NEW JERSEY 223 11.52 $S7, 940 2,789,700 
NEW MEXICO 42 1.70 59,193 295,965 
New YORK 456 21.42 862,309 4,311,565 
NORTH CAROLINA 148 $.30 301,248 1,506,240 
NORTH DAKOTA 112 3.69 163,661 618,305 
qnio 289 10.56 $43,711 2,718,555 
OKLAHOMA 240 8.23 308,412 1,542,060 
CREGON 100 3.80 148,106 740,530 
PENNSYLVANIA 297 13.45 676,806 3,384,030 
RHODE ISLAND 9 48 29,843 149,215 
SQUTH CAROLINA 73 2.59 134,583 672,915 
SOUTH DAKOTA 166 4.69 163,461 617,305 
TENNESSEE lla 3.81 213,706 1,068,530 
TEXAS $24 18.20 787,853 3,939,265 
UTAH $0 1.63 $5,702 278,510 
ve 26 1.03 41,811 209,055 
VIRGINIA 112 4.53 236,105 1,180,525 
WASH INGTON 132 5.33 204,740 1,023,700 
WEST VIRGINIA 9 3.62 193,278 966,390 
WISCONSIN 289 9.50 432,633 2,163,165 
WYOMING 38 1.22 49,782 248,910 
GRAND TOTALS 8,373 $311.00 13,797,832 68, 989, 260 


WEEKLY CIRCULATION DATA—Figures showing the number of papers in each state, 
total rates, total circulation and estimated readership—as shown above—were com 
piled by the American Press Assn. which, in turn, has made them available to 


Advertising Age. 


nominator of the cost of 1” of ad- 
vertising space per 1,000 verified 
circulation. 


to reach $1,000,000 in annual buy- 
ing power. 
(4). A complete analysis of the 


classified), which are evidences of 
coverage, reader interest and lo- 
cal market activity. 

The most recent study of this 
type covered weeklies in the state 
of Ohio. Non-city Ohio, it was 
found, spends $2,119,363,000. The 
total non-city (places under 10,- 
000 population) families in Ohio 
come to 942,100 

CRB found 58 papers worth rat- 
ing at “AAA” and another 51 at 
“AA”. These had a combined total 
circulation of 337,046 and an aver- 
age circulation of 3,092. Total cost 
per inch was $66.63 for both 


groups, and total cost per line was 
$4.76. Average cost per inch per 
thousand was 20¢ and the aver- 
age productive rate index (in ef- 


fect a market index figure) was 
6.6¢ 
Similar studies are now in the 


works on weekly newspapers in 
New York, Pennsylvania and New 
England 


se Meanwhile, the first weekly 
newspaper study on brand pref- 
erence was started last 
by the Greater Weeklies’ Asso- 
ciates. The initial report was com- 


year 
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pleted in April, 1951. Nearly 60 
types of products were mentioned 
in the New Jersey study, which 
was conducted and compiled by 
Fact Finders Associates, New York. 
Fact Finders is now launched on 
a similar study in Connecticut, 
which is expected to be ready 
early in September 

A spokesman for Greater Week- 
lies Associates, commenting on the 


New Jersey study, said: “The 
preferences shown on nationally 


branded merchandise in rural and 
suburban towns have _ provided 
(Continued on Page 104) 


The HOUSTON CHRONICLE 
is now Tin the nation 
in Total Advertising 


As measured for first three months 
of 1951 by Media Records, Inc. 


(3). The market factor, also re- 
duced to a common denominator 
of the cost of 1” of advertising 


newspaper, including weighted i 
credit for local news, pictures and 1 
advertising (both display and 


_ TOT 
ADVERTISI 
OF FIRST TEN 
NEWSPAPERS 


(BOTH SIX-DAY 


| ichigan 


{ LEAGUE OF HOME DAILIES AND SEVEN-DAY 
{ with unusually high city-and-farm home readership PAP a 
} covers “eae. 
2 Famili 
1 | 116,582 Families 
.? 
| WITH AVERAGE INCOME 
xg OVER $5,000 
. | Circulation 
CITY PAPER 1-1-51 
MICHIGAN LEAGUE OF HOME DAILIES 
: Albion Recorder 
| Big Rapids Pioneer 
Cadillac News 
} Cheboygan Tribune 
Coldwater Reporter 
| Dowagiac News 
i tGrand Haven Tribune 
Greenville News 
Hillsdale News 
Holland Sentinel 
Ionia Sentinel -Standard 
Ludington News 
Manistee News-Advocate 
emery Chronicle sa 
ery NRE wows... For the year 1950 The Houston Chronicle was tenth 
Niles Sta . . 
Petoskey News among the nation’s greatest newspapers in total adver- 
Sturgis ournal “o" m “ = ‘a . 
Taree Rivers oe tising linage. Its impressive rise to seventh is further 


evidence of The Chronicle's dominating position as 


} 
Ypsilanti Press 6.088 
: MICHIGAN'S UPPER PENINSULA —THE “BIG 5” GROUP 


Escanaba Press lo s *s > ere i T . , 
j Houghton Mining-Gazette I e ton om ere at family newspaper. To sell the South a 
Iron Mounta New J “ | . +n H 
iron Mountain nn Number One Market economically and effectively, use 
| Sault Ste. Marie News 9 y 
Ss S i P 
emeen Houston’s Number One Newspaper... 

' Wisconsin Rapids Tribune 7.952 
i Beer and Wine Only “ABC 
{ ; tAlcoholic Beverage Advertising Not Accepted 
{ ’ We have been experts in the small city field for over 35 years. Advertising can 
be placed in the above papers on the basis of one order. one bill, one check eS 

| The Houston Chronicle 
| SCHEERER & CO. é 


R. W. McCARTHY 
Advertising Director 


M. J. GIBBONS 
National Advertising Manager 


35 E. Wacker Dr. Chicago, IIL THE BRANHAM COMPANY 


National Representatives 


New York 


Detroit 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 38 CONSECUTIVE YE 
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Joins Klau Van Pietersom Joseph Coffin Joins KLAC-TV 
Larry Harris, formerly with Joseph Coffin, until recently 

Western Advertising Co., Racine, president of Tele-Que, Los An- 

Wis., has joined the staff of Klau- geles TV audience researcher, has 

Van Pietersom-Dunlap Associates, been named head of the new re- 


Milwaukee. Mr. Harris w 


Cli 
on 


One way 


w 
ORCESTE 


ill spe- search department formed by Sta- 


ilize in copy and contact work tion KLAC-TV there, effective 
the agency's industrial accounts. July 1 


Look at 
WORCESTER’S | 
Food | 


to evaluate THE major market 


in Central New England is through the food 
facts and figures recently released by Sales 
Management”. 
$146,132,000 in 1950 topped 1949’s figures 
by 9% and boosted the Worcester Market 
to 29th in food sales nationally. The average 
Worcester family spends $943 a year for 
food, 29% more than the average family 
in the nation! 


Worcester’s food bill of 


R’S WONDROUS TWing 


The way to the heart (and buying appe- — 
tite) of this Central New England Market {ae Quu.... 


is through consistent advertising in the | «#: 


Worcester Telegram-Gazette, the news- CS 


papers that cover the area with a circulation 


7 

in excess of 150,000 daily and over 100,000 as 

Sundays. 2. intensive 
newspaper 


*Copyright 1951, 


Power; further 


__ WORCESTE 


GEOR 


Sales Management Survey of Buying coverage 
reproduction not licensed. 


RAM -GAZETTE 


» MASSACHUSETTS 
E F Boorn Publisher - 


MOLONEY, ‘REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 


The HIGHEST PAID WORKERS 
IN WISCONSIN READ YOUR ADS IN THE 
EAU CLAIRE LEADER AND TELEGRAM 


EAU CLAIRE 


WISCONSIN CITIES in per capita Industrial Pay. 


The following is the average weekly earning figures for the 
past three years as reported by the Wisconsin Industrial 


Commission: Released 


Area 


EAU CLAIRE 


Menasha 
Jonesville 
Waukesha 


Beloit 
Kenosha 


Racine County 


Milwaukee County 
Neenah 

Wisconsin Rapids 
ALL WISCONSIN 


THE EAU CLAIRE LEADER and DAILY TELEGRAM 


morning 


Give 98% coverage in the Eau Claire City Zone plus concentrated coverage in 
the rural area radiating 50 miles from Eau Claire. 


SHANNON and ASSOCIATES, NATIONAL REPRESENTATIVES 


as usual LEADS ALL other 


March 15, 1951. 


1948 1949 1950 
67.77 69.57 77.47 
$59.60 $64.15 $68.23 
60.79 67.39 67.35 
62.10 58.50 67.14 
$60.86 $57.37 $66.72 
60.51 61.01 66.21 
63.27 62.12 65.98 
$60.53 $59.35 $65.61 
58.00 57.52 62.72 
56.87 57.86 61.93 
56.31 56.38 61.68 


evening) 


Approves the Anonymity 
The Creative Man Enjoys 

To the Editor: Anonymity has 
certain advantages for “The Cre- 
ative Man’s Corner,” which per- 
haps Mr. Kitner overlooked, in 
his complaint against the unknown 
author of this — in ADVERTIS- 
ING Ace (AA, June 4) 

If this c columnist were to reveal 
his name, wouldn't readers be 
likely to weigh his words on the 
basis of his connections, reputa- 
tion, experience, instead of the 
soundness of his logic alone? 

Under anonymity, the value of 
assertions pertaining to the criti- 


cism of advertisements depends on) 


what is said, not who says it. Per- 
sonal bias is lacking. If this col- 
umnist were known, this advan- 
tage to the reader would be lost 

It doesn’t seem to me to be a 
matter of timidity, but of truth 
and common sense. The critic can 
speak with more freedom, the 
reader can listen without pre- 
conceived attitude toward the 
author. 

The only advantage I can see 
from printing the name of this 
columnist would be to that small 
minority who may have disagreed 
with him. In their pique, they 
probably seek a target for their 
ire. They have been hit, and they 
want to hit back—but that 
wouldn't necessarily please any- 
body else 

P. M. JAQUEs, 
Wrentham, Mass 

It's nice to see a reader being 
kind to The Creative Man—and 
logical, too 


‘Ethical Cream Separator’ 
Gets a Challenge 

To the Editor: The Creative 
Man may be cornered at last. Can 
it be that he is the AA editor who 
blasted Colonel Springs awhile 
back? CM's May 21 column sings 
the same sad song of decency un- 
done, good taste knocked sprawl- 
ing in the coarse stampede for the 
Colonel’s coin. The same man 
might well have written both col- 
umns. Any odds? 

As for his opinions, the ques- 
tion would seem to be sunply this 
Is burlesque a justifiable edvertis- 
ing technic? I personally enjcy 
the bladder-thwack and pratfal! 
style of which weaver Springs is 
the unchallenged champ. His Gus- 
sie Moran ad ribbed a droll but 
outstandingly successful b-assiere 
campaign with the snap and fi- 
nesse of Sliding Billy Watson. It 
made me laugh. And it roused my 
professional admiration by the 
forthright way it sold Springs 
products. It never occurred to me 
that “human dignity” was taking 
a beating. I doubt that any minors 
were corrupted by it, or that any 
reader felt his or her life a poorer 
thing for having seen it. 

For contrast, or change of pace, 
I suggest that CM put through his 
ethical cream separator the ques- 
tion of accepting advertising for 
home hair coloring material the 
label of which must and does 
plainly state (in 5-point) that it 
“may cause blindness” if it gets 
in the eve 

EpmMonp G. THOMAS, 

Gray & Rogers, Philadelphia 

The answer to Mr. Thomas’ 
opentng query ia categorical No 


Wants Woolf Gospel Spread 

To the Editor: I think it would 
be a swell idea to reprint Woolf's 
“simple-minded” article in the 
May 28 issue of AA and offer it to 
any who would like to spread the 
gospel. 


If there ever was a time when 
admen needed a poke in the jaw! 


This department is a reader’s forum. Letters are welcome. 
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over the copy they write and spon- 
sor, it is now. To my mind, Woolf 
is your top contributor 
This town of Flint is full of the 
most atrocious retail copy Imagin- 
able. If I were young enough to 
be in the market for more than the 
few accounts I serve, I would not 
know where to go to solicit the 
accounts that would go for my 
Woolf-style copy 
HERBERT STALKER, 
Herbert Stalker Advertising, 
Flint, Mich 
a e o 


Republic Steel's Patriotic 
Theme Continues Popularity 
To the Editor: The new Repub- 
lic Steel campaign is attracting 
wide attention. I am _ enclosing 
black and white, and four-color ; 
reprints of the first two advertise- vate individuals 
ments. The second of these ads, An extensive list of other pub- 
on the American flag, appeared lications is being used, including 
slightly over a week ago and al- Time, Country Gentleman, Path- 
ready there have been requests for finder, Successful Farming, Ohio 
more than 150,000 reprints Farmer, U. S. News & World Re- 
This general program dates back P0Tt, and a number of publications 
to 1941. Each year since then, a Of a specialized character and 50 
part of Republic's annual appro- "€WSspapers in selected areas 
priation has been devoted to it Four-color pages will be used 
This program, during 1950, was in The Satu rday Evening Post and 
a contributory factor to the win- Country Gentleman, two-color 
ning by Republic of one of the top Pages in the other mass coverage 
five Freedom Foundation general ™4gazines, and black-and-white ‘ 
awards—for “its comprehensive S¢ratchboard illustrations. . .in the 
campaign to inform both employes "emainder of the magazine list 
and the public generally on the @nd in newspapers s 
economics of American life, utiliz- Hers A. SHUTTS, 
ing a wide and well-integrated Director, Market Development, 
variety of media.” This was the Meldrum & Fewsmith Inc., 


only award in this top classifica- Cleveland 
tion presented to an individual ° e e 
company 


The 1951 campaign got under Oiters Raleigh Help on Its 
way with a page in the April 21) Premium Commercials 
issue of The Saturday Evening | To the Editor: A loud Amen to 
Post—"That’s Right—Church your protest [Eye and Ear De- 
Closed.” partment] about the Raleigh ad- 
The second ad appeared May 19 vertising and its bite at the hand 
and was titled “Oh say can you of advertising that feeds it. 


see—”. Requests for both of these But you miss the point. So does 
ads have come from educators, Raleigh. 
high school and college students, The simple fact is, that pitch 


the clergy, American gion, ser- about “We can give premiums be- 
vicemen, business men, and pri- cause we don’t spend the money 


LA 


Time after time, TESTS have proven the 
accuracy of Sales Management's Test 
Market Survey of Agency and Adver- 
tising Executives, who said: ‘‘Peoria is 
the BEST TEST MARKET in the Midwest 
and One of the Best in the Nation.” 


PEORIArea, a self contained major 
market, is as far from Chicago (or St. 
Louis) as Baltimore is from New York 

and it's effectively covered only by 
The Peoria Journal Star 


* $512,028,000 Retail Sales ma 


Kemers balanced market well diversihed 
typical distributive outlets, too 


Cums HN, LP 


Now ... 100 THOUSAND Daily Circula 
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in advertising” 
justification. A defense. And when 
you begin to defend, the customer 
instantly smells a rat. 

Ask any auto or appliance sales- 
man. He has artful devices for 
Slipping out of that corner when 
a prospect puts him on the defense. 
“I’m glad you brought that up,” 
he'll say, “I'll get to it in just a 
moment.” But does he? Of course 
not. Or only after he has over- 
whelmed the prospect with all his 
own points of superiority. 

Only the stupid or inept sales- 
man will be sucked into arguing a 
point; put on the defense. The 
good one will tell you no sale 
is ever made because of your de- 
fense; only in spite of it. 

What Raleigh needs is help. A 
little sharper merchandising think- 
ing; a little better knowledge of 
the human mind. Let’s help them. 

What should Raleigh’s pitch be? 
Why simply this: 

“And besides ALL this, with 
Raleighs, you get PREMIUMS! It’s 
our way of saying ‘thank you’ for 
your business. A sort of profit- 
sharing plan that we can have 
because you buy so many Ral- 
eighs!” 

Raleigh's 


thinking is a com- 


mon kind—the kind that comes 
from the advertiser or agency 
looking all the time over his 


shoulder at what his big competi- 
tors do, that he can't do. It’s an 
inferiority complex. Too bad; 
they'd sell more cigarettes with an 
attack instead of a defense. 
ALBERT COUCHMAN, 
Couchman Advertising Agen- 
cy, Dallas, Tex. 
. e 7 


AA Takes a Bow 

To the Editor: I appreciate the 
generosity with which ADVERTISING 
AGE handled my recent University 
of Missouri speech. I was also 
greatly interested in your editor- 
ial on forced combinations. Your 


is an excuse. A! 


conclusion seems to me completely 
sound, namely that combination 
rates make sense when they are 
sensible and don't make sense 
when they aren't. 

I read ADVERTISING AGE each 
week with real interest. I think 
you are putting out an excellent 
publication and I congratulate you 
on it. 

JOHN COWLES, 

President, Minneapolis Star 

and Tribune, Minneapolis. 


Research Wasted Seeking 
Mass-Produced Item Market 

To the Editor: Your editorial 
appearing in the June 4 issue, 
“Opinions Are Fine, But—” hits 
the nail on the head. Congratula- 
tions. 

In our opinion, too much re- 
search money is being spent in 
asking questions of people who 
may or may not be able to give you 
a rational answer and too little 
on the study of the-actual pur- 
chase situation. A part of this is 
the research which attempts to 
define the particular unique char- 
acteristics of the buyers of a spe- 
cial commodity or brand. 

Our experience has shown that 
the great majority of mass-pro- 
duced items will sell to such a 
wide range of people that it is 
virtually impossible to direct any 
advertising media or copy specifi- 
cally to a specialized group. 

It is far better for this type of 
product to concentrate on the oth- 
er considerations, such as cover- 
age, continuous impact, the pri- 
mary virtues of the procuct itself. 
It’s important, of course, to dis- 
tinguish between the mass-pro- 
duced item of broad appeal and 
the special-purpose item, but un- 
fortunately I have noticed scme 
growing tendency on the part of 
manufacturers of mass-produced, 
mass-distributed items to devote 


Keep Your Eyes on Charleston, S. C.! 


OFFICIAL FIGURES AND THIS MAP 


TELL OUR AMAZING STORY 


CHARLESTON’S CITY LIMITS HAVE NOT BEEN 
EXPANDED.IN MORE THAN 100 YEARS! 


BUT — Population Has Expanded Throughout 
the Metropolitar. County Area! 


8 ple 
OUTLYING AREAS COOPER 
1 RIVER 
WEST 724 “. 
ASHLEY % 68243 «1 Charleston's 
DISTRICT Xe Sey ’ preety vane 
18,975 yy Q County Area 
mn? (Dotted Lines 
Indicate the City 
f e—— t Harbor Limits) 


OUTLYING AREAS 
12,259 


A Population Gain of 36% 
for Charleston Metropolitan County Area 


U. S. CENSUS 1950 FINAL FIGURES 164,856 

AN INCREASE OF 43,751 SINCE 1940 CENSUS 
This surpasses anything in South Carolina. The 
gain alone exceeds the present total popu!ation 
of any of 31 of South Carolina's 46 counties! 


Charleston is the County Seat of Prosp 
Charleston County, which forms the Metropolitan County Area. 


in 10 Years 


and Growing 


good research dollars to the ilu- 
sive search for some specialized 


group which buys their product 
with great loyalty and only 
theirs. 


A. C. NIELSEN JR., 
Administrative Vice-President, 
A. C. Nielsen Co., Chicago. 

e 7 e 


Blockade—Continued 

To the Editor: I read with great 
interest your editorial about Dud- 
ley LeBlanc in AA of May 14, and 
I agree 100% with AA's state- 
ments. 

Maybe you'd like to know what 
some of the newspapers are doing 
about it. Just recently several Chi- 
cago dailies ceased accepting Had- 
acol advertising on the ground 
that Hadacol was using children’s 


We have carried our last line of 
Hadacol copy, too. We discovered 
that the LeBlanc outfit was send- 
ing mats and orders directly to 
druggists with instructions that 
they insert it in the newspaper at 
the lowest possible rate, while 
Hadacol “kicked back” 75% of the 
cost to the druggist. 

I rather imagine the rest of the 
South Dakota papers—dailies, at 
least—will follow in our footsteps 
The use of children’s testimonials 
left a bad taste all over the state 
High alcoholic content is being in- 
vestigated by the state agricultural 
department and it may be found 
that the sale of Hadacol is in con- 
flict with the state liquor licensing 
laws. 

It’s a flagrant violation of good 
advertising taste for radio to con- 
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these tactics 

I believe your editorial was the 
first step in the right direction, 
and that it should be followed up 
by other steps which might force 
the enforcement of pure food and 
medical laws which would close 
down the LeBlanc million-dollar 
operauion, 

Hadacol’'s popularity stems from 
the South, where poor salaries do 
not allow the majority to purchase 
liquor, and Hadacol, with its high 


alcoholic content, is a “way out” 
at a cut-rate price 
M. E. York, 
Advertising Manager, Rapid 
City Daily Journal, Rapid 
City, S. D 
. . 7 
Backs Editor on Good Taste 
To the Editor Your = article 


THE CHARLESTON EVENING POST 


Bu) The News and Courier | 
CHARLESTON, SOUTH CAROLINA 


REPRESENTED BY THE 


JOHN BUDD CO. 


testimonials in its advertising. 
Hadacol, you know, contains a 
terrific amount of alcohol. The II- 
linois legislature recently enacted 
a law which provides that labels of 
medicants must state the alcoholic 
content. I believe Wisconsin is do- 
ing something about it, too 


tinue to 
so many programs. 


unstintingly 
too, and 


have given 
publicity space, 


“plug” for free Hadacol in 
A good many 
newspapers, mostly small weeklies, 
of free 
I think 
it’s time something is done 
it. The South Dakota Press 
recently sent out a warning against 


There’s a 


No v's the time to hit this’ Sales 
Management “high-spot” market! 
Greater Muskegon, with its Booth- 
published Muskegon Chronicle, 
is one of Michigan’s favored 
markets . . . the fastest growing 
industrial market in the state 
... @ metropolitan area now over 
100,000 and still growing fast. 


A. H. 
For meer facts, call— 


TiO E. ated Street, 
New York 17, New York, 
( Murray Hill 6-7232 


Muskegon Chronicle 


one of x Booth Michigan newspapers 


“Responsibility for Good 
All Advertising” 
current ADVERTISING 
well done 
Congratulations! 
Lee P 
of Advertising, 
& Marx, 


AGE 


about 
Assn Director 


Schaffner 


The Muskegon Chronicle for 10 
years has led all Michigan dailies, 
of 25,000 circulation and over, in 
net-paid circulation gains. Don't 
forget you can select your 
markets with newspapers. Select 
a Booth market and you get a 
great market and a great paper! 


40,236 daily net paid 


The John E. Lutz Co; 
435 N. Michigan Avenue; 
Chicago 11, Illinois, 
Superior 7-4680 


Taste in 
appearing in the 
is very 


HENRICH, 
Hart 


Chicago. 
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National Advertisers Spent $20,322,339 
in 8,347 Weekly Newspapers During 1950 


(Continued from Page 101) 
agencies, advertisers and sales 
manegers with a new type of in- 
formation on the weekly news- 
paper market which promises to be 
of considerable help in the pur- 
chase of advertising to cover rural 
and suburban America 

“These studies,” he continued, 
“show conclusively that some of 
the popular brands in the 
large fall by the wayside 
when it comes to sales in towns 
of under 10,000." 


big, 


cities 


@ Though data on the market 
served by weekly newspapers and 
facts about the papers themselves 
are few, compared with other me- 
dia, a greater variety of informa- 


tion is available today than ever 
before 
For example, Readex studies, 


devised by. Robert Pendergast of 
the Pendergast Agency, St. Paul, 
have now been made by 36 week- 


lies, in cooperation with the 
Weekly Newspaper Bureau. 

The Readex method eliminates 
personal interviews in making 
readership checks. Delivery boys 
carry selected copies to readers, 
who are asked to 
from top to bottom, down the 
middle of every item and adver- 
tisement you remember was of in- 
terest to you when you first went 
through this paper.” 

A current Readex tabulation 
shows that 11 weeklies on which 
studies were made recently pro- 
vide readers for general ads at an 
average cost of 2¢ each for ads 
in the “most interesting half’ and 
at 2.4¢ per reader for ads in the 
“least interesting half.” 


@ The average size ad in the most 
interesting group was 400 lines, 
while least interesting ads aver- 
aged 150 lines. Least interesting 
general ads attracted 11% read- 


of Course You've Been Confused 


CATED 
ATIONS 


... but at long last here is an intelligent and 


authentic answer, developed by 


an An- 


tonio’s Trinity University. It is a complete 
report on every possible combination. Write 
for it or ask the John Budd man. 


The report gives dupliceted coverages of the 


twe evening newspapers 


— of the Morning 


Express and Evening News — the Morning 
Express and the other evening newspaper. It 
shows, for instance, that 72.9% of the Express’ 
city circulation goes to areas with average 
rental volues of $50 or more — 64% of the 
Evening News’ — 49% for the other evening 


n-wspoper. 


ee 


= 
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Clas 


SAN ANTONIO WS 
__"AN ANTONIO EVENING News | 


“draw a line} 


ership, while most interesting ads 
pulled an average of 33% of the 
readers. 

The tabulation prepared by 
Readex contains comparisons of 
the data cited with similar data 
from Readex studies of dailies, 
farm papers and magazines. 

The readership data also has 
been analyzed according to the 
classifications of advertisers. The 
Weekly Newspaper Bureau and 
the National Editorial Assn. have 
studies showing the cost per inter- 
ested reader for passenger cars 
and trucks, oil and gasoline serv- 
ice plants, farm implements and 
for all types of beverages. 

In addition, the bureau has 
compiled preliminary tabulations 
covering circulations and basic 
market data in weekly newspaper 
markets. The report is based on 
questionnaires which, thus far, 
have been returned by about 24% 
of all weeklies. 


@ The report shows that the aver- 
age weekly has a circulation of 
1,685, of which 1,476 (86%) are in 
the home county; 830 (48%) are 
in the home town; 646 (38%) are 
in other parts of the county and 
209 are located in adjacent coun- 
ties. An average of 47% of the 
readers of weeklies reporting were 


farmers. 

The average weekly contains 
10.7 pages, of which five pages are 
devoted to local news. Local ads 
average 655 inches, and classified 
advertising averages 2.85 columns. 

Data on retail outlets in weekly 
newspaper cities also is included 
Typically, the breakdown is as fol- 
lows: 

Grocery stores 

Drug stores 

Furniture stores 

Variety stores 

Dry goods stores 

Grain dealers 

Fuel dealers 

Farm machinery dealers 
Automobile agencies 

About seven months ago, News- 
paper Advertising Service, the 
business affiliate of National Edi- 
torial Assn., added a syndicated 
household forum feature for week- 
lies. More than 400 weekly papers 
now use the special food page pre- 
pared by NAS. In addition to the 
weekly page, the NAS also sup- 
plies (in mat form) an iliustrated 
food feature, prepared by a home 
economist representing food man- 
ufacturers, packers or food proc- 
essors. Other household editorial 
material also is supplied gratis. 


ure wenn 


Kenney Joins Cabbot Agency 
Charles A. Kenny, formerly edi- 
tor and publisher of Cats Maga- 
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zine, has joined Cabbot & Coffman, 
Pittsburgh agency, as director of 
public relations. Cats Magazine 
will continue to be published by its 
new owner, Raymond D. Smith. 


Two Appoint McKinney 

Brooke Engineering Co., Phila- 
delphia manufacturer of smoke in- 
dicating equipment, has appointed 
Harris D. McKinney Organization, 
Philadelphia, to handle its adver- 
tising and promotion. The agency 
also has been appointed by Hunter 
Spring Co., Lansdale, Pa., manu- 
facturer of precision springs, 
Neg'ator mechanical devices, spe- 
cialized testing equipment and 
stampings and assemblies. 


Lever Opens Plant in L. A. 

Lever Bros. Co. opened a $25,- 
000,000 soap, detergent and short- 
ening plant in Los Angeles on June 
19. Products to be produced there 
include Lux soap and flakes, Life- 
buoy, Rinso, Silver Dust, Breeze, 
Surf, Spry, and Good Luck marga- 
rine, mayonnaise and salad dress- 
ings. 


BAB Transfers Lee Hart 


Broadcast Advertising Bureau, 
New York, has transferred Miss 
Lee Hart, assistant director of the 
bureau in charge of the retail di- 
vision, to Chicago to work on 
special BAB projects, effective 
July 1. 
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whatever 
you do... 


_ DONT OVERLOOK 


NORTH DAKOTA! 


One of the nation's top wheat producing states, 
North Dakota has a chance to “strike it rich” in 
oil, too. But, regardless of what the future brings, 
impartial figures show that North Dakota families 
spend MORE—TODAY than do the families of 44 
other states.* To get action in this rich, responsive 
market, use the NORTH DAKOTA DAILIES—reach- 
ing 90% of North Dakota's farm and city homes. 
*Sales Management, 1951 Survey of Buying Power 
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Feature Section 


The Creative Man Likes Clarity 


Salesense in Advertising 


Can They Read the Welcome Mat? 


Tips for the Production Man 


; THE NATIONAL NEWSPAPER OF MARKETING 


‘Old Fashioned’ Ideas in Modern, Efficient Setup 
Build $18,000,000 Volume for Plough Inc. 


By S. R. BERNSTEIN 

This has been a terrific spring for Mem- 
phis, Tenn. 

First Billy Graham, evangelisi, came to 
town, and set the city of 400,000 buzzing 
with more excitement than anything that 
has happened since the Civil War. 

And then, last week, Plough Inc. for- 
mally dedicated its handsome new plant 
and general offices, and in the process 
staged a civic celebration of ten days’ 
duration, including guest appearances by 
Jack Benny and other topflight entertain- 
ers, the likes of which no citizen of Mem- 
phis has ever seen. 

There is some point to the juxtaposition 
of the Billy Graham revival meetings 
and the Plough dedication. The youthful 
evangelist drew crowds of 8,000 to 9,000 
people daily for weeks, and the mantle of 
Billy Sunday settled securely on his 
head as he brought a message of old time 
religion, in new and modern dress, to lo- 
cal residents. Abe Plough (pronounced 
like plow) and the drug manufacturing 
firm he has steered to eminence know 
something of old time religion, too—as it 
applies to business—selling to the small 
fellow, extending fantastic credit because 
“nearly everybody is honest,” and being 
strictly modern in an aura of old-fash- 
ioned personal business relationships. 


@ During 1950 Plough Inc., which in- 
cludes not only the manufacturing drug 
business but four major wholly owned 
subsidiaries—the Pantaze chain of drug 
stores in Memphis; Radio Station WMPS, 
local ABC outlet; Consolidated Distribu- 
tors, one of the South’s largest liquor 
wholesalers; and International Distribu- 
tors, which sells a line of drug sundries 
to jobbers—had total sales of $16,362,000, 
a gain of almost $900,000 over 1949, the 


ke 


company’s air conditioned offices. 


previous peak. The gain came almost en- 
tirely from larger sales of the company’s 
name brands; sales of subsidiaries were 
relatively unchanged. 

Earnings for 1950 “were the highest in 
our 43-year history.” Consolidated net be- 
fore taxes was $1,291,000, compared with 
$777,000 in 1949, and after taxes net in- 
come was almost $720,000, compared with 
$470,000 the previous year. 

So far this year sales are running at a 
rate of about $18,000,000, and Abe Plough 
and his associates see no reason why they 
should stop there. 


Plough Does It Ditterently 

Plough might be described as a “big 
small company” in a field in which such 
giants as American Home Products, Ster- 
ling Drug and Bristol-Myers do from eight 
or nine times to two or three times 
Plough’s volume. And Abe Plough is 
firmly convinced that one of the keys to 
his success is that he built his business 
primarily by cultivating fields which the 
bigger fry would have scorned. If he had 
tried to compete head on with the drug 
giants, he says, they could have made 
things really tough for him. 

But now Plough Inc. is firmly enough 
intrenched so that it doesn’t have to worry 
too much about competition—even the 
biggest. And one gathers that Abe Plough, 
a youthful dynamo at 59, is just a little 
tired of keeping out of the big fellows’ 
way, and is girding his loins for head-on 
battle, if that becomes necessary. 

The biggest single factor in this new 
sureness of Plough, probably, is its suc- 
cess with St. Joseph Aspirin for Children 
—an orange flavored product containing 
one-fourth the usual aspirin dose. The 
reason is a curious one: 

Plough’s business has been built in the 


PLOUGH TELLS A STORY—Gathered in Abe Plough’s office for a conference are Ray L. 
Sperber, advertising-sales executive; F. J. Condon, wholesale sales manager; Abe 
Plough, president; Harry B. Solmson, executive vice-president; and F. G. Morris 
advertising executive. Plough has no titles other than company executive titles, and 
the uniform of Plough executives is the white shirt worn without coat, despite the 
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CONSISTENT NEWSPAPER SPACE—A confirmed and consistent user of newspaper spé@te, 
Plough Inc. devotes the major portion of its budget, year after year, to straight selling 


product copy like this. Most products get consistent small space, but St 


Jos@ph 


aspirin, the leader of the line, and St. Joseph Aspirin for Children, the company’s 
current hot item, frequently are given the benefit of large newspaper space, as well 


as of magazine support. 


small towns of America. Its sales curve is 
pretty near the reverse of most of its 
competitors, bulging up in the small town 
and southern markets, and generally less 
hefty in the big cities and the Northeast. 
But the children’s aspirin—a pet project 
of Charles S. Drane, who was vice-presi- 
dent and director of advertising for 
Plough until his untimely death in 1950— 
reversed the normal Plough trend. 


@ The biggest market for the children’s 
aspirin was New York City the very first 
week it was introduced, and New York is 
still the biggest market. Furthermore, St. 
Joseph is still selling more children’s as- 
pirin than all others combined (the latest 
survey shows they have 70% of the mar- 
ket), although there are now 20 or 30 
competing products on the market. 

Both these interesting developments 
were new to Plough. It has no other lead- 
ing product in which New York delivers 
its best volume, and none in which it 
paces all competition throughout the 
country (although St. Joseph has been 
“the largest selling aspirin at 10¢” for 
many years). The happy events undoubt- 
edly contributed substantially to a new 
and pleasing feeling of confidence among 
the company’s executives. 


Background of the Business 

Plough’s father brought Abe to Mem- 
phis when he was 11 months old. The 
elder Plough had a furniture store and a 
family of eight children, and he wanted 
Abe to take over the family business and 


the family responsibilities 

But young Abe had fallen in love with 
the drug business at a tender age, and 
would have none of it. After performing 
such interesting feats of salesmanship as 
selling 60 handsomely engraved tomb- 
stones (“lost" by the Illinois Central rail- 
road) ‘to a local granite merchant by con- 
vincing him that it was easier to grind 
and polish one face instead of six, young 
Plough became a drug manufacturer in 
1908, at the age of 16 : 

He started out with Plough’s Antiseptic 
Healing Oil—a long since forgotten prod- 
uct. He produced 25 bottles a day, and 
made the rounds of local apothecaries 
with his horse and buggy, selling his out- 
put. Last year, the company produced 
more than 100,000,000 packages of some 
100 different products in about 143 sizes. 


@ Abe Plough was what one would prob- 
ably call a wagon jobber. He sold direct 
to retailers, and his business gradually ex- 
tended out south from Memphis, with its 
backbone being the small town stores in 
communities of less than 10,000. The busi- 
ness has grown in almost the direct op- 
posite pattern from most successful busi- 
nesses. From small town it seeped into 
the larger towns, and then into the bigger 
cities 

Instead of working outward from a cen- 
ter of population, the Plough distribution 
has grown by starting on the perimeter 
and seeping inward toward the center of 
population. In recent years it has devel- 
oped good distribution in the North and 
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its sales are growing in that area, but the 
South is stil] its principal volume market 
e The backbone of Plough’s business 
operations now are not essentially differ- 
ent from what they were 43 years ago 
Despite its growth and widespread dis- 
tribution, it is still primarily “the small 
manufacturer; it sells about half 


its total volume direct to retail accounts; 


man’s” 
it gives retailers (and wholesalers and 
jobbers, too) credit terms that seem fan- 
tastic; its products sell at moderate prices; 
its retail and wholesale margins are high- 
er than those allowed by most manufac- 
turers; and it advertises consistently 

The bulk of Plough’s business come 
from about 18 items, of which St. Joseph 
aspirin is far and away the volume lead- 
er. Other important products, in addition 
to the children’s aspirin, include the Pene- 
tro line of rub, nose drops and congh 
Medicated 
‘world’s largest selling heat powder,” and 


drops; Mexsana Powder, 
a number of other Mexsana products such 
as skin Moroline, a petroleum 
jelly; Mufti spot remover, lighter fluid 
and other products; and the Black & White 
line of creams and lotions 


cream, 


An Unusual Organization 
Almost everything about Plough organ- 
ization and operation is unusual in some 


ad 


brespect. For example, the company oper- 


ates two separate sales organizations 

one for direct sales, the other for the 
wholesale and chain store division. Ross 
Quincy is director of sales, and under him 
are a southern and northern retail mana- 
ger, each with four sales divisions under 
1is wing; eight retail division managers; 
und 75 salesmen calling on retailers. None 
f the 
lemphis, and none of them has an office 
each works out of his home, as do the 


division sales managers lives in 


5 members of the sales staff! 


There 1 i warehouse operation in 
Francisco, now 
hat Plough has bought Revelation tooth 


owder), but otherwise there are no dis- 


rooklyn (and in San 


rict offices. The direct sales force gets 
© a meeting four or five times a year, 
ut the normal contact between division 
anager and his salesmen is a long dis- 
ince call over the weekend 
»f course, division managers are working 
i the field with one or another of their 
- men all the time 


In addition, 


e@ The wholesale 
F. J 


ll wholesale 


division, in charge of 
Condon, includes a supervisor and 
alesmen, and operates in 
much the same way, as far as the in- 
dividual They 
call on drug, candy and tobacco whole- 


salesmen are concerned 


salers, wagon jobbers, grocery wholesal- 
ers, di goods, specialty and = supply 
houses, as well as handling direct drug 


chain accounts 

Plough has approximately 68,000 direct 
retail accounts on its books, and some 
7.600 wholesale and total vol- 
ume splits about evenly between the two. 


accounts 


In addition, the company’s foreign vol- 
Ramon R 
Diaz, who has been with Plough for 25 
of the 
total, with sales in 53 foreign countries, 
and the big volume in Latin America 


ume, under Vice-President 


years, represents better than 10% 


@ Plough got into the foreign field be- 


cause its medicated powder and other 


products were particularly popular in 
Texas, and business began to seep across 
the border. Penetro products are the big 
noise in foreign markets, with the biggest 
volume in Penetro cough drops. Aspirin is 
not a factor at all in foreign sales; in fact, 
there is no aspirin as such in these mar- 
kets, strictly 
guarded trade name. It became a generic 
term in the U.S. after World War I, when 
the original Bayer company was taken 
over by the Alien Property 
sold to American in- 


because the word is a 


Custodian 
and subsequently 
terests 

‘You might think we're competing with 


ourselves with this twin setup of direct 
says Mr. Con- 
‘bnt actually our best direct areas 
And 
we proved that to our wholesalers’ and 
our own Satisfaction seven years ago. 
“Mississippi happens to be one of our 
best states, on a per 


and wholesale accounts,” 
aon, 


are also our best wholesale areas 


capita sales basis 
So we took all our direct salesmen out 
of the state for a month, and we put some 
of our top men to work for a week with 
each wholesaler’s salesman. We were giv- 
ing a 162% free goods deal on our ac- 
counts and we allowed the wholesalers’ 
salesmen a cash bonus. We kept up the 
free goods offer for six months. But at che 
end of seven months without our direct 
salesmen making calls in the state, our 
total sales in Mississippi had dropped off 
40%! 

“We kept careful records during the 
whole period, and nobody has ever ques- 
tioned our policy since.” 


@ Plough sells on a “seven-point profit- 
protected sales plan” which embraces (or 
did until the recent Supreme Court de- 
cision) “fair trade at full prices; liberal 
ierms; real profit; relief from loading; 
repeat quality; cooperative salesmen; na- 
tional advertising.” 

Having been among the very first to 
fair trade its merchandise, Plough is as 
concerned as anyone about what the 
Supreme Court decision will ultimately 
mean. With fair trade, it consistently of- 
fered higher margins (a minimum of 15% 
to wholesalers and 40% to retailers) than 
its principal competition, as well as credit 
terms that do not seem believable, and 
and incident- 
ally one of the most substantial—advertis- 
ing programs in America 


one of the most consistent 


Deals, Margins and Credit 

Plough margins are expressed almost 
entirely in special offers—buy this much, 
get so much free, including a host of 
“ready packed” deals which include free 
goods and display materials. In addition, 
a number of special deals involving prod- 
uct sizes or combinations are always 
available to give the sales force a new 
talking point 

The direct sales force is expected to 
cover the 68,000 active direct accounts at 
least three times a year, and to keep 
in close touch with them at other times 
With the special offers, and credit terms 
which frequently allow the retailer to 
turn over the merchandise before he has 
to pay for it, the salesmen have relatively 
little trouble lining up orders 


@ Plough’s credit policy is simplicity it- 
would scare most 
credit managers to death. It has operated 
for 43 years on the theory that everybody 
is honest until proved otherwise, this 
reporter was told. “Therefore we will ship 
anybody a $36 order and give him from 
three to nine months’ time to pay for it. 

‘We can do it because we never double 
up. If our salesman doesn't collect for 
the first order, we never ship another 
until the first one is paid; and with a 
consumer demand for the products, they 
pay for the one order so as to establish 
credit for the next one.” 

Mr. Condon underscored his company’s 
pride in its liberal credit policy, and 
added the incidental intelligence that 
they were then (in May) featuring a deal 
“in which they get until October to take 
the cash discount.” 


self, even though it 


Sold on Advertising 

The importance of advertising in the 
company’s scheme of things is abundantly 
evident from a brief paragraph in Mr 
Plough’s annual report for 1950. 

“During the past year,” he said, “we 
continued to be highly conscious of the 
essentiality of advertising to the success 
of our business, with total media adver- 
expenditures in 1950 exceeding 
those of the previous year by over 22%. 


tising 
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research, enjoys publicizing the fact. 


made to simplify and clarify. Are 
“Visioneering—unlimited” as they 


oor 


And who can become interested in 
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The Creative Mans Corner 


Undoubtedly research plays a more and more important role in Ameri- 
can industry—and American industry, proud of its accomplishments through 


When it does, however, The Cor 


are in some of the products Goodyear 
research has made possible for home or industrial use? Are they as interested 


ae Goop/YEAR 


in the conceit that General Motors carries a torch for their comfort—or how 
GM eliminates drafts in its car bodies and seals them against the weather” 


transforming research into practical reality? What kind of practical reality? 
What did the chemical engineer actually produce? 

In this respect, Goodrich has shown the way for a good many years. This 
ad is one of the least dramatic of the entire series—yet it makes more sense 
and leaves one with a clearer impression of what Goodrich does through 
its research than any of the others. And, employing no tricks, the Goodrich 
campaign has enjoyed a consistently high Starch 
like information, clearly and simply presented. 
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ner wonders why some attempt isn’t 
people, for example, as interested in 
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Not only is advertising an efficient meth- 
od of promoting the immediate sale of 
our products, but it acts as insurance in 
the protection of that most valuable asset 
of our company—its brand names.” 
“We believe in advertising, and espe- 
cially in advertising,” Mr 
Plough asserted to your reporter. “The 
first piece of copy we ran was a 14-line 


newspaper 


ad in the Memphis Commercial Appeal 
in 1908, and we've been at it consistently 
ever since. In fact, over the years some 
30% of all the money we've spent on 
advertising has been in newspapers. 


e “One thing I got from CP. J. Mooney, 
the late editor of the Commercial Appeal 
which I have never forgotten. He used 
to say, ‘If you never stop telling ‘em, 
you'll never stop selling ‘em.’ And we 
haven't stopped. Our competitors have 
often used much larger space than we 
used, but we have carefully analyzed the 
size of copy we can afford and we have 
stuck to it, with real frequency and con- 
tinuity. 

“When we started making a little head- 
way, we sent out a letter to 400 newspa- 
pers. This was in 1910. We told them that 
if they’d sell us seven-line space we'd 
give them a non-cancellable contract for 
a year, three times a week. In those days 
all: newspapers built their advertising 
with the biggest ads at the bottom of the 
page and the smallest ones on top, so we 
pretty nearly always got top of column 
position. 

“The advertising worked, and at the 
end of the first year we stepped it up to 
14 lines.” 

Actually, the policy adopted 40 years 


‘ 

‘ 

‘ 

‘ 

the generality of a chemical engineer 

‘ 

‘ 

‘ 

‘ 

‘ 

‘ 

; 

And why not? People 4 
‘ 

‘ 

‘ 

‘ 

‘ 


ago is pretty much the same advertising 
policy that is followed now, on a consid- 
erably bigger scale 

Advertising is the special province of 
Frank Morris, who has been with the 
organization for 23 years and is still in 
his early forties. He was Charlie Drane’s 
right hand man, and took over on his 
death. But advertising and sales are not 
things apart in the Plough organization, 
and the two departments work hand in 
hand. 


How Advertising Operates 

Plough splits its advertising into “di- 
rect,” which includes newspapers, radio, 
TV, magazines, and other commissionable 
forms, placed through Lake-Spiro-Shur- 
man, Memphis agency; and “indirect,” 
which includes business papers, window 
and store display material, easel sales 
pieces, display containers, metal counter 
displays, etc. 

This year the company will spend a 
little over $2,000,000 in “direct” adver- 
tising, with about 60% of the total going 
to newspapers, 27% to radio, 8% to TV, 
and 5% to magazines, largely for the 
children’s aspirin. Another $500,000 will 
go into “indirect” advertising, including 
advertising department salaries and over- 
head. 

The media schedule calls for use of ove: 
600 daily newspapers, plus probably 1,- 
500 weeklies on the Western Newspaper 
Union list, and spot announcements on 
150 radio stations and 21 TV stations, 
plus space in Holland’s, Life, Parents’, 
Saturday Evening Post, This Week and 
Woman's Home Companion. 

The magazine space, as indicated, is 
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largely devoted to St. Joseph Aspirin for 
Children, but the newspaper and radio-TV 
advertising runs the gamut of the com- 
pany’s principal products. Plough 
to run three times a week on all prod- 
with ranging all the way 
from seven lines to full pages, deper.ding 
upon product, market and other factors. 
Not infrequently, it will have six or seven 
different product ads in the same news- 
paper. On 


tries 


ucts, space 


radio stations, its schedules 
range from four spots a week to 21, with 
about 10 as an average. 

Plough copy is straight product copy 
On some of its larger ads it tries to get 
a “A product of Plough Inc.” tagline at 
the bottom, but since the Plough name is 
not used on the products, the 
always And it 
product 


any of 
trade name is 
runs 


its own 


pushed 
ads: each 


how 


never omnibus 


no matter small, 


and stands on its own feet. 


gets ads, 


@ Setting a budget and allocating adver- 
tising costs are strictly scientific opera- 
tions with Plough, their base being a 
special statistical department equipped 
with an unusually large IBM punch-card 
tabulating system, where complete rec- 
ords are kept, on a monthly basis, of 
sales and advertising costs for 281 mar- 
ket areas into which Plough breaks down 
its domestic market. Individual 
on sales for each of these areas, by prod- 
uct, are kept, and monthly analyses are 
available on the 25 or so leading sellers 
in the line. In addition, the figures are 
further broken down, by 
by sales area, between direct 
retailers, and wholesale sales 
The advertising budget is set 
individual products, but the percentage 
of anticipated sales to be spent for ad- 
vertising varies not only from product 
to product, but also with the status of 
the particular product. In other words, 
the standing of the product in each mar- 
ket is taken into consideration, and 
greater percentages are allocated for 
products which require development than 
for products which are well established 


records 


product and 


sales to 


up by 


@ Usually Plough sets up_ individual 
schedules for key cities like New York, 
Chicago and Philadelphia. The majority 
of other markets are likely to be taken 
care of with eight different schedules of 
varying size space for aspirin, and per- 
haps two or three different 
schedules for other products. But in spe- 
cial situations the company does not hesi- 
tate to tailor-make a schedule for a single 
market. 

Every three months, or oftener if nec- 
the master sheets on sales by 
products for each of the 281 marketing 
areas are totalled and the advertising sup- 
port given each product in each terri- 
tory is allocated, so that a single 84x11” 
sheet contains a complete report on total 
sales, advertising and advertising as a 
per cent of sales, by products, on a six 
comparison. Another the 
same size, shows wholesale only, 
with the same breakdowns 


space-size 


essary, 


year sheet, 


sales 


Advertising Sold As Products 

Two of Plough’s most potent adver- 
tising and sales weapons—a calendar and 
an advertising clock—are not considered 
advertising at all; they are merchandise, 
and they are sold like any other mer- 
chandise. The calendars have a base price 
of $25 per hundred imprinted, and 
they are part of an annual deal. The re- 
tailer who buys 100 calendars gets with 
them, without extra charge, merchandise 
that retails at $25—or, if he likes, he 
can get an extra hundred calendars in- 
stead of the merchandise. The electric 
wall clock sells for $20, and it too carries 
with it merchandise that retails for that 
amount. 

Plough has been selling the clocks— 
they advertise St. Joseph aspirin—for 
about two years, and has managed to 
dispose of about 36,000 of them. The 
calendars have been sold for more than 
25 years. They are 13-sheet almanac and 


NEW PLANT—Operations previously scattered in eight different locations are 
tralized in the handsome new Plough plant and general offices. In 


A atl 


now cen- 


addition to the 


usual manufacturing and office facilities, the plant includes the largest printing plant, 


outside of a newspaper 


weather calendars of the type that city 
dwellers used to see more frequently 20 
years than 
the sales on these calendars alone should, 
to almost one-half of the 
America, exceed 5,000,000 


ago they do now. However, 


druggists of 


@ Which brings us, naturally, to 
the huge printing plant which is an in- 
tegral and impressive part of the impres- 
sive new Plough headquarters. This com- 
pletely 


quite 


believed to be 
plant in the South, 
and the largest of any kind, except for 
those conducted by newspapers, within 
a couple of hundred miles of Memphis. 
In it turned out the millions of 
calendars, as well as all of the company’s 
display containers, labels, circulars, car- 
tons, direct mail pieces, order books, let- 
terheads, office counter 
window streamers—practically 
form of printed the company 
uses, except for corrugated shipping con- 


modern plant is 


the largest “private” 


are 


forms, cards, 


every 
material 


Salesense In Advertising... 


Is It Fair to Pre-empt a Common Product Virtue? 


James D. Woolf, one 
of advertising’s great- 
est copywriters, and 
former vice-president 
of J. Walter Thomp- 
son Co., is writing this 
weekly series of copy- 
righted discussions on 
testegl ideas and basic 
advertising principles. 
AA readers will find 
instruction and enter- 
Mr. Woolf's cogent discus- 
sidelights on advertising 


Jim Woolf 


tainment in 
sions and 
successes. 


“Is an advertiser playing fair,” asks a 
correspondent of mine, “when he makes 
a big noise about a product virtue that 
is possessed by competitive products of 
equal quality? Through the strategy of 
pre-emption is he not likely to create the 
impression that his brand, to the exclu- 
sion of all others, can lay claim to this 
particular virtue?” 

Pre-emption is an old device in adver- 
tising. Whether or not pre-emption is good 
ethics or bad ethics depends, it seems to 
me, on the intent of the advertiser. When 
an advertiser deliberately seeks in his 
copy, through adroit phrasing, to de- 
ceive the reader into believing that his 
product is in exclusive possession of a 
quality that is common to the brands 
he competes with, he is guilty of sophistry 


for a couple of hundred miles in any direction. 


tainers 
The 
a sprawling, 


general office is 


modern 


new plant and 


completely manu- 
facturing, warehousing and office build- 
ing, covering nearly six and with 
250,000 feet of space. It 
houses more than 900 employes, and re- 


acres 
square floor 
places nine separate locations in Memphis 


in which various segments of the 


have 


com- 
pany been operating 
Ready for Expansion 

Plough Inc. has been a public business, 
with its stock listed on the New York 
Stock Exchange, for about 15 years, and 
it now has several thousand stockholders 
But in a is still a management- 
owned with Abe 
sonally owning about 20% 
and about 
another 20%, 

It is an 


sense it 
business, Plough per- 
of the stock, 
200 of the employes owning 
extremely diversified busi- 
with its retail chain, its ra- 
dio station (which also has an applica- 


ness, also, 


and sharp practice 

But he is perfectly within his moral 
rights, as I see it, to center all of his 
emphasis on a given virtue even though 
his competitors can, if they choose, make 
the same claim. He is not playing cricket 
only when and if, in some sly and cun- 
ning manner, he insinuates that his brand 
has a monopcely on the particular virtue 
in question 

Let us consider the hypothetical case 
of a foad specialty that is fortified with 
20,000 units of Vitamin A. Vitamin A, 
according to authorities, is of tremendous 
importance, as a growth vitamin, in 
the development of strong bodies, good 
eyes, good teeth. Our hypothetical man- 
ufacturer and his agency decide that 
here is a story that ought to be of great 
interest to parents. They proceed to pro- 
duce a campaign of advertising that 
plays up with strong dramatic emphasis 
the fact that their brand is fortified 
with 20,000 units of the precious vita- 
min 
@ It is true that competitive brands of 
this same food specialty are also sim- 
ilarly fortified. But our hypothetical ad- 
vertiser makes no mention of this fact 
in his copy. He ignores competitive brands 
completely, makes not the slightest ref- 
erence to them. He sticks strictly to his 
own knitting, confines his copy exclu- 
sively to the benefits he believes con- 
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tion in for a TV permit), its liquor dis- 
tributing business, and other subsidiaries 
Its corporate simple. Mi 
Plough is president, and Harry B. Solm- 
son is executive vice-president. An at- 
torney, Mr. Solmson handles the com- 
pany’s legal, financial and general man- 
agement problems. Vice-presidents are 
Raymond C. Carey, in charge of pro- 
duction; Mr. Diaz, who handles foreign 
business; John C. Dillon; Harold R. Krel- 
stein, who has charge of the radio sta 
tion. Charles A 
treasurer 


setup is 


Harrelson is secretary- 


‘ 
Cooperation Is Keynote 

The company is chary of operating 
titles, but Mr. Plough is proud of his 
team of 25 top operating men, who work 
in a spirit of easy, friendly cooperation— 
exemplified by the fact that it is ex- 
tremely difficult to find anyone from Mr 
Plough down wearing a coat in the of- 
fice. 

Much of Plough’'s success has been due 
to its ability to move with agility, and its 
willingness to do so. It has always been 
willing to buy small companies with 
products which seemed to fit into its 
line. Not too long ago Plough bought the 
Gets-It corn remedy business from Pep- 
sodent Co. for $85,000, and has built the 
item into a profitable addition to its 
line. Just a couple of weeks ago it an- 
nounced purchase of the August E. 
Drucker Co., San Francisco, maker of 
Revelation tooth powder. Mr. Plough 
thinks purchase of good little companies 
makes sense, and will probably continu® 
to look for them, as he looks constantly 
for good, young personnel. 


@ Abe Plough is wonderfully proud af 
his company’s handsome new headquare 
ters. It is a symbol of his success, but 
even more, it is an indication of things 
to come. Yet it is perhaps significant af 
the man that, as he drove this reporte® 
into town for a drink in his Peabody Hotdl 
suite after a long session at the new plan 

he went considerably out of his way 
personally deliver some copy to a news 
paper office because it was supposed to 
be there that evening and he was “going 
that way.’ H 


sumers will derive from using his prod- 
uct. There is nothing morally offensive 
in this procedure. His competitors had 
the same opportunity as he had to make 
important use of the Vitamin A story, 
but they chose to ignore it. I see no rea- 
son why manufacturer should re- 
frain from using it 


our 


Hopkins Made History 

The immortal Claude C. Hopkins made 
advertising history for Schlitz beer 
by dramatizing a story of purity com- 
mon to all good brewers. He went through 
the Schlitz brewery and was amazed at 
what he saw. “Why don't you tell peo- 
ple these things’?,” he asked the Schlitz 
management. “Why,” they replied, “the 
processes we use are just the same as 
others. No one can make good beer with- 
out them.” But Hopkins’ ideas won out, 
and the Schlitz campaign that followed 


he considered one of his greatest ac- 
complishments. “Again and again,” he 
relates in his biography, “I have told 


the simple facts, common to all makers 
in the line.” 

Mr. Hopkins’ Schlitz copy made no 
unfair comparisons with competitive 
brands of beer. He simply said, “Schlitz 
beer is pure and here is why.” On ethical 
grounds, speaking of comparisons, I be- 
lieve there is more to admire in the 
Hopkins theme than in Pabst’s boast- 
ful “The Finest Beer Served—Any where” 
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or in Hamm's doubtful claim: “America’s 
Most: Refreshing Beer.” 


@ I consider unfair the manner in which 


Colgate seeks to pre-empt certain re- 
search findings by playing up in big 
Gothic type the claim that “Colgate’s 
Cleans Teeth Best.” This is unfair be- 


there is not, as I understand it, 
one iota of scientific evidence that Col- 
gate’s does clean teeth best. But it would 


cause 


not be unfair of Colgate, in my opinion, 
if it without 
competitive brands a valuable ingredient 
that was, in Mr. Hopkins’ words, 
mon to all makers in the line.” If the in- 
gredient has real merit and benefits the 
people, and if Colgate decided the story 


dramatized reference to 


“com- 


had sales appeal, certainly Colgate would 
be under no moral compulsion to point 
its-copy that competitive 
possessed the same virtue 


out in brands 


Nearly all advertising that is compet- 


itive in nature employs the device of 
pre-emption in varying degrees. Libby's 
tomato juice, for example, makes the 


that it is “TWICE-RICH—Rich in 
Rich in Vitamins.” It is quite 
possible that other good brands are also 
this same but this 
Libby should refrain 
attention on the 
product. It is important 


claim 
Flavor, 
“twice-rich” in way, 


is no reason why 


from focusing double 


richness of its 


Tips for the Production Man... 


to note that Libby employs the simple 
adjective “rich” and not the superlatives 
“richer” or “richest.” 


@ Today nearly all reputable 
are about on a par. Only rarely is the 
copy man assigned to a product that 
possesses an exclusive virtue of first- 
rate importance. Commenting on _ this, 
Claude Hopkins writes: 

“The article is not unique. It embodies 
no great Perhaps countless 


products 


advantages. 


people can make similar products. But 
tell the pains you take to excel. Tell 
factors and features which others deem 


too commonplace to claim. Your product 
will come to typify those excellencies. 
If others claim them afterward, it will 
only serve to advertise you. There are 
few advertised products which 
be imitated. Few who dominate a field 
have exclusive advantages. They 
were simply the first to tell certain con- 
vincing facts.” 


cannot 


any 


Not always but in most ad- 
undertaking 
seek 


brands 


instances 
vertising 1S a 
Advertisers 


competitive 


quite properly con- 


sumer preference for their over 
rival brands. Answering my correspond- 
ent, I think it ethical to be 
“the first to tell certain convincing facts.” 
What is 


business 


is perfectly 


important, in terms of decent 


practice, is honorable intent 


Take Another Look at That Proof! 


By KennetH B. BUTLER 
Rated as No. 1 in my book of the least 
enviable jobs in graphic arts production 
is that of running a proofreading depart- 
ment. After you have looked at the illus- 
tration herewith showing errors in proof- 
reading stories, don’t sneer. It may be 


Quality in Print 


Proofreading 
As Art and 
Challenge 


By PRICE GITTINGER 


one of the most fascinating. It's 

challenging, too. You won't ever 
go to sleep—if you're a good proof 
reader.” 

That's how Mrs. Leila Cornelison, who 
supervises proofreading for Better Homes 
& Gardens and Successful Farming, looks 
at a journalistic job that is often regard” 


as a chore Per mt 


But you can't b 
«v@ an in 


unless vor 
wving that causes you 
.« away every bit of information 
you run across 
irs Canelison lives up to her own 
we f + r flashi t ves 
tL, jualifications. Her flashing brown e} 


/ and her eager conversational style quick 


MPa et tne nt is an art—and 


ly tell of her own interest in life. The 
mother of a grown family, Mrs. Cor 
nelison took a job teaching to help relieve 
the teacher shortage during the war 
but soon moved on to the Meredith 
Publishing Company where she is now 
supervisor of the order, handling and 
make-up section 


Wish to relate a few observations on the 


art: 


@ |. Read the big type carefully. Either 
large type is harder to read or production 
men take it for granted, for 
headlines seem to creep through all too 


Proo| 


errors in 


THOSE ODD YEARS 
“L have been doing this f > dd 
years.” Shouldn't this be thiPty=fdd to 


imply some number between thirty and 
forty? Surely it doesn't mean 1921, 
1923, 1925, ef cetera. Nor that life was 
peculiar during thirty years 

The hyphen really is needed for 
comprehension at a glance. Most of 


us have “odd” years now and then, 
but we don't talk about them. 


OUR PET ERROR 

INLAND PrinTeER has-been so free 
from bape exxors, but I must 
tell you of one ound on page 39, 
middle column, January issue: “L3@* 
How do such errors creep in? Ho 
How many, many similar cases I've 


NO ONE SEEMS EXEMPT—’Taint easy to spot those typographical blunders, as these amusing 
errors from Sigma Delta Chi's “Quill” and from “Inland Printer” quite nakedly re- 


veal. The typos appear in articles about proofreading 


(and let's hope this article 


miraculously manages to appear without a typo in it!). 


happening to you right this minute 

Errors in proofreading are the darndest 
things to find—before publication. The 
English language, Linotype operators, 
proofreaders and compositors all con- 
spire to defeat you. 

This column is not a treatise on proof- 
reading. Mr. Joseph Lasky has written a 
superb book covering this subject. I only 


frequently 

2. After you have sent copy to the print- 
er, request a galley proof and read the 
galleys twice—the first time to see how 
many writing and editing boners you 
pulled (and to correct them); the second 
time as pure proofreading, reading each 
word letter by letter. This is the time and 
place to proofread text material. It is the 


least expensive place to make changes. 
Your copy, being separated from full-page 
makeup, gets your complete attention. 

3. When you have read page proofs for 
errors, read again. On your first reading 
you were noticing page effectiveness and 
spacing more than you were possibility of 
error. 


s 4. Read the entire page, even folio lines 
and footnotes. The other day I saw a 
proof gone over three times and given an 
okay. Yet the folio line at the top was 
upside down! 

5. Let another person, who had nothing 


The Eye and Ear Department... 


Advertising Age, June 25, 1951 
to do with writing, editing the copy, or 
proofreading—read it for sense. Some of 
the gravest errors concern words that in 
themselves are correctly spelled, but are 
not the right word. Such as “it” for “in,” 
“county” for “country,” etc. 

6. Take one last look before you put 
your initials on the proof. Some produc- 
tion men carry this out even to the point 
of insisting on a press sheet so they can 
take one last gander. From a cost point 
of view this is not recommended, but it 
is surprising how often an error stares 
you in the face that you've passed over a 
dozen times! 


The Big Idea Trails Behind 


“The Big Story,” presented Friday 
nights over NBC-TV, has a big idea be- 
hind it—the dramatization of an actual 
news story as lived by the reporter who 
wrote it. Unfortunately, as actually pro- 
duced, “The Big Story” leaves the big 
idea much too far behind 

There have been many exciting, dra- 
matic and important news stories uncov- 
ered by the men of the press. These, how- 
ever, don’t appear on “The Big story,” 
which concentrates chiefly on minor mur- 
der mysteries—and becomes, as a result, 
little different from the many run-of-the- 
mill murder mysteries that clog most of 
the channels today. “The Big Story” is not 
only run-of-the-mill but is presented in 
run-of-the-mill fashion 

Regardless, “The Big Story” 
prove an excellent press 
cle for its sponsor, Pall Mall, since it in- 
volves recognition of an actual newspa- 
per and the presentation of the Pall Mall 
Award to the reporter who covered the 
event. And, despite the quality of the 
presentation, it still results in a free plug. 

The commercials are run-of-the-mill, 
too—following the general pattern of so 
many TV commercials that rely chiefly 
on the repetition of a gimmick. A number 


should 
relations vehi- 


Employe Communications... 


But Can They Read 


By Rospert NEwcoMB and MArG SAMMONS 

In most regions this is the Hour of the 
Plant Open House. For the next several 
weeks open house committee chairmen 
will be studying the weather reports like 
Paul Richards of the Chicago White Sox. 
They too will hope for sunny skies, large 
crowds and good luck. 

Most open houses are successful. Those 
that are notable failures fail because 
someone overlooked not the big things, 
but the little, obvious things. Not long 
ago the Ingersoll Products Division of 
Borg-Warner Corp., Chicago, staged what 
seems to have been an effortless success, 
which is naturally the hardest type to 
stage. In the belief that committee chair- 
men for open-houses-to-come might 
benefit from a check-list of some of the 
features—large and small—that made it 
good, here it is: 


e First, the guests registered in a large 
tent outside the plant entrance. The com- 
pany thereby secured a useful mailing 
list for possible future mailings of com- 
pany news. It provided a list also so 
that the company could thank guests 
by letter for having come. 

Guests were grouped automatically by 
putting them on buses the company had 
standing at the tent entrance. The buses 
took each group about a half mile to the 
starting point of the tour. (This is where 
the raw material is first fed into the 
rolling mill.) A guide went with each 
group to keep guests in line. 


A small information booklet was 
handed each guest at the start of the 


tour, with much of the pertinent infor- 


Jean Pugsley (right) plays the role of Kathryn Stefan, 

Richmond News-leader reporter, in this scene from 

The Big Story,” which re-enacted her prison ex- 

perience as a teen-age delinquent. The prison ma- 
tron is Betty Garde. 


of male voices chant, “Guard against 
throat scratch.” Dashes, representing 
smoke, travel through a Pall Mall. And 
a male model puffs on a Pall Mall and 
endeavors to register satisfaction, looking 
at the cigaret he has just taken out of his 
mouth as if it were the first one he ever 
puffed. Like the show, the commercial 
suffers from mediocre production. 


the Welcome Mat? 


mation in it. Although the guides were 
trained to know the answers to most 
of the questions, the booklet saved wear 
and tear on guides because it was practi- 
cally impossible to be heard above the 
noise of the mill. 

At the end of the tour, company prod- 
ucts were exhibited, tied in with a double- 
spread blowup from the employe publi- 
cation, “Ingersoll News.” Other large 
murals gave details of what guests had 
seen in the mill. Just before guests left 
the display area, they were given sou- 
venir booklets with key chains. They 
passed from here to the tent for refresh- 
ments. 


8 In spite of almost constant rain during 
the two days of the affair, almost 7,000 
people visited the plant. The open house 
was promoted through several means— 
paid advertisements in 14 area newspa- 
pers, picture displays in shop windows 
and banks, and liberal news coverage in 
the press. Special arrangements were 
made to handle the high school children 
—the company set aside a morning period 
for them on each day, with the bulk of 
the crowd coming in the afternoon and 
evening 

Although this was the first open house 
in Ingersoll’s history, many of the guests 
had attended other companies’ open 
houses. They were quick to label the 
Ingersoll affair a success, and the rea- 
son was crystal clear to any seasoned 
plant tourist: It was well handled. Credit 
goes to a committee headed by G. E. 
(Gabe) Danch, assistant to the president, 
and a frictionless committee. 


| 
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Now Freedom 


OU 


ANNIVERSARY—This is the special copy 
prepared by the Advertising Council and 
the American Heritage Foundation for 
the 175th anniversary of the signing of 
the Declaration of Indep leo 
Burnett Co. is the agency, with Aitkin- 
Kynett Co. handling special copy for 
Philadelphia and Pennsylvania, which or- 
ganized a four-day celebration on 48-hour 
notice. Similar observances are expected 
in 59 cities. 


Barrage of Ads 


Heralds 175th 
‘Fourth of July’ 


New York, June 19—-If the Ad- 
vertising Council and the Ameri-| 
ean Heritage Foundation have 
anything to do with it, you'll re- 
member this Independence Day 

For July 4, 1951, is the 175th) 
anniversary of the signing of the| 
historic document, and plans call 
for a “Year of Rededication,” with 
more than 50 cities already lined 


| 
up to make this a great Fourth of | 


July. 

Significantly, Philadelphia is the 
first city to begin the drive, and 
will hold a four-day celebration, 
called Independence Homecoming. 
The program will be broadcast and | 


ing manager of Armour & Co., as| 
coordinator. The Philadelphia task 
force is headed by Brig. Gen. 
Frank L. Howley, military gov- | 
ernor of Berlin during the air- 
lift. | 

| 


e The Council has distributed 13,- 
000 complete newspaper kits con- 
taining 16 advertisements for lo- 
cal sponsorship, ranging in size} 
from 1,500 to 100 lines. Special 
ads were prepared for the 13 ori- 
ginal states. House magazine ad- 
vertisements and an editorial went 
|to 6,000 house magazine editors. 
| American Magazine and Collier's 
| will have special editorial treat- 
|}ment, American carrying a full- 
| page ad, Collier’s devoting its July 
7 cover to the anniversary. 

The outdoor advertising indus- 
try will contribute 5,000 Freedom 
posters in July, and the transporta- 
tion advertising business will show 
90,000 car cards. 

The drive also utilizes the radio 
allocation plan of the Council and 
a special TV kit. 


4 Join Metro Group Sales 


Metropolitan Group has ex- 
panded its sales staff with four 
new account executives Roy 
Wright, formerly vice-president 
and director of advertising of Bet- 
|ter Living, and Thurston Shays, 
formerly with the National Broad- 


casting Co.’s network sales staff, 
| will join the New York office 
| Frank W. Chaffee, formerly vice- 
| president of LeVally Inc., Chicago, 
and Carl F. Schmidt, last with 
| Parade in Detroit, will join Metro's 
| Chicago office. 


Boscul Sets Premium Drive 


William S. Scull Co., Camden, 
N. J., as a sales incentive for Bos- 
cul coffee, is offering an Encore 
DeLuxe camera for $1 and the 
last inch of the unwinding metal 
band from a Boscul tin or the 
name Boscul clipped from the bot- 
tom of a bag. The company will 
promote the drive in Philadelphia | 
Inquirer ads every other Sunday, 
and on its daily radio show over 
| Station KYW. Lewis & Gilman, 
| Philadelphia, is the agency. 


Launches Suave for Men 


Helene Curtis Industries, Chi-| 


NEEDS 
HY RHODE ISLAND 
AGAIN 


0 07S ees ge ey tet ee ee eee 
ot ow Soret Heme ew Gente techs age 


SIGNER—The Advertising Council set 
aside special copy for the 13 states which 
signed the Declaration 175 years ago. 
This copy is for Rhode Island, and strongly 
resembles the other states’ ads. 


Standard Oil Uses 
1,722 Dailies for 
Summer Campaign 


Cuicaco, June 19—A _ regular 
gasoline giving the volatility of 
premium grade at the price of 
reguiar will be featured in Stand- 
ard Oil Co. of Indiana's advertis- 
ing and sales promotion campaign 
this summer. 

The drive's theme, * 
save with Standard 
gasojipe,” will be used in nine 
newspaper ads varying in size 
from 136 lines to 2,400 lines, in 
1,722 newspapers from June 20 
through August. Newspapers will 
include 1,179 weeklies and 543 
dailies. The opening ad is sched- 
uled to run in two colors in some 
newspapers where color is avail- 
able. 

Television advertising will in- 
clude live commercials on the 
Wayne King show and its summer 
replacement, “The Standard Oil 
Short Story Playhouse.” Radio 
commercials are scheduled on 169 
broadcasts per week over 27 sta- 
tions in 24 cities. 


‘Come in and 
Red Crown 


s In addition to newspapers, TV 
and radio, the drive will use four 
monthly 24-sheet posters, plus Red 


telecast each day, culminating with | cago, will enter the men’s toilet- lc rown hats, Red Crown valve caps, 
an address by President Truman ries field with the introduction of| handout folders and three month- 


on July 4. 

In Philadelphia and Pennsyl- | 
vania special copy was prepared 
by Aitkin-Kynett Co. Leo Burnett 
Co. prepared the national copy, 
with Donald B. Hause, advertis- 


its Suave hairdressing for men 
National copy will break in the 
October issue of Esquire with a 
full-page two-color ad, to be fol- 
lowed in December by a similar 
insertion. Gordon Best Co., Chica- 
| go, is the agency. 


| ly curb signs at dealer service sta- 


tions. Direct mailings to credit 
card customers and dealer broad- 


| sides round out the campaign. 


McCann-Erickson 
agency 


here is the 


MARKET FACTS ! 


Represented by 


THE KATZ AGENCY 
NEW YORK ¢ CHICAGO 
ATLANTA @ DETROIT 


KANSAS CITY @ DALLAS @ LOS 


ANGELES ¢ SAN FRANCISCO 


and 


on Charlotte 


Biggest Market In The Carolinas 


THE CHARLOTTE NEWS 


olargest Evening | Newspaper in the Carel: nas 


 wational Ad Advertising 
| The Charlotte NEWS 
Charlotte 1, North Carolina 


Kindly forward to me your latest market brochure on 
the Charlotte market and The Charlotte NEWS. 


| Dear Sir: 

| 

| Name 
—————SEEeere 

| Porm... 

| Glty -------.----------------- 
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(METROPOLITAN) 


QOVULATION 
/ 321,758 


Nashville Market (POPULATION) \,006486 
Fffeclive. Buying Income ¥917 396,000 
1950 Retail Sales 4610,940,000 


Reach this prosperous market through two great newspapers. 


The Nashville Tennessean 


— 
Morning» Sunday = 


represented by the Branham Company 


Newspaper Printing Corporation, Agent 


Sell the 
NEWS Readers | 


and you sell the 
Whole Buffalo Market 


of over 1,400,000 
People 


285,000 
DAILY CIRCULATION 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER KELLY-SMITH CO. 
Editor and Publisher Notione! Representotives 


WESTERN NEW YORK’S GREAT NEWSPAPER 
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Elliott Roosevelt 
Launches Radio-TV 


Package Enterprise 


New York, June 22—Elliott 
Roosevelt this week announced the 
formation of a new radio-TV pack- 
age company, Roosevelt Enter- 
prises 

The company’s shows include 
“Mrs. Roosevelt Meets the Public,” 
aired sustaining on NBC-TV, and 
a Monday through Friday 45-min- 
ute commentary program, which is 
sold to participating sponsors on 
WNBT, New York, and approxi- 
mately ten other radio stations. 

However, Mrs. Roosevelt is ex- 
pected to revise her radio-TV 
schedule this fall when she goes 
abroad to fill her assignment as 
a U.S. delegate to the United 
Nations. She may present a weekly 
broadcast from Paris over WNBT 
and discontinue the daily mid- 
afternoon 

Also under consideration for TV 
is a children’s program with fam- 
ous stories enacted by puppets and 
narrated by Mrs. Roosevelt. En- 
titled “Once Upon a Time,” this 
film will made available to 
advertisers for approximately $20,- 
000 weekly 


Sessions 


be 


@ Set to take over WNBT's 
eatured woman's commentator is 
Kate Smith. who has been lured 


as 


SIGNS OF LONG LIFE 
FOR QUANTITY BUVERS 


THE ARTKRAFT" SIGN CO. 
Otvision of 


ony Rag ag meg ba py 
900 Kibby St. Lime. USA 


“hesreet ty vt he OF 


away from Mutual, where she 
scored an advertising record as a 
co-op attraction. Miss Smith’s pro- 
gram probably will not start until 
fall and will be broadcast from 12 
to 12:45 p.m., EST, Monday 
through Friday. One across-the- 
board participation will cost $500. 
There are availabilities for nine 
advertisers. Miss Smith’s current 
TV backers will be given prefer- 
ence. 

John Roosevelt, currently vice- 
president of Lee Pharmacal Co., 
will be associated with his brother 
as executive vice-president of the 
new company. 

Noran Kersta, TV consultant 
and former network and agency 
executive, will be vice-president 
and sales manager. 

Among the properties being of- 


fered to advertisers are “Actors 
Studio,” a dramatic show which 
will cost from $20,000 to $25,000 
weekly; “For Better, For Worse,” 
a 15-minute daytime serial; “Mer- 
maid Gardens,” a domestic com- 
edy, and “Treasure Hunt,” featur- 


ing appraisals of antiques by Sig- 
mund Rothschild. 


Contracts for Bus Signs 


Burlington Brewing Co., Bur- 
lington, Wis., brewer of Van Mer- 
ritt beer, has signed a long term, 
non-cancelable contract for travel- 
ing metal display signs on 70% 
of all the Chicago Motor Coach 
Co.’s buses. The signs are 2’ in 
diameter and will be placed on the 
outside of the buses directly adja- 
cent to the entrance door. Critch- 
field & Co., Chicago, is the agency. 


Names de Garmo Treasurer 
John de Garmo, director of mer- 

chandising of de Garmo Inc., New 

York, has been named treasurer of 


| the agency. 


A Strong Mid-West Advertising Agency 
Has Asked Me To Find The Right 


| ADMINISTRATIVE EXECUTIVE 


No Ceiling on Salary 


THE MAN my client needs is from 35 to 45, with an outstanding 


record as agency 


CXCCULIVG 


administrator, 


new business man, and account 


His present well-paying position may be limiting his op 


portunity to capitalize on his diversified talents. He is ready tor his 


biggest job and biggest opportunity for the future. 


There's no ceiling 


on what my chent is willing and able to pay him. He would work 


with the agency's principals and have a V.P. ttle. 


HIS BACKGROUND is one ot successtul selling, based upon a faculty 


for interpreting client needs capably and explicitly. He is a good 
idea man. He knows what makes an effective advertisement or 
campaign. He has the ability to analyze sales, advertising, and mer 


chandising problems 


HE MEETS top business executives on common ground. He can present 


plans and programs to top management and come back with the OK. 


He has the knack of, getting along well with his associates. 


HIS DUTIES 


outline sales and advertising 


account executives in coordinating R 


strategy; 


will include selling to both present and new clients; helping 


lending a helping hand to 


agency efforts on behalt of present 


accounts; working with the creative departments in developing themes 


and campaigns. 


IN REPLYING to this advertisement please include 


agency experience, 


resume Of past 


tory, together with your 


reason 


a comprehensive 
and salary his 
Ot 


accomplishments, 


tor wishing to make a change 


course, my client and [ will consider your reply highly confidential 


The people of the agency know of this advertisement 


JOHN ORR YOUNG 
Steinway Hall, 113 W. 57th St., New York 19, WN. Y. 
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MAGAZINE SALES AND RETURNS—This chart, 


from S-M News for June, shows 


magozine billings and return credits on all independently distributed magazines, 
and indicates that net billings of these magazines in April were 5.5% above billings 
for the same month last year, which S-M News says is slightly higher than the aver- 


age year-to-year percentage gain in recent months. 


Indicating that Bennett Cerf's 


recent comment on magazine returns was wide of the mark, S-M News also reports 
that its returns for April, covering all the magozines it distributes, were 15.4%, and 


for the 12-month period through April, 


13.5%. 


Better Late than Never, Revlon Introduces 
Indelible Lipstick with $500,000 Campaign 


New York, June 22—This week- 
end, Revlon Products Corp. is 
making a late but powerful entry 
into the indelible lipstick field. 
The company is launching its new- 
est product, Indelible-Creme lip- 
stick, with 1,000-line and full page 
b&w ads in two Boston papers 
June 24. 

Some $500,000 will be spent in 
the first 90 days to advertise the 
lipstick across the country, accord- 
ing to William H. Weintraub & 
Co., the Revlon agency. This will 
push Revlon’s total ad budget 
considerably over $2,000,000 for 
1951. 

Norman B. Norman, Revlon ac- 
count supervisor, told AA that the 
company plans to run ads in ev- 
ery newspaper using color, a 
spread in Life late in September 
when national distribution is com- 
plete, full-page and seven-column 
b&w insertions in an ever-expand- 
ing list of dailies. Also, the larg- 
est co-op campaign ever used for 
cosmetics is in the making, Mr. 
Norman said 


es All told, this has been a busy 
week for Revlon. On Tuesday the 
company signed with CBS as one 
of the first color TV _ sponsors. 
Revlon also arranged to handle 
makeup for this first colorcast and 
reports are that it is making a 
pitch to all networks to serve as 
the color makeup house. 

An admitted late arrival in the 
indelible sweepstakes (newspaper 
copy says, “We honestly think you 
won't mind having waited.) 
Revlon hopes to use this new $1.10 
stick to help retain its No. 1 spot 
in the lipstick business. 

The Revson brothers, who began 
in a New Rochelle garage in 1932 
with $300 capital, have also suc- 
ceeded in making their nail polish 
the top seller for m'lady’s fingers, 
and they are probably heading the 
pack with dollar lotion sales also. 


@ They report $22,000,000 volume 


for 1950, including export sales. 
Revlon products, in the order of 
their appearance on the market, 
are nail enamel, lipstick, face 
powder, Fashion Plate (cream 
wafer makeup), Aquamarine lo- 
tion and soap, Touch and Glow 
(liquid makeup), and other as- 
sorted cosmetics. The company 


also calls itself the largest manu- 
facturer of manicuring implements 


and accessories. 

When the Weintraub 
which has handled the account 
since January, 1949, took over, 
the big problem was whether to 
sell Revlon to a mass or class 
market. Weintraub believes both 
markets have been fully accounted 
for through the technique of sell- 
ing each Revlon item as a com- 
plete entity. 


agency, 


e “Actually, we service a whole 
series of accounts for Revlon,” 
Mr. Norman explained. “Most 
houses sell lines. Our formula was 
to build entities for each item. Us- 
ing this method, Revlon will run 
the same ad, on Touch and Glow, 


for example, year after year— 
something unusual in cosmetic 
advertising. Only changes, if any, 


might be the model or rearrange- 
ment of white space; basically, 
the reader recalls having seen 
ad ‘just like this one’ some time 
before.” 

In this way, the agency believes, 
the Revlon name is kept in the 
public eye, and at the same time 
the class-item-conscious buyer 
can think in terms of specifics. 

Revlon sales this year 
running some 15% 
Indelible-Creme lipstick will 
probably, at the least, keep things 
humming at that pace 


are 


Hailparn Joins Publicker 
Alfred B. Hailparn, formerly 
with Einson-Freeman Co., Long 
Island City, and 
the Niagara Lith- 
ograph Co., New 
York, has been 
named national 
sales promotion 
manager of Pub- 
licker Industries 
Inc. and its sub- 
sidiaries, Conti- 
nental Distilling 
Corp., Kinsey 
Distilling Corp. 
and W. A. Haller 
Corp. Mr. Hail- 
parn is related to but not to be 
confused with Albert Hailparn, 
president of Einson-Freeman. 


Alfred B. Hailparn 


Ketchum Agency Names Two 


B. E. Burrell, formerly with 
Sutherland-Abbott, Boston, has 
joined Ketchum, MacLeod & 
Grove, Pittsburgh, as an account 
executive. Stuart M. Gannon, pre- 
viously with Asher, Godfrey, 
Franklin Inc., New York, has 
joined the agency as a copy writer. 


Advertising Age, June 25, 1951 


Crowell-Collier Ad 
Rates Raised 6%: 
Others to Follow 


New York, June 22—What may 
develop into another round of ad- 
vertising rate increases got a good 


| Start today. 


ahead of 1950. | 


| 


The Crowell-Collier Publishing 
Co., citing “increased costs, al- 
ready incurred,” announced a 6% 
hike across the board for Ameri- 
can, Collier’s and Woman’s Home 
Companion, effective about the 
first of the year. 

Cowles Magazines told AA it is 
planning a rate increase for Look. 
So far, the company hasn’t fig- 
ured out when or how much. 
(Quick, in April, announced a 
rate rise from $1,830 to $2,110 per 
b&w page and from $2.760 to $3,- 
840 per four-color page, to be ef- 
fective this October and guaran- 
teed through September, 1952). 


@ Increases at Esquire and Coro- 
net, AA learned, are in the dis- 
cussien stage. The probability is 
that raises, if forthcoming, won't 
be effective much before Jan. 1 
AA learned from The Saturday 
Evening Post that the whole ques- 
tion of rate increases is now under 


; consideration in Philadelphia be- 


an | 


cause of increased publishing costs. 
The Post may have an announce- 
ment on the subject next week. 
The Crowell-Collier boost 
means American will go from $6,- 
350 a b&w page to $6,725, and 
from $8,890 per four-color page 
to $9,425. Collier’s will go from 
$8,600 to $9,125, and from $12,150 
to $12,875. The increase will up 
the Companion’s rate from $10,- 
850 to $11,500 for b&w, and from 
$14,500 to $15,375 for four colors. 


e E. P. Seymour, vice-president 
and advertising director for 
Crowell-Collier, said the Collier’s 
increase goes into effect next Jan. 
5, while the January American 
and the February Companion will 
be affected. 

Officials at other publishing 
houses, like Conde Nast, for ex- 
ample, told AA that while they 
were planning no rate rises at 
present, they were keeping an eye 
on Washington. Focus of their at- 
tention, of course, is the postal 
rate question. If these rates go up 
substantially, the publishers im- 
plied ad rates may climb too. 

Several other publishers, among 
them some of the biggest in the 


business, are now discussing rate 
increases, but insisted they not 
be named. 

New York, June 20—Tom A 


Brooks, 46, vice-president and gen- 
eral manager of Hearst Radio Inc.., 
died yesterday at his home in 
Leonia, N. J., after a brief illness 

He was appointed vice-president 
and general manager of Hearst 
Radio in 1948 after serving suc- 
cessively as radio columnist and 
editor of the old New York Eve 
ning Journal and its successor, the 


|New York Journal-American. Dur- 


ing World War II he was a com- 
mander in naval intelligence and 
earned a commendation for his 
work with the third naval dis- 
trict here. 


L & F Ceramics to Ball 

L & F Ceramics, Culver City, 
Cal., has appointed Ted H. Ball & 
Co., Hollywood agency, to handle 
its advertising. Trade publications 
will be used. 


Wallace Names Ploetz V. P. 

‘ Lester H. Ploetz, account execu- 
tive of Wallace-Ferry-Hanly Co., 
Chicago, has been appointed vice- 
president of the agency. 


Hotel Schenley to Stewart 


Hotel Schenley, Pittsburgh, has 
appointed James A. Stewart Co. 
as its agency. 
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LIGHTER MOMENTS—Pleased as punch at Advertising Assn. of 
the West luncheon last Monday were these two groups. 
(from left): Stewart Gibson, American Electrotype, San Francisco; 
Denver PTA leader and a ponel speaker; 
Mrs. Moy Vander Pyl, Advertising Letter Service, Detroit; 
Borden, Borden Printing Co., San Francisco; Mrs. Borden; Janice 
Forgette, Mogge-Privett, Los Angeles: and Charies Falk, Charles 


Mrs. Helen Rumble, 


Top 


Beach; Ken Jackson, 
Harry 


G. Tolleson, National Broadcasting Co., 
Yanney, Yanney Advertising Service, Denver, 
and Don Ringsred, Alexander Film Co., Colorado Springs. 


| 
| 


OSCAR S. TYSON 


H. Falk, Typography, San Francisco. Below are Betty Lou Mec- | 
Dannel, Long Beach Shopping News, and (clockwise) Pau! Beach, | 
Union Pacific; Dr. C. C. Harrod, Harrod Diagnostic Offices, Long 


Jackson Printing Co., 
San Francisco; Stanley 
ond Hill Corruh 


JOHN SWENEHART 

WILMINGTON, DeL., June 19— 
John Swenehart, 60, director of 
advertising and public relations 
for Atlas Powder Co., died June 16 
in the Delaware Hospital after an 
illness of several weeks. 

A native of South Dakota, Mr. 
Swenehart was graduated from 
South Dakota State College. He 
later joined the University of Wis- 
consin, and organized the univer- 
sity’s broadcasting station in the 
early 1920s. He was one of the 
country’s early radio announcers. 

He joined Atlas in 1929 as ad- 
vertising manager for the explo- 
sives department. He was a mem- 
ber of the Assn. of National Ad- 
vertisers, National Industrial Ad- 


vertisers Assn., and the Advertis- 
ing Club of New York: 


JOHN N. FLEISCHER 

PHILADELPHIA, June 20 
Fleischer, 71, executive assistant in 
the publicity department of the 
Philadelphia Electric Co. died 
June 18 at his home here. 

Mr. Fleischer was a graduate of 
Harvard University and was at one 
time managing editor of the New 
York Herald Tribune. 


DIXON C. TAYLOR 
PHILADELPHIA, June 20—Dixon C. 
Taylor, 55, Philadelphia district 
manager of two McGraw-Hill Pub- 
lishing Co. publications, died sud- 
denly yesterday at his home here. 


John N. 


eereeee7n+eoententeteeee#ee#e#ee##e#ee##e#e 


America’s finest 


photoengraving plant 
Collins, Miller & 
Hutchings we. 
207 North Michigan, Chicago 


FRanklin 


2-5854 


Mr. Taylor directed sales here 
for Bus Transportation and Fleet 
Owner. He joined McGraw-Hill in 
1935 and before that had been as- 
sociated with the old New York 
American and the Chilton Co. 


FRANCIS R. KLOMAN 

PHILADELPHIA, June 21—-Francis 
R. Kloman, 46, sales promotion 
manager of the John Wanamaker 
store here, died yesterday follow- 
ing a heart attack while riding 
horseback. 

Mr. Kloman had been associated 
with the department store for 3% 


years. Prior to that he had been 
sales promotion manager for 
Charles of the Ritz Operating 


Corp., New York, and advertising 
manager of Corning Glass Works, 
Corning, N. Y. He had also been 
associated with J. Walter Thomp- 
son Co. He was a graduate of 
Princeton University and a mem 
ber of the Poor Richard Club 


C. HARRY FEHLING 

New York, June 20—C. Harry 
Fehling, 66, for 17 years an ad- 
vertising salesman for the New 
York Herald Tribune, died June 
18 at his home here after a long 
illness. 

A native of Philadelphia, he sold 
advertising for the Philadelphia 
Evening Ledger and the Philadel- 
phia Record before coming here to 
join the staff of the Herald Trib- 
une. He retired in 1949 because ol! 
ill health 


BOLTON S. ARMSTRONG 
Cincinnati, June 19—Bolton S. 

Armstrong, 80, president of Mab- 

ley & Carew Co., departmen. store 


here, died June 15 of a heart ail- 
ment 

Mr. Armstrong, who was elected 
to his 37th consecutive term as 
president of the store last May, 
was a past president of the Na- 


tional Retail Dry Goods Assn 
the Ohio Council of Retail Mer- 
chants. He was also a trustee of 
the American Retail] Federation 
and a member of the Adver.isers’ 
Club of Cincinnati. 


GEORGE W. EDWARDS 
PHILADELPHIA, June 21—-George 

W. Edwards, 77, founder and pres- 

ident of George W. Edwards & Co. 


long Beach; Walter | 


and} 


until he retired 20 
his 


agency here 
years ago, died yesterday at 
home in nearby Haverford. 
Mr. Edwards, a veteran of the 
Spanish-American War, began his 
career in the advertising depart- 
ment of the old Philadelphia Press 
He left the Press to form his own 
agency, which handled the Camp- 
bell Soup Co., Atwater Kent and 
Wilbur Chocolate Co. accounts. 


New York, June 21—Oscar s| 
Tyson, 63, founder and 
chairman of O. S. Tyson & Co.,! 
died June 18 at Kingston, Ont., | 


| near his summer home. | 


Born in Village Green, Pa., he 
attended Cornell University and 
entered the business paper field! 


111 


as an advertising solicitor for the 
former A. W. Shaw Co. in Chicago. 
Later he represented Factory 
Management & Maintenance and 
Electr.cal World, both McGraw- 
Hill publications. In 1924 he 
founded the advertising agency 
that be rs name. He was a 
member of the Cornell, Engineers 
and Union League Clubs, and 

former resident of White Plains 


N. Y 
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SHREWD NATIONAL 
CLIENT and AGENCY 
USES NIGHT-TIME 
RADIO PLUS TV. 
Here what this client did: 


He carefully analyaay 

coverage and costs o 
all stations and other media 
—and, on a firm year- ‘coma 
basis, he then 


Dropped two niall 

—one in Omaha and 
one in Southwest Iowa, and 
placed “The Cisco Kid” of 
Radio WOW, 6:00 p.m. to 
6:30 p.m. three nights a 
week, plus WOW-TV —a 
half hour a week, 7:30 p.m. 
Thursdays. 


For two excellent reasons: 


i 
2 


= Operations. 


COVERAGE 


* Name on request 


HE can now Expand his 


HE now gets GREATER 


at LESS COST. 


Write, wire or ¢ 
phone WOW, 

or your nearest © 
John Blair man 


FRANK P. FOGARTY, General Manoger * JOHN BLAIR CO., Representatives 


| x 
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4004. How to Get Better Re- 

production in Newspaper Art- 
work. 

“Better Mats—a Guide to Ob- 
tain Better Newspaper Reproduc- 
tions” is an informative book of- 
fered by Progressive Matrix Co. 
It covers the whole procedure from 
original art on to the final matrix, 
and is recommended reading for 
all art and production departments 


No 


No. 4005. Oklahoma Coverage 

“A Mothhole in our Oklahoma 
Blanket” is the. title of a new 
folder offered by The Sunday 
Oklahoman, Oklahoma City, de- 
tailing its coverage throughout the 
state. 


No. 4006. Typographic Tonic Sug- 


gested 
In the 55th issue of “Type 
Talks.” offered by Advertising 


Typographers of America, there 


appears a provocative article, “A 
Typographic Tonic for These 
Tired Times,” which will stir up 
some controversy in any art de- 
partment 
No. 4007. Iowa Farms Analyzed. 
Wallaces’ Farmer and lowa 
Homestead offers a new study, 


‘lowa Farms by Economic Class,” 
which gives a county-by-county 
breakdown of the value of farm 
products sold per farm. Notewor- 
thy is the size of the $10,000 to 
$25,000 group 


Radio 
Complete Coverage Use 
is a detailed new data 
folder offered by the station, in 
which economic facts about the 
Lubbock, Tex., area are succinctly 


No 4008 Lubbock 
‘For 


KSEL” 


tn 


200 E. Illinois St., Chicago 11, Ill 


please print or type) 


NAME 
COMPANY 
ADDRESS | 
CITY & ZONE 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted 1 


presented. A map and a buying- 


power breakdown by counties 


round out the picture. 


No. 4009. Mohawk Valley Survey. 
The New York State Department 
of Commerce is offering the first 
of a new series of business data 
booklets dealing with the 11 eco- 
nomic areas of the state. This first, 
“New York State Business Facts— 
Mohawk Valley Area,” provides | 
current figures on population, em- 
ployment, payrolls, wholesale and 
retail trade, manufactures, agri- 
culture, ete. A good marketing aid 


No. 4010. Feed Survey. 

Iowa Farm and Home Register | 
offers its fourth annual livestock 
and poultry feeding study which | 
covers purchases, preferences, pro- 
cedures, and contains suggestions 
made by farmers for improving | 
advertising and sales methods 


No. 4011. Grocery Business An- 
alyzed. 
“Facts in Food and Grocery 


Distribution” is an exhaustive 
study of the grocery business of- 
fered by Progressive Grocer. It 
presents a complete picture—all 
the way from total volume of busi- 
ness done by all food stores, down 
to the markup on broccoli. Many 
charts and tables make for quick 


comprehension of conditions and | 
trends. 
No. 4012. Figures for Textile In- 


dustry. 

Davison Publishing Co. offers 
two new tabulations of the textile 
industry—"“Knit Goods Manufac- 


turers Tabulated by Product,” and 
“Rayon and Silk Looms and 
Spindles and a Classification of 
Mills.” 


Note: Inquiries for the items listed above will not be serviced beyond Aug. 6. 


' 


Rates: 75¢ per line, minimum charge $3, Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Deadline Wednesday noon 12 days pre- 


ceding publication date. 


Display classified takes card rate of $11.25 per 


column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 

GEORGE WILLIAMS—PLACEMENTS 
209 S. State St HA 7-2063 Chicago 
ADVERTISING MANAGER 
Wanted Advertising Manager to take over 
full responsibility for production of pro- 
motional and advertising material to- 
gether with responsibility for contacts 
with advertising agency, for growing and 
progressive manufacturer dealing direct- 
ly with the retail trade on a national 
basis. Please give full details of back- 
ground and experience and salary 

in first letter. Reply to: 
Box 3866, ADVERTISING AGE 
11 East 47th St., New York 17, N. Y. 


FRED J. MASTERSON 
ADVERTI: & PUBLISHING 
ERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 
YOUNG MAN—Beginner for a medium- 
sized Chicago advertising agency. Appli- 
cant should be college grad. majoring in 
advertising or merchandising. Please write 
us in detail 

Box 3870, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

PERSONALIZED SERVICE 
Advertising-Promotion & Sales Managers- 
Copywriters-Account Executives-Editors- 
Artists-Merchandising-Research-L avout - 
Radio-TV-Production and Salesmen 

THE HONES COMPANY 
14 E. Jackson Blvd. Chicago 4, I 


POSITIONS WANTED 
ACCOUNT EXECUTIVE * FOOD 
Nationally known food and pkg. gds. suc- 
cesses. Broad exper. top accounts in top 
agencies. Fortes—merchandising and mar- 

keting. 42, married. $20,000 Mid-west 

Box 3860, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 

NATIONAL SPACE SALESMAN 
17 yrs. exp. in New York, Chicago, Phila 
Detroit, Age 39, college, married. Now 
employed desires change in Chicago area, 
excellent record 

Box 3861, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il 
COLL. GRAD. 4 yrs. wire ser. newspaper 
& house organ exp. Wishes pub. rel. pos. 

Box 3862, ADVERTISING AGE 
Illinois St., Chicago 11 

DO YOU NEED A 

PRODUCTION MGR.” 
I have 6 yrs. experience in ad and print- 
ing production for national trade public- 


200 E 


ation. Present duties include ad mech- 
anical production, space selling, some 
| layout and copy writing, and assist man- 
ager of printing department. Desire posi- 
tion along same lines with future and 
chance of advancement. Family man, will 
locate anywhere. Minimum salary $7500 


! 
| 
TITLE 


STATE 


$ 
so | 


ont 


WHATCHA GOT? 

Got some service or equipment to sell? 

Got a yen to move on to greener pas- 

tures? Got to get a man to fill an im- 

portant job? Then tell the advertising 

world about it right here in the classi- | 
fied columns of ADVERTISING AGE 

Result-reports from advertisers prove 

that it gets j»bs for men, and men for 

jobs, in all salary brackets and in all 

parts of the country. Being primarily 

a news paper, ADVERTISING AGE’S 

classified columns are read most thor- 
oughly—AND GET RESULTS! 


| or 


Box 3863 
200 E. Illinois St 
RADIO-TV DIRECTOR 
Capable executive with 10 years experi 
ence all phases radio-programming, prod- 
uction, selling—now employed as Asst. Ra 
dio-TV Director by 4A agency handling 
account billing well over million desires 
change. Prefer smaller agency in mid 
with future as Radio-TV Director 
31. Married. Best references. Col- 
> graduate 
Box 3864, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
NEWSPAPER PROMOTION, national lo- 
cal classified presentations, direct mail 
advertising writing, marketing research, 
publicity space sales back ground. Fam- 
iliar media records and merchandising 
ideas. Could also represent in New York 
relocate. Available mid-July 
Box 3867, ADVERTISING 
11 East 47th St.,. New York 17, 
ARTIST, layout. 7 
large or medium-sized agency. Age 30 
Box 3871, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il 


BUSINESS OPPORTUNITIES 
FAST GROWING TRADE PAPER seeks 
space salesman, advertising manager, or 
publisher as active investor. Although 
potential is tremendous, this is no sine- 
cure, no easy road to riches. 50% in- 
terest for capable man with knowledge 
of his craft, approximately $25,000. Piin- 
cipals only. Write 

Box 3868, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 
PUBLISHERS REPRESENTATIVES 
AVAILABLE 
EST., CAPABLE REPR. CHGO. AREA 

seeks additional publication 
Box 3865, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


ADVERTISING AGE 
Chicago 11, Ill 


> 


N.Y 


yrs. exp. Desires 


wanted | 


PUBLISHERS REPRESENTATIVES 
AVAILABLE 
Well equipped and exp. Eastern Adv 
Rep. is interested in hearing from pub- 
lishers of consumer or trade pub. desir- 
ing this service. Replies confidential 
Box 3869, ADVERTISING AGE 
11 East 47th St., New York 17, N. Y 


“= 


x 
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This man is an allaround creative writer 

Expert at copy ideas for every media 

Designs catalogs, circulars, brochures 

Familiar with Graphic Arts & Publishing 

Writes unusual consumer & direct sales ods 

Originates slogans, mottoes, novelties 

Sales promotion & merchandising 

Produces Radio—T-V material such os 

Commercials, skits, gags, jingles 

Advertising writing a specialty 

Direct Mail and point-of-sale 

Public Relations another forte 

Experienced as editor, several magazines 

Knows make-up, dummying, layout, editing 

Editorial field is second home 

Doctor's degree makes authentic 

Articles on health, diet, vitamin therapy 
you need on ACE copywriter ? 

Do you need o CRACK editor ? 

Do you need an IDEA creator ? 

If you are an advertising agency 

A magazine or ony business firm 

In the LOS ANGELES or CHICAGO oreo 

am available at once 


— Phone — Wire — Write — 


HENRY RICHMOND 
1705 W. Jackson Blvd. — Chicago 12, II! 
Phone — TAylor 9-6129 


REPRESENTATIVE 


WANTED 
for printed and lithographed 
point-of-sale advertising 


A few choice territories are open 
in our nationwide sales setup for 
experienced men who can sell 
printed and lithographed point-of- 
sale advertising. Must have contacts 
with buyers. Complete facilities for 
creating and producing lithographed 
cardboard displays of every type, 
outdoor fiber and cloth banners and 
pennants, exelusive self-stik Mystik 
displays, plaques and labels 3 
complete line backed by extensive 
national advertising. Write in full, 
giving complete experience and 
qualifications. M. T. Green, Chicago 
Show Printing Co., 2635 N. Kildare, 
Chicago 39. 


To send us your inquiries 
for quotations on original 
photoengravings . .. including 


You Are 


Process color, agency and general 
commercial work. 125 highly skilled 
Invited artists and photoengravers assure 


you of intelligent service 
Over SO years of “know how" 
INDIANAPOLIS ENGRAVING CO, INC 
222 East Ohio Street 
INDIANAPOLIS 6, INDIANA 


PAY AS YOU SELL RADIO 
Sell your product by radio and pay on 
a basis of each sale! Over 400 radio sta- 
tions conduct no-money-down plan 
We have complete list of stations and 
other information telling how to pro- 
ceed, etc. Write today for FREE litera- 
ture. RADIO SALES, Harlan, Iowa. 


MAXWELLS HIGHSPOT DISPLAYS 


ON THE FAMOUS ATLANTIC CITY BOARDWALK 


WITH 


ELECTRIC 


SPECTACULARS 


LIX WO/ 


POSTERS 


(2 Atenti 


OUTDOOR ADVERTISING 


IT’S 18,000,000 ANNUAL VISITORS 
PAINTED DISPLAYS 


| Opening 


| 
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MR. PUBLISHER 


Has Your Space Sagged 
Because of A Sales Lag 
In The Eastern Area? 


As a young active Publishers’ Rep- 
resentative organization we can pro- 
vide effective, concentrated Eastern 
sales coverage . . . Excellent contacts 
with Ad Agencies Represent 
one magazine at present but geared 
to handle another reputable one in 
the trade or consumer field 


We offer: Solid sales effort based 
upon agency and publication back- 
grounds—Facilities of N. Y. Office 
—Follow-through on collections—Cir- 
culation cooperation — Reader Service 


headquarters. 
Top reference from present happy 
publisher. Only well established 


publication looking to further its 
potential will be considered 

Box 7897, ADVERTISING AGE, 
11 E. 47th St., New York 17, N.Y 


TOP-FLIGHT 
PRODUCTION MAN 
SEEKS CONNECTION 


Do you need a man to relieve you 
of all your production responsi- 
bilities—an experienced man who 
can step right in and take over? 
Thoroughly familiar with all 
yhases of Agency Production. 
rocess engraving, letterpress, off- 
set silk screen, typography, 
electrotypes, mats, 24 sheet post- 
ers, etc. Married sober and 
dependable 

Box 78%, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Do You Need 
Representation In 
Chicago and Surrounding 
Territory? 

Have a large acquaintance in this 
territory, and fifteen yeors success- 
ful experience calling on advertis- 
ing and sales promotion managers. 
Box 7895, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Hl. 


ADVERTISING AGENCY 
ACCOUNT EXECUTIVE AVAILABLE 
Long experience 
$100 ,000-$500 000 


handling accounts in 
range package goods; 
can plan, write, budget, supervise, knows 
marketing and merchandising. Desires 
position in good 4-A agency, East. Box 
7894, ADVERTISING AGE, 11 East 47th 
Street, New York 17, N. Y 


Wanted: PRODUCTION MANAGER 
for young man _ thoroughly 
schooled in all phases of lettershop work 
He will write job tickets and follow 
work thru’ plant to P.O. Knowledge of 
3rd _ class mail essential. This is a new 
position with an excellent future. Write 
ful! qualifications for interview to a 
Verin, Sovereign Plan, 2900 S. Michigan 
Ave., Chicago 16 


Minn. Industrial Admen Elect 
Sid London, advertising mana- 
ger of U. S. Air Conditioning Co.., 


has been elected president of 
Minnesota Industrial Marketers 
Other officers elected are: Fran 


Faber of F. H. Faber Advertising, 
vice-president; and Cal P. Sathre, 
vice-president of Displaymasters 
Inc., secretary-treasurer. All three 
companies are in Minneapolis. 


Nash Motors Appoints Huff 

Nash Motors Division of Nash- 
Kelvinator Corp. has appointed 
H. A. Huff sales manager of its 
new southeastern headquarters in 
Charlotte, N. C. The office will 
serve dealers in North and South 
Carolina, Virginia, Kentucky and 
eastern Tennessee 


Frisco Adclub Offers Course 

The San Francisco Advertising 
Club is sponsoring an evening 
course in media selection at the 
school of advertising of Golden 
Gate College. The college also 
offers evening courses in market 
research, public relations and busi- 
ness speaking. 


Nutrena, Royal Mills Merge 
Merger of Nutrena Mills, Minne- 
apolis, and Royal Feed & Milling 
Co., Memphis, has been announced 
by officers of the companies. The 
Nutrena name will be retained, 
and headquarters will be in 
Minneapolis 
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PROMOTIONAL FIRST—Edward Lamb 
left), publisher of the Dispatch, Erie, Pa., 
and owner of TV Station WICU, receives | 


@ ploque from C. C. Grinnell, Colgate 


Palmolive-Peet Co., as first prize in a 
recent nationwide Colgate Comedy Hour 
NBC) promotion. Combined merchan 
dising efforts of the Dispatch and WICU | 
sold more than 55,000 Colgate products. 


‘Select-a-Scheme’ 
Guide Developed 
for General Paint 


SAN Francisco, June 21—-A new 
“Select-a-Scheme” decorating 
guide developed for General Paint 
Corp. “to take the guesswork out 
of color selection” is probably the 
largest all silk screen printing job 
of the last decade, the company 
believes. 

Illustrated in aS many as 25 
colors, the huge guide is so set up 
that the customer merely dials the 
size and shape of the room to be 
decorated, and “Select-a-Scheme” 
comes up with the answers. 

Appropriate suggestions for har- 
monizing color schemes for every 
degree of light, ideas for hangings, 
floor coverings, upholstery and ac- 
cent colors, and tested decorating 
techniques which can be applied to 
the customer's problems are in- 
cluded in the volume. 


@ The device was developed by 
J. J. Weiner Co., General Paint’s 
agency, in cooperation with Ber- 
nard Blake, advertising manager, 
to fill a gap in the company’s mer- 


chandising setup, and is being 
made available to branch and 
dealer stores in the West and 


Southwest. 

It is designed to fill the two-fold 
task of saving the paint dealer's 
time by answering most of the 
questions customers ask when 
buying paint, and of stepping up 
the dealer’s standing as a decorat- 
ing consultant. 

All of the color schemes shown 
in the book are specifically related 
to a particular problem, general 
showings of attractively decorated 
homes being avoided. 


Rogers Joins Strauss 

Cecil A. Rogers, who formerly 
conducted his own display busi- 
nesses in London and Montreal, 
has joined Strauss Decorating & 
Exposition Co., New York, as 
technical director. Mr. Rogers will 
handle research and development 
of all electronic, hydraulic and 
mechanical animations for Strauss. 


American Names Abry 

Charles R. (Chick) Abry has 
joined the network TV sales staff 
of American Broadcasting Co., 
New York. Mr. Abry previously 
held a similar position with Du- 
Mont Television Network. 


ie | 


r 


WOMEN’S 
GROUP 


IDEA 


|\CBS Names Castleman 


General Foods Keeps Homer 
General Foods Corp., New York, 
which lost the TV version of 
“Henry Aldrich” in a_ bidding 
bout with Campbell Soup Co., has 
snared Jackie Kelk—‘Homer” in 


How to check the use of 
your nome in the newspaper 
advertising of another man- 
vfacturer's product. 


“The Aldrich Family”"—for 12 
years. A situation comedy show 
will be built around him to fill 


the “Aldrich” time on NBC-TV, 
starting Aug. 26 after a summer 
hiatus. Young & Rubicam is the 
agency. 


George Castleman, formerly 
vice-president and radio director 
of Bermingham, Castleman & 
Pierce, has joined the sales devel; 
opment division of Radio Sales, 
radio-TV station representative di- 
vision, Columbia Broadcasting 
System, New York. 


Ball Agency Names Miller 

Toby A. Miller, production man- 
ager of Ted H. Ball & Co., Los 
Angeles, has been named to the 
newly created post of executive di- 
rector, to coordinate the creative 
and productive functions of the 
agency. 
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...@re you getting your 
share of the “Mentions”? 


e@ ACB calls them “mentions.” 
They are usually buried deep in the 
body copy or hidden in a 6-point 
cut caption of some advertiser who 
buys from your contract division. 
Yet they are golden advertising 
nuggets for the products they “tie” 
into 

Finding these “mentions” would be 
an impossible job for any manufac- 
turer. They may appear in any ad- 
vertising any day on any page of 
the 1,750 daily and Sunday news- 
papers published in 1,393 different 
ciuies 

ACB is keyed to such a degree of 
accuracy that its readers pick up 
better than 95 out of every 100 


ACB SERVICE OFFICES 


79 Madison Ave. * Phone: Murray Hill 5-7302 * New York (16) 
Phone: Wabash 2.6130 * 


538 S. Clark St. * 
161 Jefferson Ave. °* 
16 First Street © 


Phone 37-0595 
Phone: Sutter 1-8911 © 


“mentions” published. “Competi- 
tive” mentions to show you exactly 
how you stand, may also be of im- 
portance to your organization. 


This is but one of many ACB serv- 
ices available for business man- 
agement. From such data, comes 
sounder advertising and sales 
policy. 


Send Today .. . 


for a 24-page Catalog describing 


and illustrating the 12 helpful serv- 
furnish to 


ices which ACB will 
merchandisers. Gives 
details of cost, cover- 
age. list of users, ete. 


Chicago (5) 
° Memphis (3) 
San Francisco (5) 


. 


Many sales managers and advertising men are plan- 
ning their campaigns on the basis of geography. They 
figure by getting distribution in all the major cities, 
and by concentrating their advertising there, that 
the job is done. 


Nothing is further from the truth. Salesography 
shows that having distribution in all the major mar- 
kets is no assurance that your goods get through to 
the ultimate consumers. 


We agree that volume sales of many items are made 
in the large cities—but to WHOM? Salesography 
shows that the buying centers are, to a large extent, 
dependent on the purchases of small town customers. 
City retailers are well aware of this, as a recent study 
of ours proves. 


tow PATHFINDER seachos’ The Ninety Millions” 


As you know, “news magazines” are edited for readers 
of higher than average intelligence, income and influ- 
ence. In other words, the “Joneses”’ that other people 
try to keep up with. Sell the Joneses and you ge a long 
way toward selling the entire community. 

In the cities and towns of 25,000 or less, PATHFINDER 
leads all news magazines by a wide margin. The 
PATHFINDER representative is trained to help you 
work out your distribution and advertising plans. Con- 
sult him—he is at your service. 


- SALESOGRAP 


* 


Salesography shows the extent 


to which small town 


people go to the city to buy. It also proves that adver- 


tising directed primarily at city 


readers fails to reach 


small town customers whose purchases are counted 


in city store sales. 


In planning your advertising-sales program you 
simply can’t afford to neglect the principles of 
Salesography. The 90,000,000 people living outside 
the big cities must be sold in their homes— before they 
get to the stores. Salesography is based on this sound 
selling philosophy. And Pathfinder is the key to this 
unexploited market. Pathfinder is the medium that 
covers this market with more penetration and at 
lower cost than any other news magazine. In its 
field, PATHFINDER stands alone. 


Pathfinder 


THE FAMILY NEWS 


WASHINGTON SQUARE « PHILADELPHIA, PA. 
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Ad Assn. of West Reviews Media 
Stories at 48th Annual Conclave 


(Continued from Page 1) 

Mr. Barnes scoffed at pessimists 
who say TV will hurt other media 
The same kind of statements were 
made when radio was the “wonder 
medium,” but they never came 
true, he said. Each ad medium has 
its place, he declared, “and to de- 
termine most accurately what 
place an advertising medium de- 
serves, one study the in- 
tensity of its appeal to the public 
the breadth of its appeal.” 


should 


s As to newspaper appeal, Mr 
Barnes stressed that his medium 
appeals to the entire public, while 
other media reach only segments 
because their “public is broken 
off into fragments by the type of 
editorial appeal offered.” 

Mr. Ryan at Tuesday afternoon's 
session began by saying that each 
medium helps sell products and 
more of each should be used. Ra- 
dio, he said, is now going through 
a period of self-examination that 
all other media have gone through. 
This has been forced by TV's gains, 


and by advertisers’ accompanying | 


demands for rate reductions. And 
Mr. Ryan voiced bitterness 
the rate cuts had been forced, for 
radio, he said, is the only medium 
that is practically sold out. Last 
business volume was an 
and “any honest 
has used radio 
say it’s the most 


vear its 
all-time 
idvertiser 
yvears 


record, 
who 
for will 
econ ymical.’ 


back,” he continued, 
incredible that 
could have lulled itself to 
program ratings.” They 
failed, he said, to sell their total 
value to advertisers. No space 
media, he pointed out, sell on the 
basis of readership ratings, and 
radio time has even less reason to 
be sold on ratings because less is 
known of its basic audience. 

Mr. Mullen pointed to predic- 
tions of tremendous gains in U. S. 
business, and the relationship of 
advertising expenditures to con- 


e “Looking 
‘it seems almost 
radio 
sleep by 


sumer sales, to suggest that ad- 
vertising by 1955 may increase 
90% over 1950 expenditures 


Whether advertising will keep 
pace with national business gains, 
he said, depends on how well ad- 
men sell their skills and media. 

@ In recent years, he continued, 
the Magazine Advertising Bureau 
has compiled many case histories 
and figures showing that compa- 
nies must continue to advertise 
strongly in emergency and ex- 
panding-economy periods if they 
are to meet their competition. In 
1939, he said, there were 660 ad- 
vertisers spending $25,000 or more 
in magazines; last vear there were 


more than 1,800-—“‘in other words 
two new national advertisers are 
now vigorously competing with 


each one of 1939's established ad- 
vertisers 

“It is not entirely by 
dence,” he went on, “that I have 
been talking exclusively in terms 
of magazine advertisers. The rea- 
that the vast majority of 
companies newly embarking on 
programs of national advertising 
do so through magazines.” 


coincl- 


son ts 


@ They do so, he said, because (1) 
magazines are read with delibera- 
tion; (2) the public believes that 
the ads in them are truthful; (3) 
magazines surround the ads with 
articles, fiction and illustrations 
that encourage the use of products; 
(4) magazines are varied; (5) 
their audiences are specific groups; 
(6) they are economical, and (7) 
they are a “truly national medium” 
so that when people move about 
in the nation they can continue to 
receive a medium they are ac- 
customed to. 


that | 


Participants on the TV panel 
today were Haan Tyler, manager 
of KFI-TV, Los Angeles; Neil 
Reagan, manager, McCann-Erick- 
son, Hollywood: Mrs. Mildred 
May, director of special services, 
Valley National Bank, Phoenix, 
and H. B. Northcott, advertising 
manager, Union Pacific Railway, 
Omaha. 


e Mr. Tyler observed that two 
years ago he and other TV ex- 
ponents made a number of tall 
claims about the future of TV by 
1951, “and it turns out that all our 
predictions were ‘way off—TV has 
gained far more than was 
thought.” There is nothing that 
will stop television’s progress for 
a long time, and color TV will not 
hurt b&w telecasting, he declared, 
adding that other media will very 
likely get more revenue from TV 
set advertising than they will lose 
in other advertising going over to 
the new medium. m 

Mr. Northcott said he has found, 
in a recent test of TV and radio 
offering a free map to consumers, 
that costs per inquiry ran as high 
as $5 per request when the offer 
was televised in multi-station TV 
markets and as low as 34¢ in a 
single-station TV market. The ra- 
dio offers ran from 50¢ to 20¢ per 
inquiry, he said. His railroad, he 
said, has spent some of its regular 
ad funds for TV spots and pro- 
grams in five western cities, but 
undoubtedly UP will provide an 
extra amount for the new medium 
later. 


@ Mrs. May gave an exceedingly 
amusing report on the way her 
bank had begun to use TV. She 
made it clear that “I hate TV” and 
that the “ancient’’ March of Time 
films now being used by her bank 
are “very tired” by the time they 
get to Phoenix and are helped 
none at all by the unrehearsed ap- 
pearances on the TV program by 
bank vice-presidents. 

Mr. Reagan declared that re- 
search into television today is 
futile. His agency, he said, bends 
over backward not to sell TV. Ad- 
vertisers, he explained, have a 
morbid curiosity about TV and 
are dying to use it. “They come in 
with a bag of gold and plunk it 
on the table, say they want to buy 
almost anything available on TV, 
and then tell you the reasons why 
they want it. Then the show may 
sell a lot of products—but if it 
doesn't, I am not sure the client 
will say, ‘Well, I guess we made a 
mistake.’ ” 


e Using charts so elaborate and 
unusual in their dimensions that 
he amazed his audience, Warwick 
Carpenter, Pacific Coast manager 
of Harper's Magazine and Sales 
Management, at the opening ses- 
sion Monday pointed out some 
statistics on the growth of the 
West over the years. Consumer in- 
come in the West, he showed, is 
higher than the national average, 
giving the 11 western states the 
highest standard of living the 
world has ever known. Also speak- 
ing at this session was Thomas 
D'Arcy Brophy of Kenyon & Eck- 
hardt, New York, whose discussion 
of advertising’s role in the defense 
period is reported on Page 6. 


@ Edwin C. Kennedy, advertising 
director, The American Weekly, 
sought to show AAW members by 
analysis of banking figures that 
(1) the business outlook “is going 
to depend on what the average 
American citizen does or does not 
do with the money he already 
has,"’ and (2) business must direct 
its advertising to reach the upper- 
middle and lower-middle income 
families made up largely of indus- 


trial workers. 

Mr. Kennedy disputed the theory 
that the key to prosperity lies in 
the amount of money spent by the 
government. At present, he said, 
government spending does not ex- 
ceed 4% of the total money spent 
in the U.S. Available data on total 


amount of checks drawn in all 
U. S. banks probably showed 
$1,766 billion last year, he esti- 
mated, with government checks 


totaling $38.25 billion, or 2.2% of 
all checks drawn. 

“This analysis in itself estab- 
lishes the importance of the aver- 
age American citizen as the pri- 


mary factor in supporting the 
tremendous production schedule 
this country has attained,” Mr. 


Kennedy declared. “It is obvious 
that his decisions are going to 
make or break business for a long 
time to come. 


e “As for the so-called rich, the 
burden of high taxes and the de- 
creased purchasing power of the 
dollar have greatly impaired their 
buying effectiveness, and _ their 
hostages to fortune in the form of 
acquired living habits and depend- 
ents have removed them from the 
picture to a certain 
determining factor.” 

In the past ten vears, he pointed 
out, the expansion of the market 


has taken place at the lower end | 


of the economic scale 

“The low earners of the country, 
formerly making $1,500-$2,200 a 
year, and now making $3,500- 
$4,200, are the families that have 
profited materially by this shift 
in the distribution of money,” he 
said. 

“Manufacturers who fail to tap 
the resources of the great middle 
income market that exists in this 
country will experience increasing 
difficulties in maintaining 
volume. The capacity to spend is 
there and the degree of willing- 
ness to spend will be determined 
by the amount of successful per- 
suasion that is exerted to create 
desires among this segment of the 
over-all market. Advertising con- 
trols must be instituted that point 
in this direction, and media must 
be employed that are competent 
to penetrate deeply into this large 
and responsive buying group.” 


sales 


es Palmer Hoyt, editor and pub- 
lisher of the Denver Post, spoke 
at the Tuesday breakfast session 
on the future of advertising. Word 
of mouth advertising, he said, is 
the oldest form of advertising and 
still the best, although in a com- 
plex civilization it needs help. In 
our complex civilization, more and 
more production is the nation’s 
hope, and advertising as its selling 
tool must also be mass-produced 
or must fail. 

Advertising is not a parasite, as 
some have called it, Mr. Hoyt said. 
It sells the goods that must be 
sold to keep business going. For 
those who sell advertising, he ob- 
served, “it always gets back to 
the individual” and “anyone sell- 
ing advertising must sell all ad- 
vertising.”’ He had bitter words for 
media salesmen who try to take 
business from their competition, 
and added that “the hardest person 
to sell is the man who doesn’t ad- 
vertise.” 

Mr. Hoyt also criticized business 
men for failing as individuals to 
serve the interests of advertising 
and business. Business men who 
criticize President Truman but did 
not take the trouble to vote should, 
perhaps, he said, be a little less 
zealous in their complaining. 


e Clem J. Randau, executive di- 
rector, Federal Civil Defense Ad- 
ministration, urged the AAW 
members Tuesday to offer their 
professional services to their state 
and local civil defense organiza- 
tions, to sell civil defense to their 
clients and to take an active part 
in the Advertising Council civil 
defense program. 

Allan Wilson, vice-president of 


extent as a 
} 


Advertising Age, June 25, 1951 


SIC TRANSIT GiORIA WEST~Winners in the sixth annual western transit adver- 
tising competition, announced Tuesday by the Advertising Assn. of the West at 


its Denver meeting, were: 


(top) Wells-Fargo Bank & Trust Co., San Francisco, 


for car cards advertising service, placed by Honig-Cooper Co.; (center) Lucky 
Lager Brewing Co., for car cards advertising a product, via McCann-Erickson, San 


Francisco; and (bottom) 


Ford Dealers’ traveling display on outside of transit 


vehicles, vio J. Walter Thompson Co. 


the Advertising Council, told the 


Wednesday morning session that 
admen must try to get more top 
Management support for council 


programs—particularly financial 
support. The council is not getting 
as much support now from news- 
papers as it formerly did, and not 
too much from magazines 

The council, he said, cannot af- 
ford to send salesmen out to get 
newspaper support, and only a 
half-dozen adclubs are doing any- 
thing much to help on the council’s 
national program. He suggested 
that adclubs should sei up adver- 
tising council committees on the 
Rochester plan (AA, Feb. 5). 


These would be composed of mem- | 


bers representing each medium 
and top management for different 
types of business concerns. This, 
he suggested, would work out well 
for council activity and benefit 
the advertising field through 
bringing together admen and busi- 
ness managers. 


s Reporting as chairman of the 
Advertising Recognition Week 
committee, T. L. Stromberger, 
West-Margquis, Los Angeles agen- 
cy, said the AAW clubs had ob- 
tained about $1,000,000 in publi- 
city, time and space last spring in 
an effort to promote public under- 
standing of advertising. This, he 
was about double the 1950 
avhievement but still far from the 
goal. 

“What the consumer looks for 
in advertising” was the subject of 
a panel Monday afternoon. Partici- 
pants were Evan Peters, J. Walter 
Thompson Co. San Francisco; 
Palen Flagler, advertising mana- 
ger, Nestle Co., Colorado Springs, 
and Mrs. Robert Rumble, presi- 
dent, Denver County Parent- 
Teachers Assn., with H. Charles 
Bartlett, publicity director, Macy's, 
San Francisco, as moderator. 


said, 


@ Although new products some- 
times don’t stand up under mass 
production, Mr. Flagler said, man- 
ufacturers are offering good values 
because they know the consumer 
will buy a product only if it (1) 
fills a specific need, (2) is as good 
or better than a competitive prod- 


uct, and (3) is a good value in 
itself. Advertising, he says, also 


meets the same test. 
Mr. Peters pointed out that not 


everyone wants to buy a product 
at the same time, and not every- 
one wants the same product. Ad- 
vertisers, he said, must bear in 
mind the yardstick stated by James 
Woolf in ApvertistInc AGE that 
“profitable advertising sells bene- 
fits to appeal to people’s self-in- 
terest.” 

Advertisers must sell a product 
and a concept of the product to 
flag the consumer's interest, he 
added. People may sometimes be 
annoyed by the way we try to in- 
fluence them persistently, but 
“we must give them plenty of in- 
formation and honest information 
and say it over and over and over.” 


@ Seven-Up Co., he pointed out, 
may seem to have pedestrian-look- 
ing ads, but it has long since 
Staked out the family market 
among soft drink consumers, and 
it simply continues to stress that 
it’s fun to drink 7-Up together. 
“There’s no more reason,” he 
added, “why it’s more of a family 
drink than any other, but we say 
so and people believe it.” 

Mrs. Rumble had about as many 
compliments for advertising as 
complaints. She said she likes Met- 
ropolitan Life Insurance and U. S. 
Steel ads because they are educa- 
tional, likes Scotch Tape ads and 
many other ads because they show 
new ways to use established prod- 
ucts, etc. She declaimed against 
cigaret and liquor ads as a bad 
influence on teenagers, and said 
she thinks there should be grade 
labeling on food packages. 

She also reported that in her 
Red Cross work she had found 
many cases of difficulty caused by 
use of advertised patent medicines, 
and (getting a round of applause) 
said she resented hearing a local 
advertiser's commercial immedi- 
ately following a network show, 
“which makes us think he is a 
four-flusher trying to take credit 
for the show.” 


@ Macy's, Mr. Bartlett told the 
AAW members, took a long time 
to find out that its job is not to 
create consumer demand, as the 
national advertiser does, but sim- 
ply to tell the consumer that “we 
have what she wants.” Macy's does 
little consumer research, he said: 
manufacturers supply much valu- 
able information based on their 
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own research. 

They have taught his company, 
he said, how better to time its ad- 
vertising on fur coats, summer 
wear and many other lines. “We 
have wasted millions by adver- 
tising before people have wanted 
to buy,” he added. 


s Outdoor is a simple medium, 
easy to understand and use, M. B. 
Kendrick, account executive, Out- 
door Advertising Inc., Chicago, 
told the members at Wednesday 
morning's session. After showing 
OAI’s film on uses of the medium, 
he stressed these five points: 

1. If any medium has a so-called 
captive audience, it is the poster 
medium, exposure to which is in- 
voluntarily compelled by travel 
habits. 

2. Outdoor is a mass medium, 
scientifically plotted to reach the 
whole population. 

3. It is a local medium, nation- 
ally available. 

4. It is a visual medium, suited 
to an age of visual selling. 

5. It does its work in an area or 
sphere not occupied by any other 
major medium and thus works ef- 
fectively in cooperation with every 
other advertising effort. 


@ Some economies in using direct 
mail were described by Stanley G. 
Laman, Laman for Letters, Den- 
ver. Mr. Laman warned against 
“penny wise and pound foolish” 


economies, such as buying from | 


the lowest-price printer, using 
cheap paper, pasted labels for 
addressing, etc. 

He urged admen not to “pit 
competitors against each other in 
an open meeting...for probably 
nothing leads to greater silence 
than asking one printer for ideas 
while he’s in the presence of an- 
other.” He also advised direct mail 
users to double check copy before 
it is set to save costs of altering 
set type, told them not to use odd- 
size mailing pieces, and to consult 
a lettershop before the time comes 
to have the printing done. 

Also speaking at the session 
were Wheaton Brewer, California 
Farmer, who made a strong and 


Sick of Bum Art, high prices? 


from 4000 subjects, pay 
Recognized agencies, Natl. 


brochure. STIVERS STUDIO 


| 


| 


| 


\ $1 buys the prestige of top agency art | , 
I, for your ad under our repro plan. Select | Francisco: 
4 


Ad Mgrs. write for free | Carter, 


colorful argument for the western 
farm publications, and C. H. Sund- 
berg, “Successful Business,” who 
stressed the advantages of car 
cards. 


awards an- 
the meeting were 


es Among the many 
nounced at 
these: 

Allan Clarke, sales promotion 
manager, Portland Gas & Coke Co., 
won first place in the Ayers three- | 
minute speaking contest, speaking 
on “Advertising—America’s Secret 
Weapon.” Four finalists were 
judged at Monday’s luncheon. 

The Phoenix Advertising Club 
was sweepstakes winner among 
the AAW member clubs. They 
were judged for membership gains, 
meeting attendance, programs, 
public interest activities, etc. 

Winners of the fourth annual 
newspaper ad awards, sponsored 
by the Pacific Coast division of 
the Bureau of Advertising, were: 

General Advertising: Ist place, Pierce 
Brothers Mortuary ‘Erwin, Wasey & Co.),| 
Los Angeles; 2nd, Rodman Chevrolet Co. | 
iC. P. Laval Agency), Fresno; 3rd, South- | 
ern Pacific Co. (Foote, Cone & Belding), 
San Francisco; 4th, Farmers & Merchants 


National Bank of Los Angeles (C. B.| 
Juneau Inc.}, Beverly Hills. ! 
Retail ‘larger cities): Ist place, Best's 


Apparel, Seattle; 2nd, Nordstrom's, Seat- 
ule; 3rd, Grouse Mountain Resorts, Van- 
couver. Smaller cities: Ist place, also 


2nd and 3rd, to Hiram’s, Los Angeles 
Direct mail ad awards, spon- 
sored by the Direct Mail Advertis- 
ing Assn., went to: 
Best campaigns: Ist, Cole of California. 
Los Angeles; 2nd, Lane-Wells Co., Los 
Angeles; 3rd, B. C. Electric, Vancouver 
Other categories: Best broadside, Lane- 
Wells Co.; best letter, Columbia Steel 
Co., San Francisco; best catalog, Wash- 
ington Cooperative Chick Assn., Belling- 
ham; best folder, Dairyland div. of Fraser 
Valley Milk Producers Assn., Vancouver; 
best post card, Advance Seed Co., Phoe- 
nix 
Radio commercial first awards: 
Commercial programs, cities over 100,- 
000 or on networks: to Batten, Barton, 
Durstine & Osborn, San Francisco, for 
Standard Oil Co. of California show, “Let 
George Do It.” This won the Vancouver 
adclub trophy for best over-all entry 
Commercial programs in smaller cities 
to Station KDSH, Boise, for Pacific 
Meat Co.'s “Jack Short Show.” Spitzer 
& Mills, Vancouver, is the agency 
Spot announcements, large cities: to 
Emil Reinhardt Advertising, Oakland, for 
Kilpatrick's Bakery, San Francisco 
Spots, smaller cities: to Station KERO, 
Bakersfield, Cal., for jingles for A. D. 
Peckham, Bakersfield paint company. 
Max Schmidt Memorial Award 
for outdoor posters, sponsored by 
Schmidt Lithograph Co. San 


$200 first prize te Konstantine Colichi- > 


$1 for those you use. | das, San Francisco artist, and certificates 


to art directors Carlton Zimmer and Nick 
for Standard Oil Co. poster 


(BBDO); second prize of $100 to artist 


67 MAIN ST. © SAN FRANCISCO 5. cau, | Mildred Porter, Staniford-Sandvick, San 
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Francisco, and certificate to Alberta 
Rudophi, San Francisco, for California & 
Hawaiian Sugar Refining Corp. poster 
(Honig-Cooper); third prize of $50 to 
artist Willard Cox, San Francisco, and 
certificate to Larry Wickstrom, San Fran- | 
cisco, for M. J. B. Coffee Co. poster 
‘BBDO). 


given the work sessions. 

The association voted to hold its 
1952 convention in Seattle, June 
22-26. Headquarters will be at the 
Olympic Hotel. 


“Tom Harmon Sports Final,” over 
Station KNX, Los Angeles, 5: 15- 
5:30 p.m. Swafford & Co. is the 
agency 


NuTone Names Paul Venezia 


Paul M. Venezia has been named 
advertising production manager of 
NuTone Inc., Cincinnati manufac- 
turer of door chimes and electric 


Named New Business Head 
Lee Garfield, account executive 
with Hirshon-Garfield, New York, 


e Social activity during the meet- 
ing was extensive. It began Sun- 


day with a cocktail party by the has been ap- signal devices. Mr. Venezia held a 
Denver Post on the terrace of the pointed adminis- Similar position with Longines- 
newspaper’s new building, then| 'rative manager Wittnauer Watch Co. prior to 


for the new busi- 


blended into a buffet dinner held | |... department 


for the members and guests by 


joining NuTone 


Denver media. The evening ended yay — y te . Hammel to New London CofC 
with a stage show and dance given | ¢lude_ establish- . ; Jeffery J. Hammel has resigned 
by the Rocky Mountain News. ing an adminis- —_ as executive director of the New 

On Monday there was a sight-! trative system, wo Bedford, Mass., Industrial Devel- 
seeing trip and lunch for the wives| channeling all opment Commission to become ex- 
end ‘an evening cocktail perty| creative work y | ecutive vice-president of the New 
porto aa ett Poe - * | London, Conn., Chamber of Com- 
sponsored by the San Francisco| Carried on with = 

7 |regard to new lee Garfield | METCE: 


adclub. The meeting adjourned at} business. and éi- 
4 p. m. Tuesday for an excursion to recting vessarch for his depart- 
historic Central City that lasted ment. ¥ . 

all evening, and on Wednesday the 

meeting concluded with a dinner, 
entertainment and dancing. Despite 
the extended festivities, each! 
breakfast meeting was packed, 
evidencing the serious attention 


LIQUIDATOR AND PACKAGE INSERT 


pREMIUMS. ee 


PRODUCED TO FIT TOUR REQUIREMENTS 
| IDEAS. COLOR SKETCHES, COPY, AR} 
AND PRODUCTION ASK FOR SAMPLES 
CARDY-LUNDOMARK COMPANY 
es ww ere cH, > 3 


On STREET . « AGC 


Apple Valley Signs Harmon 
Apple Valley Inn, Apple Val- 
ley, Cal., has signed as ten-week 
sponsor of the Monday, Wednes- 
day and Friday broadcasts of 


SPECIALTY PRINTERS 


IF YOU WANT YOUR 
CATALOGUE-OR BOOKLET - 
OR HOUSE ORGAN - 
TO BE READ FROM COVER 
TO COVER... 


BE SURE IT 
HAS A COWER 


REFERABLY, a cover of BUCKEYE 
or BECKETT—the good-looking, 
long-wearing cover stocks which 
have long been the first choice of 
admen and printers everywhere. 
14 colors, 9 finishes, to choose from 
in the BUCKEYE line; 
10 colors, 9 finishes, in the 
lower-priced but very attractive 
BECKETT line. New sample books 
on request. 


tHe BECKETT 


PAPER COMPANY 


Makers of 
Good Paper 
in 


Hamilton, Ohio 
Since 1848 
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The Oldest National 
Monthly Magazine . . . 


serving the better Home Furnishings 
stores of Americo. A responsive $31 
billion market for furniture, floor cov- 
erings, electric appliances, lamps, etc. 


Write for copy of 29th Annual 
Market Data Report 


ee AGE 


a MONTHLY BY ee " °. “Rene, COMPANY 


STOPPERS FROM THIS SURVEY: 


81% of the 418,185 autos in Cuyahoga 
seen have auto radios. 


—_ 


Average auto has 1.6 passengers. 49% 
of auto radios are on one or more hours. 


Auto radios are turned on 74% of the 
time autos are in use. 


Auto radio listeners in Cuyahoga County 
are tuned to WGAR a total of 411,708 


half-hours daily (7 AM to 7 PM). 
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oe | Kimberly-Clark Ads 


Employ Idea Forum 


NEENAH, WIs., June 20-—-Kimber- 
ly-Clark Corp. has incorporated a 
new gimmick, called the “idea ex- 
change,” in its copy scheduled ‘for 
executive publications. 

Each full-page company adver- 
| tisement will include at least three 
new or unusual items of interest 
to admen—such as direct mail 
ideas, outstanding display pieces, 
new art approaches, etc. The ideas 
| will come from admen and print- 
ing buyers who, in turn, will re- 
ceive $50 defense bonds for each 
item used. Contributions are wel- 
come 


Kimberly-Clark 


also is launch- 


sim here's the most 


complete study of 


AUTO RADIO LISTENING 


in Northern Ohio! 


GET ALL THE FACTS! 
WRITE FOR YOUR COPY 


nnn Ose “UNI FIFE seseree serio 


WGAR Cleveland 


50,000 WaTts ... CBS 


td 


Rist RADIO... AMERICA’S GREATEST ADVERTISING MEDIUM — ne] 


ave ity 


8) 


nd 


) % Represented Nationally by 
Edward Petry & Company 


Advertising Age, June 25, 1951 
ing a drive in advertising and bus- 
iness publications, featuring car- 
toons by New Yorker artists and 
containing short reminder copy 

Foote, Cone & Belding, Chicago, 
directs the account. 


Chirurg Co. Names 
Sawyer to Direct 
Plans Department 


New York, June 20—Heward 
G. Sawyer, copy director of the 
| New York office of James Thomas 
| Chirurg Co., Bos- 

ton and New 
York, has been 
appointed head 


James Baubie Joins Chrysler 

James A. Baubie, formerly pub- 
lic relations director of Westing- 
house Corp., has joined Chrysler 
Corp., Detroit, as a member of the 
staff of James Cope, assistant to 
the president. of the agency's 
new plans and 
marketing de- 
partment = and 
elected a direc- 
tor of the agency. 

The company 
is reorganizing 
its plans function 
to focus all re- 
search, media and merchandising 
activities more sharply on chang- 
ing marketing conditions. 

Stanley Graham, assistant copy 


Frawley Joins Abel & Bach 


E. J. Frawley, formerly with 
Phoenix Hosiery Co., has been 
named sales manager of the lug- 

gage division of Abel & Bach, Mil- 
waukee, effective July 1. 


Howard Sawyer 


director, will become director of 
the New York copy department, 


which is being expanded to in- 
clude two additional copywriters. 


Wolsey Joins Gillham Agency 

Heber G. Wolsey, formerly with 
Station KSL, has joined Gillham 
Advertising Agency, Salt Lake 
City, as radio and television ex- 
ecutive. 


McGuire Joins Sale Point 

Erin McGuire, black light ad- 
vertising specialist, has joined 
Sale Point Posters, New York, to 
handle national sales 


Anderson-McConnell Moves 


Anderson-McConnell Advertis- 
ing Agency, Hollywood, has moved 
to larger offices in the 731 North 
La Brea Bldg. 


* 
ARE 


you 
AMBITIOUS 


TO GET PLACES, SELL THINGS, 
GET RESULTS, BE A STAR PRO- 
MOTION MAN??? 


see 


If so, the new monthly, 
EXPOSE’ of DIRECT ADVERTISING 
will thrill you. 


A unique “how-to” publication 
offering an exposition of ideas, art. 
copy. facts, formats, gadgets, gim- 
micks, production secrets. And 
EXPOSE’ carries NO advertising. 


The FIRST publication that de- 
scribes the “trick and tells you 
HOW to perform it! 


Inaugural issue Juty-1951. 
monthly thereafter. 
$12 per year with binder. 
DOUBLE-VALUE GUARANTEED 
or your $12 refunded! 


Editor - HARRY LATZ - 


33 years 
direct advertising experience 


LATZ PUBLISHING COMPANY, Inc. 


Box 22B — Village Station, 
New York 14. 6. Y. 
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Ad . 7 
vertisers in 


Scramble for 
Ist Colorcasts 


General Mills Buys 
Weekly Show; 15 to 
Pitch on Ist Program 


New York, June 22—First spon- 
sor of a series of color television 
programs will be General Mills, 
which will present a 30-minute 
weekly telecast over CBS starting 
June 26 at 4:30 p.m., EDT. En- 
titled “The World Is Yours,” the 
show will feature beautiful flow- 
ers, colorful fish and other won- | 
ders of nature. 

General Mills, through Batten, 
Barton, Durstine & Osborn, also 
will be one of 16 advertisers par- | 
ticipating in the sponsorship of the 
first authorized commercial color- 
cast, to be aired June 25 from 
4:30 to 5:30 p.m. EDT, over 
WCBS-TV, New York; WNAC-TV, 
Boston; WMAR-TV, Baltimore; 
WCAU-TV, Philadelphia, and 
WTOP-TV, Washington. 

Advertisers were sold on the 
event by historical and publicity 
considerations, not circulation fig- 
gures. CBS estimates that there 
are 1,000 home-converted receiv- 
ers in the New York area and be- 
lieves each wil] have at least ten 
viewers for the premiere show 
which cannot be seen in b&w. 


e Other companies paying the bill 
for this TV first: Lincoln-Mercury 
(Kenyon & Eckhardt); Longines- 
Wittnauer (Victor A. Bennett Co.); 
Pabst (Warwick & Legler); Pepsi- 
Cola (Biow Co.); Wrigley (Arthur 
Meyerhoff & Co.); Revlon (Wil- 
liam H. Weintraub & Co.); Lipton 
(Young & Rubicam) ; National Bis- 
cuit (McCann-Erickson); Toni 
(Foote, Cone & Belding); Reid- 
Murdoch (Weiss & Geller); Procter 
& Gamble (Compton Advertising) ; 
Standard Brands (Compton); 
Quaker Oats (Price, Robinson & 
Frank); Liggett & Myers (Cun- 
ningham & Walsh); and Rit (Earle 
Ludgin & Co.). 


The first six advertisers will 
present their sales messages in 
one-minute announcements; the 


last eight will participate in the 
more informal commercials of the 
type delivered by Arthur Godfrey 
and Garry Moore. Revlon will re- 
ceive makeup credits. 

CBS reportedly is charging the 
one-minute advertisers $1,250, 
with the nine informal partici- 
pants paying approximately $250 
per product. 


s In addition, the first week of a 
regular color schedule at CBS will 
include two half-hour shows on 
Wednesday, Thursday and Fri- 
day and a remote sports broadcast | 
on Saturday. The network plans to} 
augment this lineup gradually, | 
with a 20-hour weekly schedule as 
a goal for fall. 

Pioneering as spot color adver- 
tisers will be Phoenix Table Mat 
Co. (Bozell & Jacobs); O’Cedar 
Corp. (Young & Rubieam); Bulova 
Watch Co. (Biow); and Wembley 
Inc. (Walker Saussy Inc.). Except- 
ing Bulova, which will use time 
signals, they all bought 20-secornd 
announcements on WCBS-TV. 

Rates for spots on WCBS-TV are 
$50 for eight seconds shared identi- 
fication and $75 for 20-second an- 
nouncements with graphic arts, 
actors, etc., extra. No programs 
are available for local sponsorship 
since all are to be televised on a 
network basis. At press time net- 
work rates were still in the pro- 
cess of being worked out. 


e For the moment Columbia is 
prepared to handle only live color 
programs and commercials—no 


AT DENVER POST PARTY—Officers of the Advertising Assn. of the West, caught by 
AA's photographer at the Denver Post party June 17, are Mrs. Muriel Tolle (sec- 


ond from right), Tolle Co., 


San Diego agency, vice-president at large, and Harold 


J. Merilees (right), public relations director of the British Columbia Electric Roil- 
way Co., Vancouver, and retiring president of AAW. With them were Claire Hender- 


son, Arthur G. Rippey Advertising Agency, 


and Mrs. 


president of the Denver Advertising Club, 


Henderson. Mrs. Tolle will represent the AAW at the international ad- 


vertising conference in London next month. 


films. 

CBS will run full pages in New 
York newspapers calling attention 
to the historic television first. 
Local stations are expected to pro- 
mote the affair in their own cities. 

Also set to break on Monday 
(June 25) is the first consumer 
advertising for color TV sets. This 
will appear under Air King Prod- 
ucts Co.’s new name—CBS-Colum- 
bia—and will feature a console 
capable of receiving present b&w 
and Columbia color programs. The 
price is $499.95. New York papers 
only will be used at the outset. 


NBC Previews 21” 
Tri-Color Tube; 
Starts Colorcasts 


New York, June 21—At a sym- 
posium held to explain engineer- 
ing details of its tri-color tele- 
vision tube, Radio Corp. of Amer- 
ica this week displayed, for the 
first time, a 21” tri-color picture 
tube. 

More than 200 RCA licensees, 
representing most of the country’s 
radio-electronics manufacturers, 
attended the meeting. 

RCA offered to make available 
to manufacturers for use in labo- 
ratory work samples of the 16” 
basic developmental model of the 


tri-color tube and kits of asso- 
ciated circuit components and 
parts. 

e The new 21” tube is expected 


to be demonstrated in use starting 
July 9 when RCA begins experi- 


|; mental colorcasts over Channel 4 


here. These programs, to be pre- 
sented on an irregular basis during 
the hours when WNBT is not on 
with black-and-white shows, will 
give the general public its first op- 
portunity to view the RCA color 
system. RCA's colorcasts can be 
picked up in,black-and-white on 
current sets. 

If these experimental shows are 
to be carried by stations in other 
cities outside New York, applica- 
tion must be made for experi- 
mental licenses. The ‘terms of 

NBT’s license to air colorcasts 
requires that the station use the 
identification KE2XJV and sched- 
ule them in off hours on an ir- 
regular basis. 


FTC Hears Complaint 


of Dealers, Makers 
on TV Trade Methods 


WASHINGTON, June 21—A TV 
dealers’ association told the Fed- 
eral Trade Commission today that 
at least a third of the 12,000,000 
TV sets now in use were defective 
when received by dealers. 


Charging that sets are often 
“poorly designed, sloppily built, 
carelessly shipped, falsely adver- 


tised, badly sold and poorly serv- 
iced,” Edwin S. Dempsey, execu- 
tive director of the National Tele- 
vision Dealers Assn., asserted at 
a trade practice conference: 

“There has been no appreciable 
improvement in the industry, and 
we are convinced that there will 
not be any improvement unless 
we get a good set of rules out of 
this conference.” 

Dealer spokesmen, present in 
substantial numbers, placed before 
the commission a host of ills 
plaguing the industry, from dis- 
tress selling to kickbacks on serv- 
ice contracts. 
@ Radio-Television Manufactur- 
ers’ Assn., which had requested 
the conference 


in order to bring 
the industry’s 13-year-old trade 
practice code up to date, wanted 
to concentrate discussion on ad- 
vertising. 

Its 14-page draft of proposed 
rules governing ads for equipment, 
including antennae, color adapters 
and converters, and picture size, 
quickly brought Richard Salant, 
attorney for CBS-Columbia, new 
manufacturing subsidiary of CBS, 


into the fray with the charge that! 


RTMA rules do 
fairly. 

Dealer groups pressed for com- 
prehensive rules on 
and trade discounts. 
private deals” as 


not treat color 


Protesting 
a source of de- 


structive price wars, the president | 
of a Bronx dealer group told how} 


a $184 set had been offered to one 
dealer at 20% off, and to another 
dealer at a further 20% 

“Eventually,” he said, “this 
dealer was able to get the sets for 
$112. Another of our members was 
‘left’ with 114 ‘pieces’ of this item, 
which he had bought at $184. 

“All of us desire to have 


Pulse Network TV Leaders 


May 1-7, 1951 
ese we Boston, Buffalo, Chicago, Cincinnati, Cleveland, Calun-| Katz Promotes Don Kearney 


bus, Dayton, Detroit, 


Los Angeles, 


Minneapolis-St. Paul, New York, 


New Orleans, Philadelphia, San Francisco, St. Louis, Washington 
EVENING. ONCE-A-WEEK 
Texaco Star Theater (NBC) 45.3 Kraft Theater (NBC) 30.3 
Show of Shows (Several Sponsors. NBC) 32.3 Comedy Hour (Colgate. NBC) 29.4 
Philco Playhouse (NBC) 31.0 Toast of the Town (Lincoln-Mercury, CBS) . 29.3 
Godfrey's Talent Scouts (Lipton, CBs) 3.7 Godfrey & His Friends (Toni, Pillsbury 
Pabst Bouts (CBS) 30.3 Chesterfield, CBS) 
Fireside Theater (P&G, NBC) 30.3 
MULTI-WEEKLY 
Cactus Jim (Co-op, NBC) 18.2 Kate Smith (Several sponsors, NBC) 11. 7) 
Howdy Doody (Several sponsors, NBC) 15.3 Mohawk Showroom (NBC) Py 
Came! News Caravan (NBC) 4.7 - TV News (Oldsmobile) ; 
Kukla, Fran & Ollie (RCA, Ford, Life, ittle Show (Stokely-Van come. NBC) . 103 
P&G. NBC) ion ; 14.1 Stors k Club (Fatima, CBS) 9. 
Chesterfield, CBS) 29.0 
a Let 


warranties | 


discount. | 


the | 
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Agency Network Members Will Encourage 
More Long-Term Planning by Advertisers 


HIGHLAND Park, ILL., June 21— 
Delegates to the 20th annual con- 
ference of the National Advertis- 
ing Agency Network turned their 
attention to the problem of per- 
suading clients to do more long- 
term planning as the final session 
of the four-day meeting opened 
here today. 

One of the major problems fac- 
ing medium-size agencies, accord- 
ing to the principals of various 
network agencies, is the uncer- 
tainty in the minds of advertisers 
as a result of the international 
situation. 

Discussions also centered around 
techniques which network mem- 


Henry J. Kaufman & Associates. 

More than 800 entries of various 
types of campaigns were consid- 
ered in making the awards. The 
award classification, winning agen- 
cy and client, for each award, are 
as follows: 

Integrated advertising 
dising: National—Henry J 
Associates, Lebow Bros 
vertising Agency, 
& Deposit Co 

Business paper advertising 
Hoffman & York, Heil Co 
vertising!; Flack Advertising Agency, 
Station WFBL (service advertising). Mer 
chandising—Henry J. Kaufman & Asso- 
clates, Station WMT 

General magazine campaign 
Kaufman & Associates 

Direct mail campaign 


ard = = merchan- 

Kaufman & 
Local—Flack Ad 
Syracuse, First Trust 


Industrial 
‘product ad- 


Henry J 
Lebow Bros 
Carter Adver 


bers may use in emphasizing the | ts!n€ Agency, Kansas City, Station WIBW 


facts that NAAN 
collectively bill about $25,000,000 
and that members are familiar 
with all phases of the operations of 
all network agencies. 


agencies now 


| e Henry J. Kaufman, president of 
Henry J. Kaufman & Associates, 
Washington, was elected chairman 


of the steering committee of the! 


| network. He succeeds Wilford 

| York, executive vice-president of 

| Hoffman & York, Milwaukee. 
Steering committee 


Topeka 
Newspaper campaigns 
Long Co., York, Pa., 
Local (retaili—W. H 
ane's. Local (general 
man & Associates 
Power Co 

Outdoor campaign 


National—W. H 
York-Shipley Inc 
Long Co., Mary 
Henry J. Kauf- 
Potomac Electric 


Evans & Associates 

Fort Worth, Williamson-Dickie Mfg. Co 
Point of purchase display: Flack Ad 

vertising Agency, A. H. Pond Co 


Transportation 
vertising Agency, 
casting Corp 

Radio campaign 
Advertising Agency, 


campaign: Flack Ad 
Onondaga Radio Broad 


Program—Henderson 
Gresueiile Ss € 


members| Greenwood Packing Co. Spot announce 


| include Harry G. Hoffman, presi- | ment Ronalds Advertising Agency, Pal 
| dent of Hoffman & York; Russell | Bade Corp. Lt 

= ? 2 L ; Television campaign: Program—Henry 
C. Ronalds, Ronalds Advertising| 3. Kaufman & Associates, Arthur Mur- 
Agency, Montreal; Herman H.| ray Studios. Spot announcement—Evans 
Hutzler, Hutzler Advertising & Associates, Williamson-Dickie Mfg. Co, 
} SE i | Physical appearance of advertisi 
Agency, Dayton; Oakleigh R.) wottman & York, A. F. Gallum & sae 
French, Oakleigh R. French & As- | Corp 

sociates, St. Louis; Herbert Peck,| House organs: External—Henry J. Kaul- 


Hazard Advertising Co., New York; 
Ernest Lee, Merrill Kremer Inc., 
Memphis, and Mr. Kaufman. 

The network's creative awards 
trophy, awarded to the member 
agency achieving the largest total 
number of points in the NAAN 
annual competition for outstand- 


ing campaigns, this year went to Advertising Agency, 


man & Associates, Wood Office Furnitufe 


Institute Internal—Ambro Advertistmg 
Agency, Cedar Rapids, la., lowa Electshe 
Light & Power Co 

Annual reports: W. H. Long C« York 
Corp 

Agency's own promotion Henry @ 
Kaufman & Associates 

Institutional advertising Hazard A@- 


vertising Co., American Cyanamid Co 
Campaign in farm publications: Ambio 


lowa Utilities Asa@. 


industry cleaned up,” e said 

“All of us know what is per on 
We are looking for a way, not so 
much to control prices, as to clean 
up this unfair situation.” 


e In his statement for the Na- 
tional Television Dealers Assn., 
Mr. Dempsey said Better Business 
Bureaus are getting more com- 
plaints about TV sets than about 
all other lines of business put to- 
gether 


—_— 


Lifshey Hits 
‘Phony’ Awards 
to Advertisers 


(Continued from Page 1) 
ness community may wake 
some not-so-fine day and discover 


He protested senseless model | that all such advertising and pre 


changes which come “ 


immediately | 


motion has been placed under 


after dealers have been loaded up) strict legal limitation.” 


with a heavy stock of the 


ceding model.” 


pre- 


He objected to the! @ In sharp contrast to these con- 
practice of guaranteeing parts sep- ditions, 


he said, are the “honest 


| arately. “The dealer and the pub-| and ethical standards upon which 


lic want and should have a clearly 


the Industrial Designers Institute 


stated comprehensive guarantee of | is basing its annual awards. Under 
| the circumstances, that constitutes 


the entire unit as a TV receiver 
leapable of getting satisfactory 
sound and a reasonably clear pic- 
ture.” 


ja particularly 


are getting cooperative advertising | 


arrangements which enable them 
to pay as little as 10% to 25% of 
the price of newspaper space, 
| while other dealers have to pay 
50% 
| ment and has a tendency and ef- 


“This is an unfair arrange-| 


fect of giving a lion's share of the | 


| business to the dealer getting the | 


more favorable arrangement.” 
The conference is to reconvene’ 
at a future date. 


Don Kearney, assistant TV sales 
manager of Katz Agency, media 
representative, has been named to 
the newly created post of TV pro- 
gram manager. Mr. Kearney will 
sell video film programs and sta- 
tion-produced programs on a na- 
bee spot basis. 


‘Raleigh Times’ to Shannon 

The Times, Raleigh, N. C., has 
4| appointed Shannon & Associates 
| as its national sales representative, 
‘effective July 


| chandising and 
| ture 
le He charged that large dealers | 


helpful and 
structive contribution to the 


con- 
mer- 
advertising pic- 

Winners of the 1951 IDI Design 
Award were: George Cushing and 
Thomas G. Nevall, for their de- 
sign of the Tricolator coffee maker, 
a product of Tricolator Co.; Charles 
Eames, for his design of the SAX 
plastic chair for Herman Miller 
Furniture Co., Zeeland, Mich., and 
Carl Otto, for design of Schick 
Inc.'s “20” electric razor. 


Raymer Appoints Murphy 
Hugh Murphy, formerly mana- 
ger of Station KWEM, West Mem- 


phis, Ark. has been appointed 
manager of the new southern of- 
fice of Paul H. Raymer Co., radio- 
TV station representative, The of- 


fice will be located at Memphis, 
Tenn 


Whitehall Promotes Ballin 


Douglas Ballin Jr., supervisor 
of radio and television activities 
for Whitehall Pharmaca] Co., New 
York, has been promoted to ad- 
vertising manager for all company 
brands, including Anacin and 
Kolynos 
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Senate Postal Group Waiting 
for House Rate Bill Action 
WASHINGTON, June 21 
was an error in AA's report last 
week about the Senate postal com- 
mittee’s secret meetings on legisla- 
tion which will 
the rate on first 

The story said 


propose to boost 
class mail to 4¢ 
Senate postal 


By STANLEY E. COHEN, Washi 


There 


Editor 


committee Chairman Olin C. John- 
ston (D., S. C.) was leaving on a 


2'2-week trip to Puerto Rico. It 
should have said the Panama 
Canal Zone. 

As for the rest of the story, we 


stick to our guns. 
Postal committee members are 
agreed on 4¢ first class, 8¢ air mail, 


| for good measure, 


a series of three 10% increases in 
second class, and a step up to 1%4¢, 
then l'‘e¢ for bulk third class. 

They are also agreed on a full- 
scale investigation of postal oper- 
ating methods and policies. And 
they want to 
restore two-a-day delivery service 
to residential sections. 

The bill will remain in commit- 
tee until the House acts on the 
$125,000,000 rate bill reported by 
the House postal committee. After 
the House bill is passed, the Senate 
bill, with its 4¢ first class rate, will 
be offered as a substitute. 


* . 
Without ruffling its fur a bit, 
the House gave approval Monday 


to legislation granting Federal 
Trade Commission sweeping au- 


fraud.” 
They complain about the rabbit. 
His pelts, imported in large quan- 


tities, are passed under such exotic ' 


names as “hudseal,” “mink coney,” 
and “sealine.” The muskrat has 
aliases like “hudson seal,” “dive 
seal” and “water mink.” 

If the Senate concurs—as it very 
well may—FTC would be in- 
structed to set up an official “fur 
products name guide.” Coat labels 
and ads would have to conform. 

o at e 

FTC's fight against basing point 
legislation last year has left deep 
scars. 

This came out Monday as Sen. 
Estes Kefauver (D., Tenn.) fought 
to add $400,000 to the commission’s 
anti-monopoly budget. He was 


Ree te Pe ee ee ee j thority over labeling and advertis-| shouted down, following a debate 
| we point u ith pride to those TV trailers | ing of fur coats. in which FTC was roundly criti-| 
featuring Milton BERLE, Eddie CANTOR, ris j , Sponsors of the bill, mostly fur | cized for “lobbying.” 
oor WYP RINT o,,f,3- : farmers, admit the legislation is The basing point issue will be} 
| Bob HOPE, Ed WYNN which we made one of the strongest “truth in lear through the Senate cham- | 
for National Broadcasting Company. j vertising” statutes ever proposed. | bers again in the near future when 
. + 7p: : They insist that the fur industry! senators take up the McCarran! 
elefilm Inc. Hollywood 28 Calif. Since 1938. ; a — , 
1 ____Telefilm Ine. Hollywood 28 Calif. Since 1938._ | suffers from the “rankest kind of bill, permitting sellers to meet} 
oars Barter tree aS Pa Ae cag" 
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Tait by TIME! 


THE SORG PAPER COMPANY 


p SALES OFFICES AND REPRESENTATIVES IN 
4 NEW YORK + BOSTON + PHILADELPHIA + CHICAGO 
is ST. LOUIS + LOS ANGELES 
a 
' * 
™ S. Sat ae eitel ik eae we % ee os) Pata oe ae 


REG. US. PAT. OFF. % 


Year after year, millions of “Happy Birthday” 4 
grestings pass from friend to friend on the ee! 
magic carpet of Sorg paper. For greeting card i 
stock is still another of the hundreds of quali- a 
ty printing and specia! papers that the versa- 
tile Sorg papermakers have been producing 
for the past 99 years—fo meet the paper 
needs of printers, converters and fabricators. 


Middletown, Ohio 


Manufacturers of Printing and Specialty Papers 


¥ 7 
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bona fide 
tors. 

Its sponsor, Sen. Pat McCarran 
(D., Nev.), says he is merely af- 
firming the Supreme Court's de- 
cision in the Standard Oil of Indi- 
ana case. But FTC’s friends insist 
that the McCarran bill is basing 
point by another name, and that 
it takes price discrimination law 
back to pre-Robinson-Patman Act 
days. 


quotations of competi- 


If you know anyone with $60,- 
000,000 to bet on a sure thing, get 
in touch with Arthur Treanor. He’s 

| the retired Booth newspaper ex- 
ecutive, down here on a “without 
compensation” basis te head up the 
| printing and publishing division of 
| the National Production Authority. 

He has facts and figures to show 
that anyone who puts money into 
| domestic newsprint mills can count 

on an unlimited market and a 
worth while return on his invest- 
| ment. Moreover, he believes NPA 
will put up rapid tax amortization 
certificates and priorities to help 
the project along. 

All that’s needed is a man with 
keys to the vault. 

(For $60,000,000 he would have 
}a two-machine mill, capable of 
| producing 90,000 tons of newsprint 
| annually.) 

a . e 

Retail price cuts have taken 
some of the steam out of the drive 
for strong price controls. With 
}many items selling below price 
| ceilings, it is hard to show that the 
| Office of Price Stabilization is in- 
dispensable. 
| The administration insists pres- 
{sure on prices will rise this fall, 
as consumer goods begin to dis- 
appear from shelves. 

But at the moment, consumers 
|are apparently finding it rather 
easy to resist the temptations mer- 
chants put in front of them. 

The sales slowdown can't be 
blamed entirely on a shortage of 
money; Commerce Department's 
May figures show a sharp upswing 
in personal savings. 
| Whatever the theory, OPS will 

remain. The inflationary threat 

| exists and, in an emergency, an 
| OPS cannot be put together over- 
night. 


Milwaukee Marketers Elect 

Wilford York, executive vice- 
| president of Hoffman & York, 
Milwaukee agency, has been elect- 
ed president of the Milwaukee 
chapter of the American Market- 
ing Assn. Other officers are: Har- 
old H. Heinecke, Perfex Corp., Ist 
| vice-president; Harold F. Null- 
| meyer, Allis-Chalmers Mfg. Co., 
2nd_ vice-president; Robert C. 
|Monohan, Cutler-Hammer Inc., 
| secretary, and Roger R. Scholbe, 
| Joseph Schlitz Brewing Co., treas- 
urer. 


8x10! 
GENUINE 
GLOSSY 


PHOTOS 


tt Quantities 
SELL BETTER! 


PHOTOMATIC : co. 


| $3- 59 E. Illinois St., Chicago 11, Iilinels 
| Phone: WH itehall 4-2930 
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New TV Formula 
Seen as Result 


of Theater Test 


Exclusive Movie TV 
of Boxing Tried Out; 
Film Available Later 


New York, June 21—The Inter- 
national Boxing Ciub is developing | 
a formula for eating its cake and| 
having it too. First step is to sell | 
exclusive TV rights to a theater! 
network, restricting the coverage 
to areas outside the city in which 
the event is held. | 

Then, later, when television no 
longer is a hazard to the box office, 
sell films of the event for home TV 
airing. 

This pattern was put into use 
this week as Pabst Sales Co. paid 
approximately $20,000 to carry a 
film version of the Joe Louis-Lee | 
Savold boxing bout on CBS-TV.! 
The event was presented as a part 
of the beer maker’s regular 
Wednesday night series over Co- 
lumbia. 


@ There was no radio or home TV 
coverage of the fight when it was 
staged in Madison Square Garden 
here on June 15 after two post- 
ponements because of rain. Instead 

—as a test of television's effect on 
attendance at sporting events and 
its potency as a box office draw 
at motion picture houses—exclu- 
sive simultaneous TV rights went 
to a group of theaters in Albany, 
Pittsburgh, Washington, Cleveland, 
Chicago and Baltimore. Theaters 
in this area were specifically ex- 
cluded. 

Since this was an experiment, 
the theater network paid only 
some $10,000 for the video rights. 
Pabst had been paying approxi- 
mately $100,000 to get TV cameras 
and radio microphones into the 
Ezzard Charles fights; rights to 
the Charles-Louis battle cost the 
company $140,000. 


@ Practically all of the nine thea- 
ters which carried the Louis- 
Savold fight had full houses and 
some were playing to standees— 
no mean accomplishment in these 
days of declining movie box office 
returns. Some theaters charged 
their regular prices; others hiked 
the rate to $1.30. 

The same group of theaters, plus 
additional ones if theater video 
systems can be installed in time 
and if the coaxial cable can be 
cleared, will present the Jake La- 
Motta-Bob Murphy bout on their 
movie screens June 27. They will 
pay the International Boxing Club 
a minimum of $10,000 for exclu- 
sive television rights; this fee may 
go higher depending on the take 
at the box office. 

From the standpoint of com- 
promising with television in a 
manner designed to get people out 
te watch the event in person, the 
experiment was highly successful. 
Despite two postponements, Louis 
and Savold played to more than 
18,000 persons in Madison Square 
Garden. The box office take was 
$95,000. This is a capacity house 


PINPOINTED 
Zo yon layouiTeceda! 


A brand new kind of art and idea 
service — organized for quick acces 
sibility—not stock material but 
modern art that enables uscrs to 
CREATE smart and original printed 
pieces. Send now for free layouts 
and sgmple 


THE ONLY ORGANIZED 


Copp ee ART SERVICE 


FREE LAYOUT SAMPLES ... learn how in 
dustrial concerns, hthographers, agencies and 
many others are using this new method for the 
preparation of more effective printed matter. 
Write, nght now! 


multi-use 


multi-ed sereices, tme.. 105 Walnut St PEORIA IL 
CREATORS of MULTI-USE TOOLS tor BETTER OFFSET LAYOUT and COPY 


for boxing in the Garden. 


@ The home televised meeting be- 
tween Louis and Charles grossed 
$206,000 at the gate, but that, ob- 
viously, was a much more impor- 
tant event and was held in Yankee 
Stadium. 

The noteworthy point in the the- 
ater TV boxing experiment: Un- 
able to see the fight at home, as 
many people as could get in went 
to the Garden and to the theaters 
to watch it. How much they were 
willing to pay for the privilege is 
another matter, determined strictly 
by the drawing power of the card. 
On June 15, ringside Louis seats 
went for $20. 

However, IBC repeatedly em- 
phasizes that the weather is a 


major factor in the assignment of 
telecast rights to these outdoor 
bouts to theaters rather than to 
advertisers, who would present 
them to home viewers. 

Boxing promoters, not ready to 
make any definitive statements as 
a result of one test, are waiting 
for further evidence before pre- 
dicting what the future of their 
sport may be in a_ television- 
minded world. 


@ Concerned over “the trend to 
discriminate against television set 
owners by deliberately channeling 
broadcasts away from designated 
areas into restricted areas, as oc- 
curred in the Louis-Savold fight,” 
a group of New York business men 
set up a Fair Television Practices 


Committee to protect the public 
interest in this respect. Headed by 
Jerome W. Marks of the Husch & 
Marks law firm, the ten-man 
committee is composed predomi- 
nately of lawyers. 

Mr. Marks said the group would 
appeal to the Federal Communica- 
tions Commission to suspend the 
license of any broadcaster who 
takes part in box office TV pro- 
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gramming. The committee also 
questions the legality of any sys- 
tem which would charge home 
viewers a fee to watch video. 


WIR Promotes James Quello 

James H. Quello, publicity and 
promotion manager of Station 
WJR, Detroit, has been promoted 
to director of public relations and 
advertising 


NOW- you can pinpoint your advortising to 
AMERICA’S ARMED FORCES — 
more spendable iricome than ever 


sell them, tell them-through 


Vv & 


ARMY and AIR FORCES BASE NEWSPAPERS 


W. 8. BRADBURY CO., 


122 EAST 42nd ST. .Y 


Y 


mu 3.7595 


Those 


ws in the KFAB area 
Give Milk 


By H. R. MOORMAN 
ADVERTISING MANAGER 
FAIRMONT FOODS COMPANY 


“The cows in the KFAB Area that ‘do not give milk,’ of course, are the 
vast herds of beef cattle raised in Nebraska's great ranch country 
and fattened in the feed lots of lowa, Nebraska, Kansas and Mis- 


souri. It is the marketing of this beef (the finest in all the world) i 
which places the Omaha Livestock Market second in the Nation. 


city in the manufacture of butter.” 


‘bossies’ that ARE milked in this great dairying area make Omaha the number one 


So, when we say that all the cows in the KFAB area give milk—-we are leading into a big 
market story of tremendous importance to you. The Midwest Empire Station blankets a vast 
territory of farms, rural towns and cities. Its backbone is the ranching and farming industry. 
Its wealth is not only among the ranchers and farmers, but also in the cities where the agri- 
cultural products are made into marketable foods that help meet the needs of the entire Nation. 


KFAB, the Midwest Empire Station, through years of experience in serving such a rich, vast 


area, has become the station to do the powerful selling job. Arrangements can be made 
for you to use this effective medium—at a low mae cover the Midwest Empire profit- 
ably. May we tell you more about it? 


Represented by FREE & PETERS INC., General Manager HARRY BURKE 
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Jorgenson Joins Rea Agency 

William G. Jorgenson, formerly 
advertising manager of the in- 
dustrial division of C.I.T. Corp. 
and Duro-Test Corp., has joined 
Rea, Fuller & Co., New York, as 
an account executive. 


Chicago Show Names Green 
Marvin T. Green, sales manager 
of Chicago Show Printing Co., has 
been named director of sales of 
the company’s printing division. 


ys free - —— us the 
i sauonery 


Because different kinds of women read different kinds of 
magazines, you need leaders in the Romance Field 
as well as leaders in the Service Field. 


Starch reports that only 10% of TRUE CONFESSIONS 
readers see a copy of the Ladies’ Home Journal —less 


than that see McCall’s or Good Housekeeping. 


among other things, revealed that 


women who owned Ironrite 
ironers had purchased them after 
» rigors of ironing. 

was 


cided to concentrate 


Case Histories on Swan Soap and 
Ironrite Told to Marketing Men 


(Continued from Page | primarily of a demonstration of 
}how the ironer operates, shown 
business | by a series of pectures and cap- 
} 20 years when BSF&D | tions. 

, Mr. Jones Within eight months, Mr. 
, despite aj said, Ironrite paid its first stock 
superior product, the company did | dividend, and sales for the 
not have a large sales volume and 


riod were the highest in the com- 
stock divi- pany’s 20-year history. 
Now Ironrite advertises exclu- 
A market study was made which,’ sively on TV—the ideal medium 
when product demonstration is in- 
volved—and a recent check in the 
Chicago area revealed that 37% 
It of Ironrite sales made there 
that women strongly sulted from the television 
The company’s Chicago distributor 
reports that he is unable to 
more than 1,000 orders he has on 
‘t, BSF&D de- | hand. 
ads in wom- 

» ads consisted’ @ The immediate promotional 


problem faced by all industry to- 
day is how to move more mer- 
chandise at a reasonable profit, 
John L. McQuigg, vice-president 
of Geyer, Newell & Ganger, told 
the assembled marketing men. 

“Since the war, and up until 
recently, it’s been largely a com- 
petitive race to make things,” Mr. 
McQuigg said. “Today, and pos- 
sibly for the future, we are sure to 
revert more to what we've known 
in a normal past as a competitive 
race to sell things.” 

Business has been “resting on 
its oars” too long, he warned, and 
needs to toughen up fast. 


s “All too many of our organiza- 
tions have lost the knack of or- 
ganizing, developing, preparing 
and producing tough, hard-hitting 
marketing and sales promotion 
plans,” he said 

“We need more objective fact 
finding, more testing, more mar- 
ket analysis and research.. .and 
when I say research I mean not 
just a list of statistics or answers 


You need BOTH kinds 


e@eaege 


of magazines to sell 


the WHOLE market! 


Starch figures show 

TRUE CONFESSIONS readers 
are younger than the readers of 
any other magazine reported. 


Excepting Parents’—-TRUE 
CONFESSIONS has the highest 


percent of families with children. 


Yet, every month at the newsstands, MORE WOMEN BUY 
TRUE CONFESSIONS THAN ANY OTHER 


WOMAN’S MAGAZINE EXCEPT 
THE LADIES’ HOME JOURNAL. 


: + DETROIT 
Los ANGELES « SAN FRANCISCO 


at the newsstands 
America’s second 
largest selling 
woman’s magazine, 
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to a series of questions. ..but re- 
search that is capable of bene- 
ficial interpretation.” 

More money must be_ spent 
on both advertising and distribu- 
tion, Mr. McQuigg said. Since the 
end of World War II over-all ad- 
vertising expenditures have been 
less than 2% of sales, as com- 
pared with the 3% that has ob- 
tained for many years, he said. 

“This means that to be just nor- 
mal in its fighting for business 
American industry should have 
spent $1,830,000,000 more than it 
did (last year).” 


e From now on, advertising is 
going to have to shoulder a greater 
share of the marketing burden 
than it has in the past, Mr. Mc- 
Quigg predicted 

The caliber of salesmanship is 
going to be poor for a long time, 
he said, and the slack in the dis- 
tribution picture caused by this 
must be taken up by advertising 
doing a better pre-selling job. 

“Part of it must be taken up by 
better displays at point of sale; 
by self-selling demonstrations; by 
more complete and hard-hitting 
literature...it is all too easy for 
the salesman. . .to agree thoroughly 
with what the prospect says he 
wants to see, wrap it up and get 
the sale...rather than to push 
your brand or to step up the pur- 
chaser to a higher unit,” he said. 

Too few companies are putting 
the necessary time and money into 
vitally needed, aggressive sales 
training programs, he added. 


WBAL Is Given 
License Renewal 


WASHINGTON, June 2i—Hearst 
Radio Inc. today won its long fight 
for renewal of the license of 
WBAL, Baltimore, so-called “blue 
book” station whose frequency has 
been sought by a new corporation 
headed by columnists Drew Pear- 
son and Robert S. Allen 

Renewal of the license had been 
in doubt since Feb. 15, 1946, when 
the Pearson-Allen group applied 
for the frequency. Earlier, WBAL 
had been cited by the FCC as an 
example of a station with a dis- 
proportionate amount of commer- 
cial programming 

In deciding for Hearst Radio te- 
day, the commission said in a 3-2 
decision—two members not par- 
ticipating—that Hearst Radio oper- 
ation of the station has greatly im- 
proved. 

While the Pearson-Allen group 
also appeared to be well qualified, 
FCC said, “the determining factor 
in our decision is the clear advan- 
tage of continuing the established 
and excellent service now fur- 
nished by WBAL, when compared 
with the risks attendant on the 
execution of the proposed pro- 
gramming of Public Service Radio 
Corp., excellent though the pro- 
posal may be.” 

Chairman Wayne Coy said, in a 
dissent, he saw little reason to 
rely on programming improve- 
ments introduced by Hearst Radio 
“while WBAL was holding a tem- 
porary license.” Commissioner Ed- 
ward Webster, also dissenting, said 
the decision would tend to give 
licensees a vested interest in their 
frequencies. 
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Radio-TV Praised 
as Circulation Aid 
for Newspapers 


WASHINGTON, June 21—-Members 
of the International Circulation 
Managers Assn., holding their 52nd 
annual convention here this week, 
were told today that radio and 
TV can be a “terrific” sales me- 
dium for newspapers. 

Reporting on TV_ promotions 
over WLW-TV, Charles Staab of 
the Cincinnati Enquirer said ra- 
dio and TV can continue to pro- 
duce new readers if (1) the offer 
is easy to accept; (2) many spots 
are used—the saturation tech- 
nique; (3) a simple plan is drawn 
up which insures cooperation 
among newspapers, radio-TV sta- 
tions, district managers and car- 
riers. 

During a three-week test period, 


he said, the Enquirer got 6,024 
answers to a “two weeks free” 
offer. He said 35% of these re- 


mained as subscribers. 


@ Roy Haan, circulation manager 
of the Detroit News, was more re- 
strained. He said his paper is using 
5,000 announcements annually over 
WWJ and WWJ-TV, but that he 
has “no concrete evidence” of new 
business. 

Earlier, the circulation managers 
heard Arthur Treanor, chief of 
the printing and publishing divi- 
sion of the National Production 
Authority, appeal for stringent ef- 
forts to conserve newsprint by 
narrowing the gap between “net 
press” and “net paid.” “Savings 
from this would supply all the 
newspapers of many states,” he 
said. 

George F. Clark of the Hart- 
ford Courant cautioned against in- 
creasing Sunday papers to 20¢ 
without careful study. Outlining 
the struggle of the Courant to re- 
gain its circulation after an in- 
crease last January, he said: “The 
inflationary cycle alone, except in 
locations where the newspaper en- 
joys a monopoly, will not permit 


higher rates without somebody 
getting hurt.” 
Newsprint Increase 


Will Cause Ad Cost 
Rise, Says Treanor 


WASHINGTON, June 21—The chief 
of the printing and publishing di- 
vision of the National Production 
Authority told House investigators 
today that impending increases in 
newsprint prices will result in sub- 
stantial rises in newspaper adver- 
tising rates. 

Arthur Treanor, retired Booth 
Newspapers executive, said in a 
statement to the special newsprint 
committee of the House Interstate 
Commerce Committee that the new 
$10 a ton increase in Canadian 
newsprint prices, on tep of in- 
creased labor costs and a recent 
$6 newsprint hike, cannot be cov- 
ered by absorption or by increas- 
ing subscription prices. 

“The increase in advertising 
rates will not be small,” Mr. 
Treanor declared. On the assump- 
tion that papers are carrying about 
65% advertising, he said it may 
average about 1442 %. He said most 
publishers feel 5¢ daily and 15¢ 


Last Minute News Flashes 


Moore, Coughlin Agency 


Dissolves 


New York, June 22—Transfer of the Industrial Bank of Commerce 
account to Peck Advertising Agency is given as the main reason for 
dissolution of Moore, Coughlin & Associates, effective June 30. Pres- 
ident Herbert V. Coughlin and Tyler Kelsey will join Peck as vice- 
president and account executive, respectively. Treasurer Walter Fenton 


is joining W. Earl Bothwell Inc. 


Check Fine Fabric Approach for Joy 

Cincinnati, June 22—Results of the current fine fabric campaign 
for P&G's Joy, liquid detergent, will determine whether the approach 
will be used extensively. For the past two weeks, Joy has been tied 


in with Henry Rosenfeld clothes in metropolitan newspapers nation-| 


ally and in a spread in Life. 


National Promotion Set for Pepsodent’s Chlorogene 


New York, June 22—Chlorogene toothpaste, being tested in four 
cities, is doing so well that the Pepsodent division of Lever Bros. 
plans to go national in the near future with the new product. Original- 
ly, Chlorogene was scheduled for national distribution about 18 months 
hence. Testing is going on in Portland, Me., Winston-Salem, Columbus 
and San Diego. Newspapers and radio spots are scheduled through 


J. Walter Thompson Co. 


Lund Leaves Walker & Downing for WDTV 


New York, June 22-—Harold C., 


Lund, vice-president of Walker & 


Downing, Pittsburgh, has been named manager of WDTV, DuMont’'s 
owned and operated Pittsburgh station. He replaces Donald A. Stew- 


art, who was shifted to New York ‘ 


group.” 


‘to assist the network management 


Gray to Goodwill Stations; Other Late News 


e Gordon Gray, 
Aug. 


vice-president 
1 to head a new New York 


of WIP, Philadelphia, 


will resign 
sales and service office for WJR, 


Detroit; WGAR, Cleveland; and KMPC, Los Angeles. Edward Petry 
will continue to represent the first two of the Goodwill] stations, and 


H-R Associates the latter station. 


@ Pearson Pharmacal Co., New York, will sponsor an as yet unnamed 


dramatic show starting July 20 at 10:30 p.m., EDT, over CBS-TV. , 


Time for Dew Spray deodorant and Ennds deodorant tablets was 
bought through Harry B. Cohen Advertising Co. Columbia will also 
be the network for Sammy Kaye's new telecast for Lambert Pharmacal 


Co. 
EDT, as of July 28. 


e Kenneth T. Vincent, previously 


(Lambert & Feasley), which will be seen Saturdays at 7 p. m., 


with Cunningham & Walsh, has 


been appointed an executive on the creative staff of Campbell-Ewald 
Co. He will be a member of the plans board. 


e@ Columbia Tobacco Co., New York, has appointed Anderson & Cairns, 
New York, to handle advertising of Du Maurier cigarets. The account 
formerly was handled by Carl Reimers Co. 


e “Mr. Keen,” dropped on CBS by Whitehall Pharmacal Co., New 
York (John F. Murray Advertising Agency), as of July 12, will switch 


to NBC as a part of “Operation Tandem,” 


of which Whitehall is a 


sponsor. Meanwhile, Whitehall, through Biow Co., is attempting to 
clear time for a daytime seria] over CBS-TV starting in the fall. 


e Joseph A. Sonneland, formerly 


assistant to the advertising and 


sales promotion manager of the Solvay sales division of Allied Chem- 
ical & Dye Corp., has joined the copy staff of Doyle, Kitchen & Mc- 


Cormick, New York agency. 


e Kenneth B. Bonham, formerly president of Emerson Drug Co., Balti- 
more, manufacturer of Bromo-Seltzer, has joined American Home 
Products Corp., New York, as assistant to the president 


Sunday is as much as the public 
will pay for newspapers without 
resistance. 

“It then becomes, for the mer- 
chant and the manufacturer on 
whom it is assessed, an additional 
cost of doing business and a new 
contributor to the price spiral.” 


e Mr. Treanor warned that the 
increased newsprint prices must 
eventually affect every magazine, 
every book publisher, every printer 
and buyer of printing in the land 

He expressed doubt that Can- 
ada could find markets elsewhere 
in the world for the nearly five 
million tons of newsprint it ships 
to this country. When committee 
members suggested we withhold 
sulphur from Canada, he cau- 
tioned against “strong arm” tactics 
in negotiating for a compromise 
price. 


Network Gross 


Time Charges 


Source: Publishers Information Bureau 


RADIO 
May May dan. -May dan. -May 
1951 1950 1951 1950 
A Broadcasting Co. $ 2,913,834 $ 3,260,839 $14,582,390 $16,571,195 
Golumbia Broadcasting System 6,763,933 6,319,197 33,060,678 30,224,024 
Mutual Broadcasting System 1,510,818 1,356,580 7,668,217 282.006 
National Broadcasting Co. 5,329,752 5,639,188 25,260,843 27,709,142 
Total $16,518,337 $16,575,804 $80,572,128 $81,793,367 
TELEVISION* 
Broadcast Co. $ 1,385,901 $ 367,989 $ 6,926,130 $ 1,520,968 
Cohombia Grendennion System 3,066,249 1,003,658 14,168,546 3,764,022 
National Broadcasting Co. 4,946,338 1,583,185 22,495,292 5,926,465 
9,398,488 $ 2,954,832 $43,589,968 $11,211,455 


Total $s 
*DuMont Television Network does not release figures. 


‘Digest’ Rates Go Up 


Reader's Digest International 
Editions will increase advertising| 
rates for the Paris, Provincial, 
Intercontinental and Belgian edi- 
tions, effective in Novemver. The 
rises were attributed to an increase 
in the cost of paper and printing 
in France and a 15% wage hike 
granted by the French government. 
The new rates: Paris edition, $445 


per b&w page and $690 in four 


colors; Provincial edition, $900 and 
$1,225; Intercontinental, $175 (no 
four-color), and Belgian, $285 and 
$390. 


Station KDKA Names Duttield 


Robert G. Duffield, manager of 
Station WOWO, Fort Wayne, Ind., 
has been named manager of Sta- 
tion KDKA, Pittsburgh, succeed- 
ing Joseph E. Baudino, who has 
been appointed general manager 
of Westinghouse Radio Stations 
Inc. (AA, June 11). Mr. Duffield 
will be replaced at WOWO by 
Franklin A. Tooke, program man- 
ager of Station KYW, Philadel- 
phia. Gordon W. Davis, production 
head of KYW, succeeds Mr. Tooke 
as program manager 


Gives Retail Business Laws 


The laws that govern the busi- 
ness activities of retail organiza- 
tions are analyzed and explained 
for the benefit of buyers and mer- 
chants in a new book titled, “What 
Every Retailer Should Know About 
the Law,” by J. Norman Lewis 
and R. Duffy Lewis, just published 
by Fairchild Publications, New 
York. The price is $2.50. 


HOLIDAY TIE-IN—Old Gold will feature 
an Ansco Titan camera in this color od 


to run about July 4 in Collier's, Life, 

Look, Quick and The Saturday Evening 

Post. Ansco is sending reprints to dealers. 

Lennen & Mitchell handles the Old Gold 
account. 


N. Y. Bargain Spree 
Slowly Dissipates 


New York, June 21—Unless 
something unexpected happens, 
this city’s four-week-old price war 
will slowly fade away. 

Trade groups continue to con- 
demn New York's bargain bonanza 
of the past month. Interested in- 
dividuals continue to issue state- 
ments decrying the manner in 
which the retail giants are going 
to snuff out the little man. Various 
legislators and congressional com- 
mittees announce their plans for 
“intensive study” of the situation. 
Local judges reserve decision on 
injunction proceedings. 

Indications are that, with some 
exceptions, consumer and depart- 
ment stores have had their fling. 


s Department store executives 
comment unofficially that they are 
expecting no new loss leaders to 
be brought into the picture, store 
traffic has declined slowly and 
steadily, the previously frenzied 
“get it anywhere you can” buying 
to fill up depleted stocks is hardly 
evident, and, in contrast to the 
front page banner stories of two 
weeks ago, in many instances price 
war stories don’t even rate one 
inch of copy in the local dailies. 

Despite their promises, many 
department stores are unable—and 
don’t seem to be trying too hard 
to get as much as the shopper 
might like to buy. Bayer aspirin, 
at 4¢ per [00-tablet bottle, is sell- 
ing in dribbles, houseware items 
are selling in limited quantities, 
and Mixmasters and Toastmasters 
have gone up in price. 


@ Manufacturers, particularly 
watchmakers, are still reeling, and 
every day finds another issuing 
a statement or trying for an in- 
junction. Watch counters were 
among the busier spots in town 
this week, particularly at the S. 
Klein department store where 
name brand watches are selling at 
about one-half of fair trade prices 

Tourneau Inc., a Longines-Witt- 
nauer dealer, charged in court that 
it is being “irreparably damaged” 
by discount sales. A similar peti-! 
tion filed last week by Longines 
was dismissed. 


@ Over in Jersey, cigaret prices| 
made headlines following a state| 
supreme court ruling Monday that 
the minimum price law on cig- 
arets is unconstitutional. Some re- 
tailers didn’t even wait for the 
ten-day restriction to start price 
cuts. 

At press time there were no 
signs of the cigaret cut jumping 
the Hudson, particularly in view 
of the fact that New Yorkers can 
buy cigarets in many places for 
less than the lowest quoted Jersey 
price, $1.75 a carton. Many Jersey 
dealers are reported shying away 
from war on cigarets, claiming no 
profit at the present price. 


NBC Itemizes 
Rate Increases 
on TV Stations 


New York, June 21—National 
Broadcasting Co.'s anticipated July 
1 television rate increases were 
itemized this week by the network. 
Advertisers will be given the cus- 
tomary six-month protection. 

Despite the jump in rates, Ed- 
ward D. Madden, NBC vice-presi- 
dent in charge of video sales and 
operations, reports that cost per 
thousand TV homes continues to 
decline. “In July, 1949, the cost 
per thousand homes was $6.04. A 
year later it was down to $3.85. 
Under the new rates, by July 1, 
1951, the cost will be only $3.46," 
he said 

Increases for each station: 


FROM TO 
WNBT, New York $3,100 $4,000 
WRGB, Schenectady 650 775 
WKTV, Utica . 275 375 
WSYR-TV, Syracuse 500 575 
WBZ-TV, Boston 1,250 1,700 
WJAR-TV. Providence 550 750 
WPTZ, Philadelphia 1,600 1,900 
WDEL.-TV, Wilmington 400 475 
WBAL-TV, Baltimore 00 1,000 
WNBW, Washington 750 950 
WTVR, Richmond 400 475 
WTAR-TV. Norfolk 400 475 
WSB-TV, Atlanta 500 575 
WBRC-TV, Birmingham 275 400 
WGAL.-TV, Lancaster 450 600 
WJAC-TV, Johnstown 400 550 
WNBK, Cleveland 1,050 127% 
WBEN-TV, Buffalo 750 1) 
WHAM-TV. Rochester 475 59 
WSPD-TV, Toledo 500 600 
WWJ-TV, Detroit 1,100 1,399 
WLWD, Dayton 500 628 
WLWC, Columbus 500 6m 
WLWT, Cincinnati 750 428 
WSAZ.-TV, Huntington 350 43 
WAVE-TV, Louisville 400 08 
WSM-TV, Nashville 225 390 
WNBQ, Chicago 1,650 2,00 
KSD-TV, St. Louis 850 1,108 
WMCT, Memphis 450 59 
WTMJ-TV, Milwaukee 750 980 
WOC.-TV, Davenport 300 
WOW.-TYV, Omaha 400 
WDAF-TV, Kansas City 550 
KSTP-TV, St. Paul 650 ct) 
WNHC-TV, New Haven 700 400 
WFMY-TV, Greensboro oo 400 
WBTYV, Charlotte 300 400 
WMBR-TV, Jacksonville woo 100, 
WDTV, Pittsburgh 900 00 
WICU, Erie 450 P| 
WJIM-TV, Lansing 300 
WKZO-TV, Kalamazoo 400 400 
WTTV, Bloomington 175 Pf 
WFBM.-TV, Indianapolis. 580 
WLAV-TV, Grand Rapids 375 00 
| WOI-TV, Ames 300 400 
WNBF-TV, Binghamton 325 4 
WTVJ, Miami 375 
WDSU.-TV, New Orleans 75 450 
WFAA-TVY, Dallas 700 Lb 4 
WBAP-TV, Fort Worth 700 
KPRC-TV, Houston 400 580 
WOAI-TV, San Antonio 300 400 
WKY-TV, Oklahoma City 400 600 
KOTV, Tulsa 400 500 
KDYL.-TV, Salt Lake City 250 300 
KOB-TV, Albuquerque 200 200 
KPHO-TV, Phoenix 250 300 
KNBH, Los Angeles 1,650 2,000 
KRON.-TV, San Francisco 600 850 
KFMB.-TV, San Diego 450 550 
KING-TV, Seattle 450 600 


e A round of TV rate hikes by 
one network inevitably is followed 
by a similar move by the competi- 
tion. American Broadcasting Co. 
earlier this month announced Aug. 
1 rate increases for its five owned 
and operated stations as follows: 


FROM TO 
WJZ-TV, New York $3,100 $4,000 
WENR-TV, Chicago 1,650 2,000 
WXYZ-TV, Detroit 1,100 1,350 
KECA-TV. Los Angeles 1,650 2,000 
KGO.-TV, San Francisco 600 850 


WCAU, WCAU-TV Split Sales 


Stations WCAU and WCAU-TV, 
Philadelphia, in a split of their 
sales staffs to handle radio and 
television individually, have 
named John S. deRussy as radio 
sales manager and Robert M 
McGredy as television sales man- 
ager. The sales promotion and 
publicity staff also has been ex- 
panded, with separate divisions 
for radio and TV. 


Renfrew Appoints Stewart 

Renfrew Electric Co., Renfrew, 
Ont., manufacturer of Canadian 
Beauty apoliances, Barnett re- 
frigerators and Majestic heaters, 
has appointed Stewart-Bowman- 
Macpherson, Toronto, as its agen- 
cy. 
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Market Research 
and Mobilization 
Occupy Marketers 


Derrorr, June 20—The problems 
surrounding marketing research in 
a mobilization economy occupied 
the agenda on the opening day of 
the three-day spring conference of 
the American Marketing Assn. 
here today 

Ray Eppert, vice-president in 
charge of marketing for Burroughs 
Adding Machine Co. here, warned 
the assembled marketers against 


any curtailment of marketing re- 
search merely because of the re- 
strictive atmosphere surrounding 
today’s defense program. 

Look at the long range picture, 
Mr. Eppert urged, when productive 
capacity will be able to meet both 
civilian and military needs. At 
that time a big distributive job 
will have to be done, and if cur- 
rent marketing forces aren't kept 
in at least a standby condition 
there will be no tools to do the 
job, he said. 


market these new products right 
now, they should be developed so 
that they can be put into imme- 
diate production to take up pro- 
ductive capacity slack when 
needed, he said. 

The retailer is faced with an en- 
tirely different problem than the 
industrialist in a mobilization 
economy, Lewis B. Sappington, 
vice-president in charge of mer- 
chandising and publicity for J. L 
Hudson Co. here, told the confer- 
ence 


There is no changeover from 
manufacture of one product to 
another, he said. All the retailer is 
faced with is three perennial 
problems, regardless of the eco- 
nomic climate of the moment 
supply, demand and finance. 


e If present restrictions make it 
impossible to keep your marketing 
research facilities active on reg- 
ular products, then new products 
should be developed, Mr. Eppert 
said. Even if it is not possible to 


YOU CAN SELL THE CHURCH MARKET 


- . - IF YOU TELL YOUR STORY 
TO THE RIGHT PEOPLE! 


50,203 Christian 


JANUARY NET PAID l ife 
4 


® Retailers never have developed 
any long range planning skill, Mr. 
Sappington pointed out, because 
they have always been faced with 


87% of CHRISTIAN LIFE’S readers influence pur- short term problems, with stock 
choses: 8,519 are pastors, 10,256 church officers, turning over every 30, 60 or 90 
4,714 Sunday school superintendents, 20,337 Sun- days 


Write for somple copy. 
434A South Wabash Ave., Chicago 5 


day school teachers 


The retailer's supply problem is 
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National Nielsen-Ratings of Top TV Shows 


Two Weeks Ended May 26, 1951 
All tigures copyright by A. C. Nielsen Co. 


Total Homes Reached 


Program Popularity* 


Rank Program (000) Homes 
Homes Rank Program (%) 
1 Texaco Star Theater (NBC) . 5.877 1 Gillette Cavalcade (NBC) 48.6 
2 Colgate Comedy Hour (NBC) . 5.036 2 Texaco Star Theater (NBC) 47.4 
3 Gillette Cavalcade (NBC) 4.735 3 Colgate Comedy Hour (NBC) 42.1 
4 Martin Kane (NBC, U. S. 4 Fireside Theater (NBC, P&G) 414 
Tobacco) a 4,582 5 Your Show of Shows (NBC. 
5 Your Show of Shows (NBC. Participating) 39.6 
aaa 4442 6 Martin Kane (NBC. U S 
6 Fireside Theater (NBC, P&G) . 4,417 Tobacco) 37.8 
7 Your Show of Shows (NBC, 7 Big Town (CBS, 
Swift) Senbasebs anes 296 Lever Bros.) 36.2 
8 Philco TV Playhouse (NBC) 4.278 8 Your Show of Shows (NBC 
9 You Bet Your Life (NBC, Swift) 36.1 
Dodge-Plymouth) . 4.152 9 Phileco TV Playhouse (NBC) 35.7 
10 Arthur Godfrey & Friends (CBS 10 Arthur Godfrey & Friends (CBS. 
’ Toni) 35.7 
Per cent of homes reached in areas where program was telecast 
aggravated severely in a mobiliza- intelligently, should also know 
tion economy, Mr. Sappington said, what the supply of labor and 


because he must compete with the 
government's heavy buying. To 
counteract this, he declared, the 
retailer should make it a point to 
keep track of what the govern- 
ment is buying, how much it is 
buying and when. 

The retailer, if he wants to buy 


Book Club 
Advertising Linage 
Up 30% 


Book-club advertisers use an accurate yardstick for 
judging magazines. And they agree that ESQUIRE 
definitely measures up because in 1950, ESQUIRE 
book-club linage figures were up 38.9% over the pre- 
ceding year. And in the first six months of 1951, 
ESQUIRE’s book-club linage increased again — up 30% 
over the comparable period of the previous record year. 


One of the many important reasons for this advertis- 
ing acceptance is ESQUIRE’s editorial vitality — rich 
reading content that keeps circulation (as well as 
coupon returns) steadily climbing. In the first three 
months of this year, for example, ESQUIRE’s circula- 
tion averaged 821,000°— the highest first-quarter in 
ESQUIRE history. 


*Publisher’s statement 


materials is and what the possible 


restrictions on use of certain 
materials are. 
The retail store is the finest 


laboratory for gathering facts on 
what consumers want, Mr. Sap- 
pington said. Unfortunately, the 
retailer is too close to his own op- 
eration and needs outside ap- 
praisals to check his own estimates 
of consumer demand. But, he 
added, very little of such help is 
available 


e Even the apparel retailer is 
breaking into the self-service 
field, in an effort to hold down 


costs, he pointed out. An outstand- 
ing example of a successful self- 
service clothing retailer, he said, 
is Robert Hall Clothes Inc., which 
in eight years has grown from a 
one-store operation to a 
chain doing an annual volume of 
$100,000,000. 

Edward R. Hawkins, dean of the 
schoo] of business, Johns Hopkins 
University, told the conference 
that he could see no slackening in 
the tide of inflation, and he pre- 
dicted that the people would do 
nothing to halt this tide in the next 
few years. 


75-store 


e Heavy inventories should not 
cause too much concern, he said. 
He attributed the New York price 
war to a celebration of the death 
of fair trade rather than to too- 
high inventories 
Of more concern 
high inventories, 
said, is the adverse 
mobilization has on 
search. During the 
pointed out, two 
Glenn L. Martin Co 
Decker Mfg. Co 


to him than 
Mr. Hawkins 
effect that 
market re- 
last war, he 
companies— 
and Black & 
stopped all mar- 


ket research activities. This was 
occasioned, he said, by the fact 
that the government was their 


only customer and they no longer 
felt the need for market research 

Many retailers and wholesalers 
also reduced their research pro- 
grams during the last war, he 
said. Those manufacturers, how- 
ever, who realized the importance 
of keeping their dealer organiza- 
tions alive, went so far as to de- 
velop or even buy new products 
just for this purpose. 


TWA Appoints Corris 

John J. Corris, formerly assist- 
ant public relations manager in 
New York, has been named public 
relations manager in Chicago for 
Trans World Airlines. Mr. Corris 
succeeds Clayton J. Irwin, who 
resigned to join the editorial ex- 
ecutive staff of the Detroit News. 


Leslie Cardona Joins WCAU 

Leslie L. Cardona Jr., formeriy 
with Station WITH, Baltimore, has 
joined the commercial staff of Sta- 
tion WCAU, Philadelphia. 


“THE LETTER SHOP, Inc. 


Chicago 5.1 Ninos 


441 S. Dearborn St 
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ANPA Research 
Lab Dedicated 
in Easton, Pa. 


Easton, Pa., June 20—American 
Newspaper Publishers Assn. open- 
ed today the only research labora- 
tory of its kind dedicated exclu- 
sively to the purpose of improv- 
ing newspaper production. 

Attending the opening were the 
ANPA board of directors, Cranston 
Williams, general manager of 
ANPA, the mechanical research 
committee, and C. M. Flint, ANPA 
research director. 

First steps toward initiating its 
research program was taken by 
ANPA in September, 1947. The 
laboratory was first established in 
temporary quarters in June, 1949. 
Since then it has grown from a 
personnel of two to 12, and its 
activities now cover the entire 
range of newspaper production. 
The new building will permit 
greatly expanded facilities. 


Advertising Age, 


@ Situated on a hillside terrace 
just outside the city limits, it is 
a single-story building of brick 
and steel construction. The build- 
ing’s 8,400 square feet of floor 
space is divided into suitable lab- 
oratory areas by the use of mov- 
able steel partitions. 

Present arrangements provide 
for a reception room, two offices 
and a library at the front, in ad- 
dition to a _ physics laboratory, 
etching and engraving laboratory, | 
chemical laboratory, electronics! 
laboratory, stereotype laboratory, 
a complete photo-mechanical de- 
partment, a controlled temperature 
and humidity room and a ma- 
chine shop. 

A section in the rear has been 
set aside for installation of a new 
design two-page-wide semi-cylin- 
drical press complete with reel 
stand and rewind. 

Value of installed equipment ap- 
proximates $200,000. Much of this 
has been lent by manufacturers 
and suppliers, indicating the sup- 
port that the research program is 
receiving from the graphic arts 
field. 


New CBS-Columbia Inc. 
Will Make Color Receivers 


With the completion of the merg- 
er of Columbia Broadcasting Sys- | 
tem and Hytron Radio & Elec-| 
tronics Corp., the name of Air | 
King Products Co., Hytron’s set | 
manufacturing subsidiary, met 
been changed to CBS-Columbia 
Inc. Top management of both com- 
panies has been retained under 
the new setup. 

Manufacturing activities of 
CBS-Columbia will .be centered | 
in Brooklyn and will encompass a 
full line of radio and video sets, | 
as well as AM-TV-phonograph 
combinations, Color receivers un- 
der this new brand name will be! 
on the market by late summer. 


Browne Rejoins ‘Tide’ 

Morgan Browne has resigned as 
director of periodicals for Na- 
tional Assn. of Manufacturers to 
rejoin Tide, advertising weekly. 
Mr. Browne will be managing edi- 
tor, a position he held for four 
years before joining NAM in 1949. 


NEWSPAPER 
CLIPPINGS 


from 2000 daily and weekly news- 
papers in Minnesota, Wisconsin, 
lowa, North and South Dakota, 
Montana and Nebraska. We can 
give you complete coverage on 
ANY SUBJECT, news or odvertis- 
ing. Write for details. 


Western Press Clipping Exchange 
Established 1900 
1022 Lumber Exch. Bidg., Minneapolis, Minn. 


DEDICATE LABORATORY—The staff of the new American Newspaper Publishers 
Assn. research laboratory poses outside the doorway of the new laboratory build- 
ing in Easton, Pa. 


& Ross, has been named vice- 
president of Tim Morrow Adver- 
tising, Chicago. 


Morrow Names Falvey V.P. 
Hal Falvey, formerly an ac- 
count executive of Fuller & Smith 


‘Parents'’ Pacific Rates Rise 


Effective with the January, 
1952, issue, the Pacific Coast sec- 
tion of Parents’ Magazine will re- 
vise its rates as follows: b&w page 
up from $825 to $960; two column 
up from $575 to $670; single col- 
umn up from .$300 to $350; half- 
column up from $165 to $190; and 
page line from $2.50 to $2.90. The 
circulation guarantee will rise 
from 150,000 to 175,000. 


Nelson Joins Hanly, Hicks 

Herbert O. Nelson, formerly 
vice-president and manager of the 
San Francisco office of Ruthrauff 
& Ryan, has joined Hanly, Hicks 
& Montgomery, New York, as vice- 
president. Mr. Nelson has spe- 
cialized in package goods promo- 
tion in foods and drugs 


Adds Chicago, Cleveland Units 


Luncheon Is Served, food sam- 
pling service with headquarters in 
Media, Pa., has added Chicago and 
Cleveland to its list of units. Oper- 
ation in the two new cities will be- 
gin Sept. 1. 
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Chuck Gay Returns to WHIO 
Chuck Gay has resigned as ra- 
dio-TV director of Kircher, Helton 
& Collett, Dayton, to become sales 
promotion manager of Stations 
WHIO and WHIO-TV there. A 
former member of the executive 
staff of WHIO, Mr. Gay left the 
station in 1938 to become amuse- 
ment editor of the Dayton Daily 
| Be ws and has been with the 
ened agency since 1948. 


Names Bryce Gray Editor 
Bryce Gray Jr., formerly assist- 
ant advertising manager of Penn- 


sylvania Salt Mfg. Co., Philadel- 
phia, has been named editor of 
Industrial Maintenance, Philadel- 


phia 


SALES LETTER “STOPPERS” 


Hundreds of unique ideas available 
or specially created to increase your 
letter effectiveness. Write on roar 
letterhead for complete list and 
samples. 


A. AUGUST TIGER 
545 Fifth Ave. New York 17, N. Y. 


FAMILIES COVERED 
BY woOAl 


167,365 
145,715 


"621,650 


RADIO FAMILIES 
IN TV AREA 


FAMILIES NOT 
IN TV AREA 


We don't hold with those who—as ANA—suggest 
that a TV home is completely and forever lost to 
radio, but suppose every radio family in WOAI's area 
which could conceivably become a TV home (only a 
little more than one-fourth are TV homes now) did 


secede from WOAI's 28-year history of dominant coverage. 621,650 
homes outside the TV area still would be served by WOAI. 


77°% more homes than WOAI served in 1942. 
increased only 13°% since 1942. 
audience morning, afternoon and night. 
ever buy! 


Se 


Even if every radio family in WOAI'S TV area should secede, WOAI, 
instead of cutting rate, still might logically increase its rate by a 


very substantial amount. 


Represented Nationally by 
EDWARD PETRY & COMPANY, 
New York, Chicago, Los Angeles, St. Louis 


San Antonio 


Sl 


ng) a Dallas, San Francisco, Detroit 


‘ mate o cry 


WOAI's rate has 
Hooper shows WOAI leads in 
WOAI is a better than 


Figures BMB+3.6% to 1951 
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McCall 


... delivered to its Advertisers, during January, February § 


and March, close to a quarter million new customers! 


Greatest circulation gain 
among all major magazines 


Total Circulation Gain Newsstand Gain or Loss 
or Loss Ist Quarter 1951 Ist Quarter 1951 

Magazines against Ist Quarter 1950 against Ist Quarter 1950 Total Circulation 
MecCALL’S (1) +221,092 (2) + 86,812 (5) 4,083,410 
Better Homes & Gardens (2) +201,152 (1) +164,793 (6) 3,591,824 
Good Housekeeping (3) + 86,847 ——— * (9) 3,140,067 
Look (4) + 65,490 (3) — 13,241 (7) 3,276,073 
Woman’s Home Companion (5) +> 6,869 (4) — 47,581 (4) 4,092,940 
Saturday Evening Post (6) — 31,1461 (5) — 54,776 (3) 4,129,554 
Life (7) — 77,943 (8) —142,079 . (1) 5,301,145 
Collier’s (8) — 82,087 (6) —115,122 (8) 3,170,516 
Ladies’ Home Journal (9) — 90,322 (7) —133,742 (2) 4,525,875 


*No newsstand comparison possible. G.H. did not issue First Quarter statement in 1950. 


CURRENT GUARANTEED CIRCULATION 3,900,000 aveRAGE ANNUAL NET PAID 
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